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Within the STEM Employer Engagement Toolkit, this guide provides an example of how Weymouth College handles the customer management element of employer engagement.

What is customer care?
Customer care is a crucial element of business/ [insert institutions name] success. Every time you have contact with our customers you have an opportunity to improve our reputation with them and increase the likelihood of further sales.

From your telephone manner to the efficiency of the [insert institutions name] sales procedure, almost every aspect of our work affects the way our customers view our [insert institutions name]. 

This guide outlines what customer care involves. It explains how you can use customer contact, feedback and loyalty schemes to retain existing customers, increase your sales to them and even win new customers. It also covers how to prepare for receiving a customer complaint. Customer care involves putting systems in place to maximise our customer satisfaction with our college. It should be a prime consideration because our sales, service and profitability depends on keeping our customers happy. Customer care is more directly important in some roles than others. For receptionists, sales staff and other employees in customer-facing roles, customer care is a core element of the job.

A huge range of factors can contribute to customer satisfaction, but our customers are likely to take into account the following:
· how well our training courses or service matches customer needs 
· the value for money  we offer 
· our efficiency and reliability in fulfilling their requirements 
· the professionalism, friendliness and expertise of our employees 
· how well we keep our customers informed 
· the after-sales service we provide 

Understand our customers
Providing a high level of customer care often requires you to find out what our customers want. Treat each customer/customer as individuals. What worked for one customer may not work for another as they are all different and may have different expectations or requirements.

Collect information about customers
Information about our customers and what they want is available from many sources, including:
· their previous sales history with our college 
· records of their contact with our college - phone calls, meetings and so on 
· direct feedback - if you ask them, customers will usually tell you what they want 
· changes in individual customers' requirements 
· changes in the overall success of specific training courses or service 
· feedback about our existing range of training and services - what it does and doesn't do? 
· enquiries about possible new products or services (need to log training requests that we don’t currently offer). 
· feedback from our customers about training they buy from other sources 
· feedback and referrals from other, non-competitive suppliers 

Measure customer service levels
Where possible, we need to put systems in place to assess our performance in business areas which significantly affect our customers' satisfaction levels. Identify Key Performance Indicators (KPIs) which reflect how well we are responding to our customers' expectations. For instance, we might track the following:
· “sales” renewal rates 
· the number of queries or complaints about our service
· the number of complaints about our staff
· the volume of marketing material sent out and responses generated 
· time taken from the initial training request (for example) to actual delivery 
Our customers will be useful sources of information about the KPIs which best reflect key customer service areas in our college.  We need to make sure that the things we measure are driven not by how the college runs them, but by how our customers would like to see them run.

Customer feedback and contact programmes
Customer feedback and contact programmes are two ways of increasing communication with our customers. They can represent great opportunities to listen to our customers and to let them know more about what we can offer.
Customer feedback can provide us with detailed information about how our college is perceived. It's a chance for customers to voice objections, suggest changes or endorse our existing processes, and for us to listen to what they say and act upon it. Feedback is most often gathered using questionnaires, in person, over the telephone or by email/post. When sending a survey by post, we must include a self-addressed/pre-paid envelope for the customer to use.

The purpose of customer contact programmes is to help us to deliver tailored information to our customers. Contact programmes are particularly useful for reactivating relationships with lapsed customers.
We need to do our best to make sure that our customers feel the extra contact is relevant and beneficial to them - bombarding customers with unwanted calls or marketing material can be counter-productive. Newsletters and email bulletins allow us to keep in touch with useful information that can be read at a time that is convenient for the customer.
Don’t expect 100% of our customers to understand the importance of feedback! The average return of questionnaires is around 30%.

