TOURISM FOR A BETTER WORLD

Customer Care & Complaint Management; Elevate Your
Tourism Business

This unit dives into the vital role of excellent customer care. You'll discover how to truly satisfy your
customers and master the art of effectively managing their complaints.

Who Is This unit For?

This unit is for anyone working with customers in the tourism sector and anyone interested in
elevating their customer service skills.

What You'll Learn
Upon completing this unit, you will be able to:
o Demonstrate excellent customer complaint management skills.
o Devise a range of sales opportunities directly linked to customer care and satisfaction.

o Evaluate customer satisfaction and implement measures to enhance quality within your
business.

o Improve your business's long-term customer engagement capacity and significantly increase
your customers' lifetime value.

Keywords: Sustainability, tourism, management, customer care, customer management.

For customers to be truly satisfied, return to your tourism business, and recommend it to others,
exceptional customer care is a fundamental requirement. This, of course, includes proficient
complaint management. This course will guide you through the essentials of customer care and how
to ensure your customers' satisfaction.

What's one aspect of customer care you believe your tourism business could improve right away?

Professional Complaint Management
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Mastering Complaint Management: The 3CRC Tactic

It's a fact of life in tourism and hospitality: things go wrong. We're dealing with many people, and
sometimes mistakes happen. Interestingly, many customers understand this and don't mind at all, if

you address the issue correctly and resolve it promptly.

The 3CRC Tactic: Your Guide to Professional Complaint Management

To handle customer complaints professionally, we use the '3CRC tactic'. This five-step approach

makes managing customer feedback much easier and more effective. Successful complaint

management is the cornerstone of excellent customer service. The 3CRC tactic is an easy way to

remember the essential steps.

The five steps are:

1.

2.

3.

4.

5.

Consider
Clarify
Confirm
Respond

Confirm

Deconstructing the 3CRC Tactic

Let's break down each step:

1st C: Consider Begin by considering what has been said. This means actively listening to the
customer without interrupting. It's not just polite; it's expected. You might want to jot down
key points to ensure you don't miss anything important.

2nd C: Clarify Next, clarify with questions to get more specific information. Make sure you
have a clear understanding of the exact nature of the complaint. Sometimes, customers might
bring up many small issues, but the core problem could be something specific, like a
lukewarm coffee served at breakfast. Once the actual problem is clear, move to the third C.

3rd C: Confirm Now, confirm your understanding of the problem(s). Summarize what you
believe the issue is in your own words and ask the customer if your understanding is correct.
This step ensures you're both on the same page and helps catch any details you might have
misunderstood.

R: Respond It's time to respond. If it's a simple issue, you can offer an immediate solution,
like changing rooms. For more complex cases, you might need to consult your supervisor. If
so, tell the client you'll get back to them and make sure you follow through. An apology often
helps, regardless of the solution.
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e 4th C: Confirm Finally, confirm that the customer agrees with your response. If the customer
is satisfied with the resolution, then the 3CRC tactic has been successful.

Test Your Understanding: The Correct Sequence

Which of the following represents the correct sequence for dealing with a complaint using the 3CRC
tactic?

e Respond with a solution, Consider your client’s answer, Confirm that s/he is fine with this,
Clarify to get more info, Confirm again

o Clarify to get more info on the issue, Confirm that you understood the issue, Consider how
your client answers, Respond with a solution, Confirm that s/he is fine with this

e Consider what’s been said, Clarify any questions you have, Confirm your understanding of
the issue, Respond with a suitable solution or next steps, Confirm that the client agrees
with your proposal

Research indicates that about 60% of customers who complain will remain a customer if their
problem is resolved at some point. However, that number jumps to 95% if the problem is resolved
quickly. This highlights the immense power of efficient complaint management for your tourism
business in Your country.

What's the most challenging type of customer complaint you've encountered in your tourism
business, and how might the 3CRC tactic help address it more effectively?

Acknowledge and Plan for Complaints: A Proactive Approach

When an upset or angry customer approaches you in a public space, like a restaurant or reception,
other customers are likely present. In such situations, try to move the conversation to a more
secluded area, away from other customers. It's uncomfortable for others to witness emotionally
charged complaint situations, and sometimes it can even trigger a wave of complaints from other
guests.

