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Introduction

Concept of customer

Some concepts about customers:

Customers are "assets that add value". And of course it is the most important assets even though their value is not recorded in
the company's reports. So companies need to always view customers as a source of capital that needs to be managed and
constantly mobilized. (As Tom Peters once shared).

“Creating customers” is the company's goal. When serving customers, keep in mind that we are not helping them, but they are
helping us by giving us the opportunity to serve. (Opinion of the father of management - Peters Drucker).

Customers are people who come to us with their needs, and our job (the job of salespeople) is to satisfy those needs. (According
to Sam Walton, president of Wal-Mart Group).

In short, although the definitions of customers differ in terms of language and expression, they still reflect the most basic
characteristics of customers. From there we can derive the general concept of customers as follows: "Customers are a collection
of individuals, groups of people, organizations, businesses, who need to use products and want to satisfy that need".

Customer classification

Customer classification can be based on different criteria, including some basic classification types such as: Old customers -
New customers, internal customers - external customers, potential customers - current customers. In this topic, we consider the
classification of internal customers - external customers.

Customer classification can be based on different criteria, including some basic classification types such as: Old customers -
New customers, internal customers - external customers, potential customers - current customers. In this topic, we consider the
classification of internal customers - external customers.

Internal customers: employees are the “customers" of the business, and employees are also each other's customers. The employee
is the representative who introduces the product, is authorized to contact and convince customers to buy the product. Internal
customers participate in the process of providing products and services to external customers. If internal suppliers do not serve
internal customers well, external customers will not be served well either.
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The company needs to understand customer relationships and

retention among other company issues. Therefore, managers

need to pursue to gain good relationships and trust from these

internal customers.

External customers: These are people who carry out

transactions with businesses, in many forms: face-to-face

meetings, phone transactions or online transactions . This is

the traditional way of understanding customers. Without

customers like these, businesses cannot exist. These are also

the customers who bring the main source of revenue for the

business. They include the following 3 subjects:

=  Buyers: People who collect information about products,
make choices, make purchasing decisions and pay.

= Users: Individuals or organizations that actually use the
business's products and services.

= Beneficiaries: Individuals or organizations that benefit
from using a product or service.

The purchasing decision process from recognizing needs,
searching for information and evaluating options leading to
the decision to buy is influenced by three groups of users,
buyers and beneficiaries. Therefore, to improve products and
services better and better, businesses need to pay attention
and try to satisfy these 3 objects.

By expanding the concept of customers, businesses will be
able to create a more perfect service because only when
businesses care about employees, build employee loyalty,
and at the same time, When employees in an enterprise have
the ability to work together, care about meeting the needs and
satisfying their colleagues, only then will they have the best
working spirit and be able to serve the company's external
customers. company in an effective and unified manner.
Depending on each development goal, businesses classify
customers and choose appropriate marketing methods for
each type of customer.

Customer role

There are many ways to write about the role of customers, but
the author boldly gives the simplest understanding: customers
are the ones who give us everything, so companies must view
customers as a necessary source of capital. managed and
promoted like any other capital source. Customers are the
most important people to us. They do not depend on us. There
are many ways to write about the role of customers, but the
author boldly gives the simplest understanding: customers are
the ones who give us everything, so companies must consider
customers. Commodities are a source of capital that needs to
be managed and promoted like any other source of capital.
Customers are the most important people to us. They do not
depend on us.

Customer behavior

Consumer behavior is understood as the reactions that
individuals express during the decision-making process of
purchasing goods and services. Knowing consumer behavior
will help businesses come up with appropriate products,
marketing and product sales strategies. Today, businesses
research consumer behavior with the purpose of identifying
their needs, preferences and habits.

Manufacturing and business enterprises need to research
consumer behavior to select appropriate market segments
before making a decision to sell a certain product. When they
want to expand the scale of operations from one area to
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another, from one country to another, their success or failure
depends on the level of acceptance by local people. To
overcome this barrier requires manufacturers and traders to
master the behaviors and habits of local consumers and the
factors that influence their consumption behavior. Therefore,
marketers must understand human behavior of different ages,
social statuses, and cultures to be able to provide products and
services to the right audience in a space and environment
appropriate time.