Use customer care to increase sales
Our existing customers are among the most important assets of our college - they have already chosen to work with us, rather than our competitors. Keeping their custom costs far less than attracting new business, so it's worth taking steps to make sure that they're satisfied with the service they receive. There are a number of techniques we can employ, including:
· providing a free customer helpline and dedicated Business Advisor
· answering frequently asked questions on our website 
· following up sales of training a courtesy call 
· providing free business seminars that will help customers 
· sending reminders when mandatory training is due for renewal (such as First Aid certificates or Food Hygiene certificates) 
· offering preferential discounts to existing customers on further purchases of training from our college

Existing customer relationships are opportunities to increase sales because our customers will already have a degree of trust in our service and recommendations. Cross-selling is a way of increasing what we offer by pointing out new opportunities to the customer. Alerting customers when new training courses become available – perhaps through regular emails or newsletters - is one way of increasing sales. To retain our customers' trust, however, we must never try to sell them something that clearly doesn't meet their needs. Remember, our aim is to build a solid long-term relationship with our customers rather than to make quick one-off profits. Satisfied customers will contribute to our college for years, through their purchases of training and through recommendations and referrals of our [insert institutions name].

If things go wrong
Every [insert institutions name] has to deal with situations in which things go wrong from a customer's point of view.
We must respond positively and quickly and not be dismissive of our customer's problem - even if we are convinced that we are not at fault. Although it might seem contradictory, a customer with a complaint represents a genuine opportunity for our [insert institutions name]!

If we handle the complaint successfully, our customer is likely to prove more loyal than if nothing had gone wrong.  People willing to complain are rare - our complaining customer may alert you to a problem experienced by many others who silently took their custom elsewhere.

Complaints should be handled courteously, sympathetically and - above all – swiftly and in accordance with the [insert institutions name] complaints procedure (see appendix 1).  We must use appropriate follow-up action, such as a letter of apology or a phone call to make sure that the problem has been resolved to the full satisfaction of the customer.  Our method of dealing with customer problems is one more way to stay ahead of our competitors!

Relationship Management
· It is vital that you maintain a professional, but friendly open and honest relationship with your customer.
· Always be as helpful as possible to the employer and work hard to ensure their expectations are identified correctly and then met (or exceeded).
· Always arrive to meetings on time! If you are unexpectedly going to be late and it cannot be avoided, contact the customer immediately, to let them know. 
· Ensure that customers have your mobile and office contact number and email address.
· Respect customer confidentiality at all times, i.e. never discuss other customers businesses with another customer.
· Don’t allow meetings to run on over time – respect that our customers have a business to run and if they have allocated a 1 hour meeting time with you, do not overrun! 
· If a customer meeting takes place at the college, ensure the customer receives an email or letter confirming the appointment along with contact numbers and a map. Inform estates that a visitor is coming and reserve a car park space (ensure the space has a sign on with the name of the customer and a welcome greeting). Inform reception that you are expecting a visitor.
· Be mindful of what you wear for a customer meeting - dress smartly/appropriately.

When things go wrong- Call the customer
When things go wrong, call the customer. Email does not always translate circumstances or feelings well. A customer usually places more value on a phone call. Discuss the situation and have solutions ready!  Also have a timeline ready for implementing the solutions and resolving the problems. Be sure you can deliver on the timeline; this will restore confidence.  People in crisis situations feel less stress when they know what to expect. When you execute the solutions and the customer is aware of this they will increase their confidence in you and relax more.

Keep the customer informed
When things go wrong and the customer doesn't know, it is still a good idea to let them know. This is not always the case, but more often than not, it resolves more potential problems than it causes and shows your integrity. Always have solutions in place and address the problem before you talk to the customer. The majority of the time your customer will find out about the problem anyway.

Offer solutions
Have solutions ready for customers when there are problems. Do not expect them to tell you what to do. Offer them solutions and ask for their thoughts. In my case customers have most often said, “What do you think we should do?” This shows the customer that you have thought about the problem and have it under control.

Beware of promises!
Do not promise what you cannot deliver. It is always better to “under promise and over deliver” as they say. This is critical. Set realistic timelines and budgets and allow for possible issues, so you can absolutely deliver what you promised. Customers will be more likely to recommend the college and more likely to use the [insert institutions name] in the future.