Your Complaint Handling Policy: A Formal Blueprint

First and foremost, your tourism business in Your country must have a formal complaint handling
policy in place. This document should clearly outline:

o Steps: The specific steps your business will take to discuss, address, and resolve customer
complaints.

¢ Formal Complaint Process: How customers can make a formal complaint (e.g., via your
website and/or at the reception desk).
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¢ Solutions: Some of the typical solutions you offer to resolve common complaints.

e Budget: A dedicated budget that trained employees can use to resolve minor complaints on
the spot.

e Training Schedule: A clear training schedule and frequency for complaint handling training
for all employees, especially new hires.

This policy needs to be thoroughly inclusive. This means all employees, at every level of your
organization, must know about it. They need to understand how to apply its content in practice and
know who to approach within their department when faced with complaints they feel uneasy about
handling alone.

Welcome Criticism: Feedback is a Gift

Complaints are often seen as a nuisance, something you just have to tolerate. However, they should
truly be viewed as important feedback. What helps you grow and improve? Failure. It's true for you,
for me, and for everyone.

Welcome criticism. Actively encourage your customers to share their honest opinions. Go above and
beyond to thank them for letting you know how to better serve them. Do this, and your customers
will appreciate it, become loyal, and even be more forgiving if things go wrong in the future.

Test Your Knowledge: Handling a Customer Complaint
Now, let's consider how to actually handle a customer complaint.

Imagine a hotel guest complaining to a receptionist that she was put in the wrong room, which
doesn't have a balcony, and the room next door is far too noisy.

What is the most important thing the receptionist needs to do immediately?
e Being friendly
e Apologizing
e Providing a solution to the problem
e Promise this will never happen again
e Listen actively

The most important immediate action is to listen actively. This aligns with the "Consider" step of the
3CRC tactic, showing the customer, they are being heard and understood before moving to solutions.

Consider & Clarify: The Power of Active Listening
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There's a big difference between hearing and listening. Hearing happens automatically, but listening
means you're genuinely interested in the person speaking. Active listening takes this a step further:
it means you're trying your best to be such an excellent listener that people want to talk to you
because they feel truly heard.

Active listening is especially crucial if you're in a supervisory role, interact with colleagues, or work
directly with customers. It allows you to understand problems more deeply and collaborate
effectively to find solutions. It also showcases your patience, a valuable skill in any workplace.

How to Be a Good Active Listener
To master active listening:

o Always be attentive and avoid distractions. Show you're focused by turning towards the
person, making eye contact, and nodding occasionally.

¢ Don't be judgmental, even if what someone says seems odd or you disagree. There might be
a valid reason for their perspective. It's crucial that the person feels taken seriously.

o Always let people tell their full story. Be patient; never interrupt or finish sentences for them.

o Ask clarifying questions during the conversation and try to summarize what's been said in
your own words. This shows you've understood and are engaged with their message.

Actively listening to someone complain is a great start. However, at some point, you'll need to
respond by offering a solution and apologizing, if necessary. Solutions are diverse, just like the
issues themselves—they could range from moving a guest to a different room, replacing a cold dish,
or anything else needed. There's no one-size-fits-all rule for solving problems.

What's one active listening technique you plan to practice more often in your tourism business today
in Your country?

The Art of Apologizing to Customers

Is there a "good" or "bad" way to apologize? Do you always need to say sorry? As with many things, it
depends on the situation.

When a Mistake Was Made

When it's blatantly obvious that you or your staff are at fault, then you absolutely should apologize
sincerely. However, avoid overdoing it. A brief, genuine statement like, "l am very sorry this
happened," is usually enough. Over-apologizing can sometimes make customers feel they can
demand anything. What's far more important is that you focus on solving the problem straight
away.

When a Mistake Was Not Made
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If you realize that the issue is not actually your mistake or your team's mistake, then don't
apologize for it. This might feel a bit awkward at first, but you'll get used to it. You can still be
empathetic and offer to help resolve the situation, but avoid making customers feel they can
complain about anything and everything. Some guests might try to take advantage of excessive
apologies.