Customer expectations and satisfaction

Customer expectations

Customer expectations are the customer's wishes about a
product or service, formed before using the service.
Perception is the customer's evaluation of that service. When
using a service, customers compare the perceived service
(perception) with the desired service (expectation) and if the
actual use of the service meets the expectations, the customer
feels satisfied.

Thus, the level of satisfaction is a function of the difference
between the results received and expectations. Customers can
feel one of the following three levels of satisfaction. If actual
results are worse than expectations, customers will be
dissatisfied. If actual results match expectations, customers
will be satisfied. If the actual results exceed expectations, the
customer is very satisfied, happy and excited.

Buyer expectations are formed on the basis of the buyer's past
shopping experiences, the opinions of friends and colleagues,
and the information and promises of marketers and
competitors.

Of the four sources of information that create customer
expectations, including: word of mouth, personal needs, past
experiences, and corporate advertising communication
information, only the fourth source is available. is within the
control of the business. So how to communicate is a very
important issue. Advertising needs to be attractive to attract
customers, but at the same time, it must not exaggerate what
the business can serve because then it is easy to create too
high expectations for customers, which the business cannot
meet. As a result, customers are not satisfied.

According to research by Dr. Ha Nam Khanh Giao, customer
expectations need to be considered and analyzed so that
businesses can meet customer expectations in accordance
with the actual capabilities of the business, according to the
following stages:

Pre-purchase phase: research what customers expect,
communicate to customers what to expect, regularly provide
services that customers expect to help customers form
specific expectations can.

Stage during service delivery: communicate with the
customer during the service implementation, if possible need
to improve the service to meet customer expectations, if not
able to explain why the service is not can be improved.
Post-purchase phase: Check that expectations are being met,
develop follow-up programs, develop solutions to unsatisfied
customers.

Customer satisfaction

Customer satisfaction is understood as the level of a person's
feeling state that results from comparing the results obtained
from a product or service with that person's expectations.
Customer satisfaction is based on three basic groups of
factors:
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= Product and service factors: diversity of products
provided, price, product quality and specifications,
quality of "after-sales service"...

= Convenience factors: location, delivery conditions,
exchange conditions, opening hours, payment method.

= Human factors: skills and qualifications of salespeople,
attitudes and behaviors of employees when serving
customers.

Among the three main groups of factors above, the product
and service factors are often placed on top because they are
the most basic needs of customers when using the service. All
remaining groups of factors only support increasing customer
satisfaction levels.

Thus, there is a cause and effect relationship between needs
and expectations, that is: the higher the customer's
expectation level, the more the customer's expectations are
and that expectation is satisfied when the value brought to the
customer is greater . customers is much greater than the cost
to obtain that value. Combined with customers’ good feelings
and attitudes towards products and services, customers will
be truly satisfied with the products and services and gradually
the business will gain long-term trust from customers.

Customer care

Concept of customer care

The term “customer care” is often fully understood as a
salesperson's enthusiastic welcome to customers. However,
contact with customers is only part of a business's customer
care strategy.

There are many ways to understand customer care:
Customer care is everything a business needs to do to satisfy
customers' needs and expectations. (According to Nguyen
Thuong Thai (2007), Sales and sales management of Post
Office enterprises, Post Office Publishing House, p164)
Customer care are activities that have a direct impact on
customers to maintain and develop services, bring
satisfaction and trust to customers, and ensure VNPT's
business efficiency on the basis of regulations. State
regulations on Posts - Telecommunications - Information
Technology (According to VNPT's regulations on customer
care operations)

Customer care is about serving customers the way they want
to be served and doing what is necessary to keep the
customers you have. (According to the authors of Business
edge (2007), Customer care, promoting competitive
advantage, Publishing House, p17)

In short, customer care is everything a business must do to
satisfy the needs and expectations of customers, that is, serve
customers the way they want to be served. and do what is
necessary to keep the customers we have.