Add value.
Add value by bringing the customer ideas or offering something which our competitors don’t! This may lead to additional income generation and increased loyalty. 

Call Handling SOPS & Telephone/Sales Etiquette
See Appendix 2

CRM Training Notes
The use of [insert institutions name] CRM system is vital.
See appendix 3



APPENDIX 1. EMPLOYER COMPLAINTS POLICY

1. POLICY STATEMENT
1.1. The [insert institutions name] aims to provide a high quality service to all employers and their staff. The [insert institutions name] promotes a culture that is responsive to feedback, both positive and negative.  We actively encourage comments about our services and acknowledge them as a valuable source of information that we can use to improve the quality of our provision to learners and other users.

1.2. Occasionally situations may arise when employers or their staff are unhappy with the service they have received and the [insert institutions name] would therefore like to be given the opportunity to resolve this situation to the full satisfaction of our employers.   

2. REASON FOR THE POLICY
2.1. The policy has been developed to ensure that all employers and their staff are aware of the compliments and complaints procedures and that these processes are widely known and understood. 

2.2. The procedures ensure that complaints are considered and resolved in a timely, fair, consistent and equitable manner. 

2.3. The complaints procedure is not designed to be used to remedy minor concerns about day-to-day operational matters which typically would be remedied through less formal procedures or those concerned with academic assessments decisions, for which there is a separate Assessment Appeals Procedure.

3. POLICY OBJECTIVES
3.1. To encourage employers and their staff to resolve their dissatisfaction through open and informal procedures in the first instance.

3.2. To provide clear procedures for Employers and their staff to raise their comments in a safe environment and free from excessive bureaucracy.

3.3. To clearly identify the process to be followed by the appropriate personnel in dealing with the issue/complaint.

3.4. To indicate actions which should be taken; that any action taken is necessary, fair and consistent and that employers and their staff are provided with adequate information concerning reasons for action and improvement sought (if appropriate).

3.5. To ensure that privacy and confidentiality is respected in dealing with a complaint.

3.6. To monitor complaints by periodically reporting to the [insert institutions name] Senior Leadership Team and the Governors, thereby improving the quality of the service provided.

4. POLICY
4.1. Complaints may be Informal or Formal
4.1.1. Informal Complaints – Complaints must be raised with those directly involved first, to promote discussions at a local level. Employers and their staff must be aware of the process, and be encouraged to use these options. If an informal complaint is not resolved satisfactorily, Employers and their staff should be encouraged to make a formal complaint.
4.1.2. Formal Complaints - All formal complaints will be dealt with by the Quality and Performance Department.

5. DEFINITIONS
5.1. The [insert institutions name] defines a complaint as “an expression of dissatisfaction, however made, about the standard of service, actions or lack of actions by the [insert institutions name] or its staff affecting an individual customer or group of customers”.

5.2. The [insert institutions name] defines the complainant as ‘a person making the complaint or on behalf of whom the complaint is being made by an advocate/representative.


6. PROCEDURES FOR IMPLEMENTING THE COMPLIMENTS AND COMPLAINTS POLICY
Section One: Procedures for Employers and their staff for making Compliments or Complaints about Courses or Other College Services 

Giving a Compliment about a Course, Staff Member or [insert institutions name] Service

6.1. The [insert institutions name] welcomes positive comments about the services that you have received, by email, during customer satisfaction surveys, in writing, or on the Compliments and Complaint Form at end of this policy.  These comments may not be formally acknowledged but will be collated and circulated to appropriate staff.

Making a Complaint about a Course, Staff Member or [insert institutions name] Service

6.2. You will be advised to report any complaints of a criminal nature to the Police for investigation.

6.3. You will not suffer any disadvantage as a result of lodging a complaint in good faith.  However, disciplinary proceedings may be instigated against you if the complaint is found to be as a result of malicious intent.