Offering a Gesture of Goodwill: "Soft Dollar" Apologies

As part of your apology, you might consider offering something to your customer as a sign of
goodwill and respect. This could be:

e Asmall discount on the bill.

e Adessert or a drink on the house.

¢ A discount on their next booking.

e Afreebie, like a t-shirt with your company's logo.

e The offer to receive a higher-valued service for the same price (e.g., an upgrade to a better
hotel room).

When thinking about what to offer, consider "soft dollar" gestures. This refers to:

¢ Things that have a greater perceived value to your customers than their actual cost to you.
There are two main advantages to using soft dollar apologies:

e They are usually not very expensive for your business in Your country.

e It provides an opportunity for guests to experience some of your services. Once someone
has stayed in a luxury room, for example, they might develop a preference for it and book it
again in the future.

Can you think of other "soft dollar" apologies that would be impactful for your tourism business?

Delivering a High-Quality Customer Experience

Providing excellent customer service isn't just about resolving issues; it's about consistently
delivering a high-quality customer experience from start to finish. This goes beyond fixing problems
and focuses on creating memorable and positive interactions that keep your customers in Your
country coming back and recommending your tourism business to others.

What aspects of your customer journey do you think contribute most to a high-quality experience?

Understanding Customer Satisfaction: Beyond Just Fixing Problems

When it comes to business success, what's better?
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Option 1: Having a great way to immediately respond to and resolve issues when things go wrong.

Option 2: Continuously ensuring your services run smoothly by observing past mistakes and actively
improving for the future.

Both are essential, but Option 2 is crucial. You can't endlessly make the same mistakes and keep
spending time, energy, and effort fixing them. At some point, you simply have to learn from your
mistakes.

The Foundation of Hospitality: Learning from Your Guests

"Looking after your guests" is the bedrock of hospitality. While treating guests like royalty might be
an exaggeration, it truly reflects the core of what being hospitable means. In the hospitality industry
in Your country, this is also how you ensure profitability.

Therefore, "looking after guests" can also be understood as:
¢ Understanding what your guests desire, appreciate, and enjoy.
e Making sure they have convenient access to it.
o Selling it to them precisely when they want it.

From Customer Satisfaction to Customer Delight

Let's explore two levels of customer experience:

Customer Satisfaction

Imagine customer satisfaction as an equation: it's about matching the customer's expectations with
the perceived quality and value they receive from your services for a given price. In hospitality, you
achieve satisfaction by serving customers exactly what they like, at the desired quality, for the
agreed price. It's a job well done.

Customer Delight

There's an even better option: surprise your customers! Show them something extra, something
unexpected. For example, you could recommend and explain the exquisite taste of a rare coffee
blend in your country they wouldn't normally try, or suggest a unique local cultural experience.

By doing so, you might make their experience truly unforgettable, creating not just customer
satisfaction, but also customer delight. This is about exceeding expectations and leaving a lasting
positive impression.

What's one small, unexpected "delight" you could offer a guest in your tourism business this week?

Anticipating Your Customer's Needs: The Path to Delight
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True customer satisfaction blossoms into customer delight when you anticipate what your customers
will want and surprise them by having it ready upon their arrival. This creates a powerful emotional
connection that makes them talk about you and become loyal customers.

Here are a few ways to achieve this:

e Observe Your Customers: Pay close attention to who your customers are. An elderly couple
will have different needs than a young businesswoman. A honeymooning couple will have
entirely different desires than a family with three young kids. Simply observing their
demographics and interactions can help you predict their basic needs.

o Keep Detailed Records: Successful service businesses create customer profiles. They log what
a customer has ordered or consumed in the past. The next time that customer arrives, you
can use this information to anticipate what they might enjoy, allowing you to offer a
personalized experience.

e Leverage Long-Term Employees: The longer your employees stay with your business, the
more they will remember about regular guests. Their institutional knowledge is invaluable for
personalized service.

o Listen Actively: This is a golden rule. Customers often drop hints about their preferences—
sometimes without even realizing it. By actively listening to your customers, you'll learn a
great deal about their unexpressed needs and wishes.