The role of customer care

Build and maintain customer loyalty

Business customers are divided into two types: current
customers and potential customers. Current customers are
people who are using the business's products and services.
Potential customers are people who may buy a business's
products in the future. To maintain current customers, that is,
to make customers who have used your products and services
continue to use them, businesses often focus on customer
care. To attract potential customers, businesses invest in
marketing activities such as advertising, marketing...
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According to the experience of merchants, retaining an
existing customer is easy to do and saves costs from 6 years.
7 times more than attracting a new customer. Therefore,
businesses today focus on maintaining existing customers
rather than conquering new customers. Customer care
activities will help them do that.

From retaining customers to turning them into loyal
customers is absolutely no difficulty. Therefore, customer
care helps businesses build a large, loyal customer base. This
is the source of valuable assets for businesses today. Having
loyal customers will reduce the burden of competitive
pressure.

Customer loyalty is expressed through behavioral models
including:

= Customers buy once.

= Customers buy occasionally

= Customers buy frequently.

= Promoter of products and services.

Customer care contributes to attracting potential
customers

Although the object of customer care activities is current
customers and the purpose is to maintain current customers,
if customer care is good, it also has a positive impact on
conquering potential customers. Some recent studies show
that: A satisfied customer will tell four other people and a
dissatisfied customer will tell four or more other people. That
means if a customer is served well they will tell others
(family, friends, colleagues...) about their satisfaction.
Unknowingly, this customer was advertising the business to
potential customers. The image and reputation of the business
are highlighted in their eyes and the possibility that these
people will come to the business when needed is very high.
Attracting potential customers in this case is done indirectly
through current customers. This is a free advertising method
that is very effective.

However, it would be disastrous if that customer is unhappy
with the business and complains to those around him about
it. Customers tend to be better at complaining than praising.
No matter how well your business does, just one mistake is
enough to cause harm to your business. The impact of these
complaints is difficult to predict. It will shake the image and
reputation of the business. Then the business not only loses
current customers but also loses a significant number of
future customers.

Customer care is an advantage in today's business
environment

Good customer care helps businesses reduce business costs:
good customer care means customers will have fewer
complaints and complaints, so it won't take time and money
to handle those complaints. Satisfied customers will have
more loyal customers, thus reducing costs for customer
marketing.

Good customer care will motivate employees: if a business
takes good care of its customers, the business will grow, so
people with high incomes will encourage employees to work
and at the same time take care of their employees. Customers
also encourage employees to regularly practice skills to have
promotion opportunities.

Customer care is a factor in improving a business's
competitiveness: a business's competitiveness is the ability to
offset costs, maintain profits and is measured by the
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business's market share of products and services. On the
market. For service businesses, competitiveness is expressed
through indicators such as price, service quality, business
promotion, labor organizational structure, customer loyalty
and business position. Industry in the market. Thus, customer
care is one of the strategic solutions to gain customer loyalty,
help businesses maintain and develop market share, enhance
reputation and create competitive advantages for businesses.
Customer care contributes to creating value for customers
and increasing business value: in the value chain for
customers there are service values and human values. To
increase value for customers, we must increase service value
and human value, reduce mental costs, that is, create the
highest satisfaction for customers through the relationship
between customers. People to people and service quality.
Thus, only customer care activities can create that value.
Customer care is a free and effective advertising method. In
a competitive market, the important issue for businesses is
not only to sell, but to retain long-term customers. By doing
this, we get the benefits of saving marketing costs and
bringing businesses many new customers. If we lose a
customer, we first lose revenue and profits.

Purpose and requirements of customer care work

The purpose of customer care

Customer care activities are carried out by businesses to
achieve 3 main purposes:

Firstly, to increase the competitiveness of businesses. As
analyzed above, enhancing customer care activities means
increasing the surrounding value of products and services.
This will help businesses' products become more
competitive. Advantages in product features or price can be
leveled in a short time, but a business that possesses a good
customer care culture will be very difficult to copy by
competitors.