6.4. There are three categories of complaint and our aim is to deal with them as quickly and informally as possible and for you to feel satisfied with the outcome.

7. INFORMAL COMPLAINTS
7.1. Tell a member of staff about your concern.  

7.2. The member of staff may deal with your concern or arrange for the most appropriate colleague to do so.

7.3. The member of staff will then take one of the following courses of action:
7.3.1. Resolve the problem by talking it through you.
7.3.2. Resolve the problem by talking directly to the person(s) responsible or to the manager of the service you are complaining about.

8. FORMAL COMPLAINTS
8.1. If you did not receive a satisfactory response to your informal complaint or if you would prefer to make a formal complaint, please complete a copy of the Compliments and Complaint Form in Appendix 2.  If you are unable to make the complaint in writing, please contact the [insert institutions name] quality office [Insert contact details] who will arrange for someone to help you.

8.2. Your form will then be sent to the Quality Officer, where the details will be recorded and an appropriate member of staff may be allocated to act as the Investigating Officer.

8.3. If the complaint is about a member of staff and has the potential to lead to implementation of the staff disciplinary or capability procedures, the Quality Officer will discuss the issues with the HR team, who may carry out the investigation under its provisions.

8.4. Formal complaints will be acknowledged within 2 working days

8.5. The person investigating your complaint may contact you for further details; they will try to ensure that any contact or meetings with you are kept as objective and courteous as possible.  It is important that you respond to any request for further details from the Investigating Officer otherwise, this may result in the complaint being dismissed without the option to appeal.

8.6. The Investigating Officer will usually make a written response within 14 working days of the date on your acknowledgement letter.  If further time is required to complete investigations, the Quality Officer will contact you and make you aware of the progress made to date.

8.7. The response letter will contain the outcome of the investigation and the action to be taken (unless confidentiality prevents full disclosure) and will take one of two forms:
8.7.1. Recognition of grounds for your complaint and a statement of the action being taken to rectify the matter
8.7.2. Dismissal of your complaint and the grounds for this judgment.

9. APPEALS PROCEDURE
9.1. If you remain unhappy with the response from the Investigating Officer because you believe the procedures haven’t been correctly followed or you believe their decision is unreasonable, you can appeal by writing to the Principal, within 14 working days of receiving the response. Complaints will be deemed closed if an appeal is not received within this timescale.

9.2. The Principal will review your complaint, examine the evidence and hold a meeting with the parties concerned (and at least two other members of the [insert institutions name] Leadership Team) if appropriate, and reach a decision.  

9.3. The decision will be confirmed in writing within 5 working days of the review.

9.4. As the Principal’s decision is final, if you are still unhappy you can refer your complaint to [Insert contact details]

9.5. If you write to the Principal before attempting the previous routes, the Principal will treat this as a formal complaint and forward to the Quality Officer for action.  

9.6. If you wish to complain about the Principal you should write to the Clerk of the Governors.

10. IF YOU AS A LEARNER OR EMPLOYER, BECOME THE SUBJECT OF A FORMAL COMPLAINT 
10.1. The person investigating the complaint will, on contacting you, explain the procedures being followed and ensure that you are treated fairly before the outcome of the investigation is decided.

10.2. You will be notified in writing of the outcome of the investigation at the same time as the complainant.

10.3. You have the right to make an appeal against the outcome of the investigation as described previously.

10.4. Where the investigation results in the Student Disciplinary Procedure being instigated or your suspension or dismissal from the [insert institutions name]  you have the right to appeal in accordance with those procedures

11. POLICY OWNER/S
11.1. Director of Business Development  – Quality Nominee, Quality Officer

12. WHO WILL NEED TO KNOW ABOUT THIS POLICY
12.1. All staff, Employers and their staff.

13. RESPONSIBILITY
13.1. The Director of Business Development – Quality Nominee is responsible for ensuring that the policy and supporting procedures are adhered to.
14. HISTORY
This policy was revised and approved on (date)	………………………………           

Signed ………………………….
Director of Business Development		





Compliment or Complaint Form
We really need your feedback whether it’s good, not so good or indifferent so please do help us to improve and/or confirm we are meeting your expectations, by completing this form.