These four tactics become even more powerful when you foster a customer service mindset among
your team, ensure strong internal communication across all departments, and regularly share
inspiring customer delight stories to encourage and celebrate your team's efforts.

Practice: Anticipating and Delighting

Let's put this into practice with a few scenarios. How would you identify the underlying need or wish,
and then devise a strategy to delight your customer?

In a Restaurant: A regular guest tells you: "This wine is great. But last year, | had the oaky, rich red
wine in Stellenbosch... Man! That was amazing!"

¢ Identify need/wish: The customer desires a rich, oaky red wine from the Stellenbosch region.
They are also seeking to relive a memorable experience.

o Devise strategy to delight:
o First, check if you have a similar wine on your current menu and offer it.

o If not, note their preference. Consider sourcing a high-quality Stellenbosch red wine
for future occasions.

o Once acquired, perhaps check which main course would perfectly complement it.
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o Inform your entire team. The next time this customer dines with you, surprise them by
having that specific wine ready and subtly offer it, perhaps mentioning you
remembered their appreciation for it.

In a Hotel: You work as a reservation agent in a hotel, and a gentleman says: "I'd like to book a room
for me and my wife next month. We’d like to celebrate our anniversary."

¢ Identify need/wish: The gentleman wants to surprise his wife with a special, memorable
anniversary celebration, likely involving a really nice room and perhaps extra touches.

o Devise strategy to delight:

o Beyond offering your best available rooms, subtly inquire if they'd like to book the
best table for two in a quiet, romantic corner of your restaurant.

o When the couple checks into their room, arrange for a congratulatory message from
the manager and a beautiful bouquet of flowers to be waiting for them.

o Consider a small, local treat or a complimentary drink voucher to enhance their
celebration.

Managing Service Quality: The DMAIC Approach

Welcome to the world of quality management! One of the toughest challenges in running a service
business is consistently delivering the same high quality to every customer. That's why it's essential
to constantly look for potential issues and address problems.

You can use the DMAIC cycle (Define-Measure-Analyze-Improve-Control) for continuous
improvement.

1. Define: What Does Quality Mean to You?

Start by precisely defining the quality of the services you offer. Defining "quality" in service can be
tricky, but here are some ideas:

e Time: How long a guest waits for check-in or between ordering and receiving a dish.

Cleanliness: The tidiness of your restaurant, bar, tour bus, or hotel room.
e Amenities: The number of pillows on a bed or towels in a bathroom.

e Greeting: The way customers are welcomed upon arrival.

e Ambiance: The type and volume of music played in the bar or restaurant.

o Beverage Temperature: The ideal serving temperature for coffee, wine, or beer.
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You need to define these standards for every single service you offer. Being able to measure them,
or at least check them, is absolutely crucial.

2. Measure: How Are You Performing?

Next, measure how well you perform against your defined standards. Big hotel chains often use
"mystery guests" who stay at their hotels monthly and use all services, tracking performance against
set standards. While you might not go that far, you can certainly create a checklist and regularly
assess with your employees how well they adhere to these standards. Guest feedback is another
vital reference point.

3. Analyze: What Caused the Problem?
When something goes wrong, analyze what caused the problem. This involves:

o Talking to customers who complained.

Talking to your employees who were involved.

Checking the equipment used.

Talking to your boss (if applicable).

Raising awareness among everyone involved.
4. Improve: Implementing Solutions

Solutions to improve your services will be as diverse as the problems themselves. However, the most
important thing is that everyone involved understands what needs to change to prevent the issue
from recurring.

5. Control: Ensuring Lasting Results

Finally, control the process to ensure the improvement actually brought good results. Telling staff
not to let customers wait more than five minutes for check-in is great, but will they actually change
their behavior? You have to monitor and control the process as often as you can to ensure
consistency.

What's one specific service standard in your tourism business that you'd like to define and start
measuring using the DMAIC cycle?
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