Second, customer care will bring satisfaction and trust to
customers. Along with the increased value received, the level
of satisfaction when using the business's services will also be
higher. Enjoying an enthusiastic care and support regime
from the company, customers will feel appreciated, thereby
contributing to increasing loyalty to the business.

The third purpose is to ensure business efficiency of the
enterprise. Customer care activities will help businesses run
more smoothly and increase business efficiency. For
example, accepting many forms of payment, saving time for
both parties,...

Based on the information obtained through customer care
activities, managers will outline appropriate customer care
strategies and policies for each customer group as well as
each specific stage, in order to meet customer needs. meet the
increasing needs of customers.

Customer care requirements

The organization, management and implementation of
customer care must be specialized to each department and
each labor position. Every employee in the business has his
or her own customers. That customer can come from outside
or within the business. Therefore, management must equip
employees with customer care knowledge to bring greater
efficiency to business operations.

The customer care department at member units must be
organized on the basis of customer size, product and service
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characteristics, and production organization of the unit.
Based on the characteristics of the nature, size of customers
and the business itself to establish the most appropriate and
effective customer care system.

The powers and responsibilities of the customer care
department must be clearly and specifically assigned.
Assigning responsibility to a department will help customer
care activities be organized more professionally and with
more investment.

In short, customer care is the duty of every member of the
business. Raising the awareness and qualifications of the
workforce regarding customer care is the responsibility of the
unit leaders, the person in charge of the department, as well
as each employee in the enterprise.

Some general principles in customer care

Suitable for customer needs

Each different business has different products and services,
so there will be different customers in different spaces and
service times. The company needs to meet the exact needs of
customers. Avoid errors that affect the customer care process
and customer psychology when using the company's products
and services.

Suitable for each customer segment

In segmentation, the market is divided into many customer
segments. Each segment has different customer care
processes. Therefore, you must pay special attention to how
each department takes care of customers. During the
customer care process, you need to listen to customers,
understand customer psychology, make customers feel most
secure and follow the correct principles. Avoid influencing
customers.

Suitable for purchase stages

The buying stage is divided into many small stages. Each
stage has its own, different principles. Therefore, customer
care during this purchasing stage also requires extreme
attention. Pay attention to customer care and ensure the sales
process goes smoothly.

Customer care methods

Centralized direct care

Characteristics: This is a form of customer care at customer
service centers. These centers are located in favorable
geographical locations. The centers possess quality human
resources and modern facilities to be able to perform
customer care activities in the best way.

Advantages: Through direct communication, salespeople
have the opportunity to understand customers clearly,
recognize customer attitudes and then be able to adjust their
behavior, with the support of specialized machinery and
equipment. Especially modern, customers are cared for more
carefully and enthusiastically. In addition to verbal language,
there is also the impact of body language, which effectively
expresses interest better.

Disadvantages: The cost of building a center is high, the
number of centers is limited, so businesses can only locate in
a few locations, where there is a large population and high
customer density. That's why not all customers have the
opportunity to come in person to receive service at customer
care centers.
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Decentralized direct care

Characteristics: At the customer's location, this form will be
applied to large customer groups and special customers. The
business sends a separate team of customer care specialists to
the customer's address.

Advantages: Very high efficiency, proving the business's
concern for customers. Customers will feel truly respected by
the business because this form of care brings convenience in
traveling and saves them maximum time.

Disadvantages: Requires businesses to have a large force of
customer care specialists. Furthermore, this form of care also
requires a huge cost to maintain. Therefore, customer care at
the customer address is only applicable to large customer
groups and special customers.

Indirect care

Characteristics: A form of customer care carried out through
modern means of communication such as: By handwritten
letter, by phone, via the Internet. This form is increasingly
widely used with the development of communication means.
Human resources: It is necessary to organize a team of
professional staff and establish a multimedia information
system to serve customers, and organize a customer care
apparatus.