Our aim is to provide all employers and their staff with a high quality service.  However, occasionally situations may arise when you may not be completely satisfied with aspects of our service, so we need you to tell us! 

We hope that initial complaints will be resolved by an informal approach to a member of staff most directly involved. However, if you have a formal complaint about any aspect of the [insert institutions name]  service, then please complete this form and forwarded it by post or by email to the college’s Quality Officer at:-

[Insert Address Details]

Tel: [Insert Telephone Number]

Or by email to [Insert email address]
 
Your complaint will be acknowledged within 2 working days and will be investigated thoroughly by the appropriate member of [insert institutions name] staff. We will update you throughout the process and advise you of the outcome. 

If you are still unhappy or feel that your complaint has not been adequately dealt with, you can appeal. Please contact the Quality Officer for more information

Please complete the following details and send to the address above
Name of Employer…………………………………………………………………………
Address ……………………………………………………………………………………..
	……………………………………………………………………………………….	
	………………………………………………………………………………………..
Contact number……………………………………………………………
Email………………………………………………………………………..
Employer staff member name (if appropriate)……………………………………………………
Date form completed…………………………………………….



Nature of Compliment/Complaint– please outline as fully as possible. (Continue on separate sheet if required)
……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………
……………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………………






APPENDIX 2 – SOPS FOR HANDLING CALLS

	ACTION
	WHO BY?
	WHEN?
	Impact Measure

	Ensure that your correct office telephone number (and office mobile number if you have one) is quoted on any [insert institutions name] /client correspondence
	All staff
	At all times
	Internal audit/customer feedback

	Ensure that if your phone has an answerphone that it is operational and in use when you are not at your desk. In the event of a problem, contact [Insert contact details].
	All staff
	When not at your desk
	Internal audit/customer feedback

	When using your answerphone service, please check your phone regularly for messages and once again before you leave the office for the day.
	All staff
	Regularly throughout the day and before you leave the office each day
	Internal audit/customer feedback

	Answer telephone calls within 5 rings (where possible) with a professional greeting such as “Good Morning/Afternoon, [insert institutions name], Sarah speaking, How may I help”?
	All staff
	At all times
	Internal audit/customer feedback

	If a colleague’s phone is ringing in your office, but they are not there or are on another call, please answer their phone on their behalf wherever possible and take a message.
	All staff
	When a colleague is not available to take the call
	Internal audit/customer feedback

	After taking a call for a colleague please email them with the name of the caller, the date and time they telephoned and the nature of their enquiry. Complete an initial enquiry form and submit to Business Unit Admin
	Staff member taking the call
	Immediately after the call has ended
	Internal audit/customer feedback/CRM Data

	If the caller has contacted the wrong department, please ask who it is they wish to speak to and do the following:
· Offer to put them through to the correct number and give them the details of the number.
· Take their name and telephone number in case they are accidently cut off during transfer
· Immediately transfer the call to the correct person (or reception if you are not aware of the correct number to transfer them to)
· Explain to the caller what action you are taking
· Thank them for ringing
	Staff member taking the call
	Immediately
	Internal audit/customer feedback


	When transferring a caller please wait for someone to answer the transferred call and explain that you have a caller on the line who wishes to speak to them. Then, you may put the receiver down once the caller has been connected to the correct person
	Person taking the call
	During the call

	Internal audit/customer feedback

	If at any time, there will be no colleagues in your office (for example, when colleagues are out on visits or at team meetings), please ensure that reception are made aware of this and arrange to transfer calls to reception for this period if possible
	Team Manager or Individual staff member to take ownership
	Immediately before you leave the office
	Internal audit/customer feedback