Each business is different and will have the most appropriate
way to organize its customer care system so that the
business's customers are best served. For each different
customer group, there will be a suitable form of care, so the
customer care apparatus is organized very flexibly in each
business. Therefore, there is no unified model for organizing
the customer care apparatus.

The customer care department of the business is responsible
for general management and coordination of all activities of
specialized staff and sales staff. In companies where
customer care activities are given special importance, this
department can be upgraded to the Sales and Marketing
Department under the company Director.

To enhance the operational efficiency of the customer care
apparatus, businesses today often build an internal customer
care information system. In this system, the tasks and
functions of the component departments are clearly defined,
in which the customer care department plays the main role,
responsible for coordinating the activities of other
departments. Customer information entering the system
(input information) is processed according to a unified,
reasonable process to obtain feedback information (output
information) in the fastest and most effective way.

Criteria for evaluating customer care systems

Basic factors affecting the quality of customer care:
According to the definition of customer care, it is the
activities aimed at customer satisfaction. In order to fully
satisfy customers, we must satisfy customers in all three
aspects: product factors, convenience factors and human
factors.

To fully satisfy customers in all three aspects abowe, it is
necessary to have good coordination between departments in
the business to provide quality services, at the right time, at
the right time, at the right price. At the same time, for
customer care activities to be effective, the following two
factors directly affect the quality of customer care: human
factors and customer care management.
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Human factors

The human factor is the most important factor that determines

the quality of customer care. Because people determine

behavior - attitude and ability in the process of serving

customers:

= Attitude: is the way each person views the issue they are
concerned about. Here, the foundation of a good
customer care attitude is considering the customer as the
most important person and satisfying their needs as the
most important task. And only when employees clearly
realize that satisfying customer needs is the most
important thing, will they be willing to consider serving
customers as a more important task than all other tasks.

= Behavior: is the behavior we actually show to customers.
A business's employees may have a good attitude
towards customers but not knowing how to show that
good attitude is also considered a failure. The basis of
good behavior when dealing with customers.

= Capacity: is the ability to provide services according to
customer requirements. It is an essential element in
determining service quality, sometimes even considered
the most important element. Competence does not come
naturally but is a product of the process of cultivating,
learning and accumulating. Competent people are
always able to identify and solve problems quickly, even
when those problems are new and not pre-programmed
in a pre-existing process.

Managing customer care

The quality of customer care depends on customer care
management. Customer care management has the role of
orienting, organizing, implementing, supervising, checking
and evaluating customer care activities.

Good communication skills: Communication is one of the
most important skills of a customer service employee,
because they are the ones who directly contact and talk to
customers.

Therefore, communication skills and eloquence are
indispensable criteria for evaluating customer care systems
when businesses conduct interviews with candidates for this
position. Communication skills are expressed through spoken
language or body language to express thoughts, opinions,
feelings, and presentations clearly and convincingly, while
promoting two-way communication.

You can evaluate candidates' communication skills through
their answers and questions. A potential candidate for the
position of customer service representative is someone who
is able to master the interview and demonstrate all the
preparations.

Listening and Patience: Patience and listening are very
important in customer service. Usually customers who
contact support are confused, even frustrated. Being listened
to and handled patiently will help customers feel secure about
the problem they are facing...

Ability to solve problems and handle situations: Handling
situations is the ability to detect, analyze and evaluate
problems (people, things, phenomena), to comprehensively
understand and come up with solutions. appropriate solutions
and solutions. Customer care will meet many different
customers, different communication situations arise, this
requires them to have agility to quickly solve and handle
problems.

Ability to control emotions: Encountering difficult and
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difficult customers is inevitable, so the ability to control
emotions is also a very important criterion when taking care
of customers. People who control and master their own
behavior and attitudes in all situations, even very negative.

Meaning of customer care activities

For customers

Customers will experience the best products and services that
the business offers. Customers will always receive attention
during the purchasing process. All activities are aimed at
customer psychology and satisfaction.