	ACTION
	WHO BY?
	WHEN? 
	Impact Measure

	When answering a call from someone who is requesting information about our training courses, please ensure you:
· Complete the initial client enquiry sheet and obtain all the information requested.
· Inform the caller that you would like to take their details so that we can assist them with their enquiry and send any information required.
· Assure them of confidentiality and explain that their information will be added to our database but that it is not shared with any 3rd party
	Person taking the call
	During the call
	Internal audit/customer feedback/CRM data

	After the call, please give the initial enquiry sheet to BU Admin who will enter the details on the CRM. Ensure that if information has been requested, that this is sent to the caller as agreed
	Person Taking the Call/BU Admin
	Immediately or within 24 hours of the call
	Internal audit/customer feedback/CRM Data

	When answering a call from someone, if you are unable to assist them with their enquiry, please do the following:-
· Tell them that you are unable to assist them with their enquiry but you will find out who can help and let them know
· Ask them for their contact details and complete the initial enquiry sheet
· Tell them you will ring them back once you have found the best person to speak to
· Thank them for ringing!
	Person Taking the Call
	During the call
	Internal audit/customer feedback/CRM data

	When answering a call from someone, where you are unable to assist them with their enquiry, after taking their details please do the following:-
· Find out who can help the caller
· Give or email them a copy of the enquiry sheet you have completed with the callers details on and give the original enquiry sheet to BU Admin
· Ask them to contact the caller
· Telephone the caller and explain what action you have taken and inform them of who will now be dealing with their enquiry
	Person who took the initial call
	Immediately after the call has ended
	Internal audit/customer feedback/CRM data




	ACTION
	WHO BY?
	WHEN? 
	Impact Measure

	When receiving an enquiry from a colleague who has taken a call for you, please do the following:
· Contact the caller and assist them with their enquiry
· Update CRM with details of your conversation and any action taken
· Inform the colleague who referred the call that you have dealt with it (by email or phone)
	Person dealing with the enquiry which has been referred to them
	Same day the enquiry is received or at least within 24 hours of receiving the enquiry 
	Internal audit/customer feedback/CRM data

	If you have an office mobile phone, ensure that it is switched on when you are available to take calls and put onto silent during meetings. Also ensure that the answerphone facility is operational if it has one
	Staff with office mobile phones
	At all times
	Internal audit/customer feedback

	If you have an abusive caller on the phone, or they wish to make a complaint, please do the following:-
· Attempt to calm the situation by assuring the caller that you would like to help them and ask them to give you that opportunity
· Ascertain why the caller is upset
· Make notes while listening. Check your understanding is correct by confirming back to the caller what the issue appears to be
	Person taking the call
	During the call
	Internal audit/customer feedback/Complaints procedure

	Abusive caller continued:-
· Explain to them that you will look into the issue and either yourself or a colleague will contact them
· Enter the details of the conversation onto the CRM system
· Notify the relevant member of staff about the issue and discuss how to resolve. Comply with college complaints procedure
· Contact caller and resolve issue – comply with complaints procedure 
· Apologise to caller
If the caller is very abusive and/or swearing on the phone, politely inform them that unless they refrain from being abusive to you, then they leave you with no option but to end the call. If they do not stop, you may end the call. If you have the client’s details, make a note on the CRM about the call.
	Person taking the call
	During the call
	Internal audit/customer feedback/Complaints procedure

	Always be polite, professional, helpful and friendly when handling calls, either from external or internal customers!
	All staff
	At all times
	Internal audit/customer feedback


	If you promise to call someone back, please do it when you say you will! Never promise something you cannot deliver. Thank you
	All staff
	At all times
	Internal audit/customer feedback





Telephone Etiquette [A short guide]
Please see below for some general guidance on how to answer and filter calls that come through to the office. If we have a standard response, then all customers that speak to us will have the same high quality experience.

The standard: ‘Good morning/afternoon, [insert organisation name], Andrea speaking, how can I help’? Works well and sounds polite.  

Try to say this in a ‘cheery’ voice as you are likely to be the first person from the department or college that a learner/employer speaks to and we want to project a positive image.

Next, this is where you get the opportunity to answer the caller’s enquiry, so you could say ‘I should be able to help you/answer your questions about that’

Listen to what the caller is saying, make a few notes as they are talking and if you know the answer then respond or if you don’t, you could say…..

‘I think it might be best for you to speak to ‘Debra, or Dave’ about that personally.  Could I take a contact number and/or email address please and I will ask her/him to come back to you ASAP’

After the call has ended, you should email the appropriate person with all the callers details (include the time/date they called) and ask them to contact the caller.

You must take ownership of the call and ensure the caller receives the help they require. 

We have all experienced random callers coming through to us and whilst it can be frustrating when you are busy, you need to manage the call and keep a record of the referrals that come through (using the new initial enquiry form at the end of these training notes).

When taking messages off the answer phone, please ensure that you write down all the details that the caller has left.  Always email the message, even if the person is in the office. 

Taking Inbound Business Enquiries

So now you have done the ‘digging’ you have already established what the nature of the call might be. 

If the caller wants to speak to someone about a course we can offer.  They are either;
· An individual who is employed but is enquiring about a course for their own development.
· An individual who is responsible for training and development within a company.
· An individual who is unemployed but looking for a business training course.
· An internal partner/colleague involved in the course delivery.
· An external partner/colleague involved in the course delivery.

How do you deal with the call?

1. Use the ‘initial client enquiry form’ to capture contact details and full information on the company (even if the caller is an individual, as we may be able to sell training to others within the organisation at a later date).  With practice you will reel off the questions without the need to sound too robotic so don’t worry if it feels a bit unnatural at first!
2. Confirm all the details you have taken down back to the caller. Including spelling of names, the company name, address, and contact numbers/email.
3. If appropriate/convenient ask for the caller’s availability to meet with you in person to discuss the training need.
4. Explain to the caller what you are going to do after the call has ended. For example, speak to a colleague in the delivery department; arrange for someone to call them back etc.
5. Ask if there is anything else you can help them with.  This is also an opportunity to cross sell a course that may be running in the near future perhaps but only mention it if you feel it would be appropriate at the time of the call.

6. Give the Business Unit Administrator the enquiry form for processing on to CRM immediately after the call.
7. Send the caller an email with everything you have discussed with them including action points for you or them and date/time of meeting if you have arranged one.

Sample email:-  

Hi Mr Stevens
Thank you for your call today regarding business training.
I have attached the relevant information for you and confirm that I will pass your details on to Debra as discussed.
We look forward to working with you in the future and thank you for choosing [insert organisation name]!

Kindest regards
Andrea Smith
Business Unit Administrator


Researching Prospects for cold calling
There are many ways to access information on your prospective new clients.  The internet would most likely be everyone’s first port of call.  Below are some activities and sites that may be useful to you.

· Linked-in
Find past and present colleagues and classmates quickly, this can be the easiest way of opening new business opportunities as you already have a relationship established there. You can search for your prospects through the website similar to Facebook.  You can research info on their history, who they work with and their interests which can stand you in good stead for when you meet face to face.
· Company website
The first point of call is likely to be the business website.  Most businesses will have something basic that you can use for general research on the company history, current projects and clients they deal with.  This can give you talking points for the initial meeting making you look professional and interested in them.
· Colleagues
You may find that you are canvassing a contact/company that a colleague has previously tried to speak to.  Ask around in the office for any insider information that could help such as previous training discussed.
· CRM
We all have access to the CRM and it’s possible that a client you are campaigning will be already on CRM, check the details here, take a copy of any ONA (on-going needs analysis)/TNA (training needs analysis) with you to the meeting or have it ready for the call you are making.  You should also schedule your meetings/calls and log what has been discussed each time you contact a client.  You will also have a record of any previous contact that has taken place with the client, so can use this as a point of discussion.
· Applegate
This is an online directory with basic business info and links to websites.
· Job search websites
An idea to locate potential new Apprenticeships is by searching job sites like the www.direct.gov jobsite and send details of companies who are advertising Admin vacancies (for example) through to the team.  However, you can use the job websites to look for employers who are recruiting generally across the area as this generally means that there could be some training need that we can help to facilitate.
· Local Press
Keeping abreast of new businesses opening in the area, updates on recruitment/expansion of companies.
· Business news such as Business Insider news (received by email). Look out for employer information on there.