Focus attention on customers, find out customer information
in advance to grasp customer psychology. Manage customer
care time appropriately. Empathize and listen to customers.
Quickly resolve customer problems.

Keep in touch and interact regularly with customers. Always
respect customers, maintain a polite and civilized attitude
when interacting with customers. Understanding, helping and
consulting enthusiastically whenever customers need it.
Grasp purchasing needs and what customers are aiming for.
Customers will receive all the best and most favorable things
in customer care.

For Businesses

Leaving a deep impression on customers is the meaning of
customer care for businesses. Of course, businesses never
want a bad impression to appear in the eyes of customers.
Reflects the overall business form of the enterprise. Because
customers are the ones who directly bring revenue to
businesses. Therefore, the meaning of customer care is to
bring revenue to businesses.

Attracting new customers for businesses, new customers are
the audience that businesses need to exploit. This is the
meaning of customer service that businesses need to focus on.
Nowadays, customers are also very smart and sophisticated
when choosing certain products or services. Therefore,
finding new customers for businesses is extremely difficult.
If the care department does not create credibility for the
business. It will be difficult for them to attract new customers
for themselves.

Retaining current customers: Retaining existing customers
will save a lot of costs compared to finding a new customer.
Therefore, businesses today pay special attention to
maintaining current customer files in addition to conquering
new customers. Customer service has been doing that job. A
professional customer care service will always maintain good
and lasting relationships with current customers. By
satisfying them, these customers will continue to return to
consume the product while also acting as an effective
promotional channel to potential customers.

To minimize customer complaints and negative feedback. No
product or service can meet 100% of customer needs, so
customer care appears to satisfy the limitations of a business's
products and services.

Maintaining a stable customer base is a strong competitive
weapon in the market. The trend of globalization of the world
economy has had a significant impact on today's competitive
market. There are more and more competitors appearing, the
problem of product quality or price of goods is almost the
same, so businesses with better customer care services will
be chosen more and more. stand firmly in the market.
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Factors affecting customer care activities

The external factors

External factors affect customer care activities. These factors
of the macro environment can be mentioned as: Political
environment, legal environment, economic environment,
culture, society, natural environment and technological
environment.

Political and legal environment: Includes the legal system
and by-law documents, State tools and policies, legal
agencies, and state operating mechanisms. A stable political
and legal environment, with no religious or ethnic conflicts,
no wars or riots, creates conditions for businesses to perform
their activities well in general and care activities. customer
care in particular.

Economic environment: Includes many factors such as
economic growth rate, investment policies of the State,
interest rate trends in the economy... An economy with a high
growth rate will create favorable conditions for businesses.
Businesses expand investment, and consumer demand also
increases. That is the condition as well as the motivation for
businesses to promote customer care activities to maintain
and attract customers.

Cultural and social environment: Aspects that form the socio-
cultural environment have a strong influence on business
activities such as: Concepts of ethics, aesthetics, lifestyle,
profession, and lifestyle. customs, traditions, social concerns
and priorities, and the general level of education of the
society. These factors affect a business's customer care
decisions such as the level of care, form, etc.

Natural environment: Includes geographical location,
climate, natural landscape, land, rivers and seas, underground
mineral resources, marine resources, environmental purity,
water and air . For businesses, the natural environment will
directly impact customer perceptions. Therefore, a favorable
natural environment will create conditions for customer care
activities to be performed well.

Internal factors

Competitors affect a business's customer care activities. If
competitors have good customer care policies, it will push
businesses to offer better care activities to stand firm and
develop in the market.

The competitive situation in the market also affects many
customer care decisions of businesses. In fiercely competitive
markets where there are many businesses providing the same
products and services with similar quality, customer care is
the weapon that helps businesses create their own identity. to
attract and retain customers.

Customer care is a customer-oriented activity that best
satisfies customer needs, so it can be said that customers are
the key factor affecting the customer care activities of a
business. . For each different customer group, different care
methods are needed.
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