Opening Statements – cold calling

Five Key Opening Statement Components
1. An Introduction. Usually, when an executive (or anyone else) picks up a direct line, they say their name: "This is Jane Smith," or "Jane Smith speaking." Your first step will be to repeat this person's name. Keep things formal for now--use Mr or Ms, then the contact's last name.

Prospect: This is Jane Smith.
You: Ms. Smith?
Prospect: Yes.

This first step will earn you Ms. Smith's undivided attention. Whatever she was doing prior to you saying her name, she's now stopped doing. She's paying attention to you, and that's a good thing!

What most salespeople do now, despite ample and endlessly repeated evidence that they shouldn't, is say something like this: "Hi, Ms. Smith. This is Tom Salt, with the ABC Insurance Company." The prospect will respond to this self-defeating "verbal handshake" by tuning out, asking you to send written information or otherwise disengaging from the call. In other words, you'll have only been on the line about a second and a half, and you'll be done!.

2. The Pleasantry. Here's an alternative plan. 
When Jane Smith says "Yes," you're going to respond with something positive and enthusiastic, something that doesn't directly identify you, your company or the product or service you eventually want to discuss. Instead, use a pleasantry, such as one of these:

1."It's great to speak with you!"
2."Thanks for taking my call!"

3. The Hook. Immediately after your pleasantry, you need to catch the person's attention by using a hook that's keyed directly to something likely to be of interest to this prospect (which you will have identified from your prospect research!!).

Some examples are:-

"We have some Government funding for business training available and I wonder if you would like me to send you some information about it”?

or

“We are currently offering a new course on social networking and wondered if you would like some details with us being the only institution in the South West who are offering this course

Keep your hook focused and just one or two sentences long, and you can't go wrong.

The Interruption. More often than not, here's where you'll get interrupted if your hook is doing its job. Your prospect is likely to cut in and say something along the lines of one of these statements:

1."This sounds interesting--tell me all about it."
2."I haven't heard of government funding, but please tell me about it”
3."I have absolutely no interest."

4. Naming Names. Once you've shared your hook, the other person knows the reason for your call.  This is the perfect time to identify yourself.  It should sound like this:

"Thanks for your interest, my name is Andrea Smith, from [insert organisation name]”…go on to explain about the nature of your call e.g. about the funding for example

5. Your Ending Question. If you don't get interrupted by this point, you're going to conclude your opening statement with an ending question that incorporates some element of time. Try one of these:

1. “Is this something you'd like to explore further?"
2. “Would you like to meet up for a confidential discussion about any training needs?”


Gate Keepers 

The ‘gate-keeper’ is the person you need to get through in order to speak to the main decision maker.  There are various methods used in sales to pass the gate keeper.  Below are a few suggestions.

1. Sound authoritative! Saying ‘It’s Andrea Smith, I am calling for Mr Brown rather than ‘It’s Andrea Smith can I speak to Mr Brown’.  The first phrase suggests to the gatekeeper that Mr Brown is expecting your call and they are more likely to put you through.  Even better, addressing the gatekeeper by their first name ‘Kate, its Andrea. Is Mr Brown available’ sounds more authoritative and can get you through quicker! If you feel more comfortable with a softer approach then talk to the gate-keeper like they are your friend or that you care about speaking to them as much as your target try; ‘Hi Kate, good to talk to you, it’s Andrea Smith.  Is Stuart (Mr Brown) available please?’  

2.  Make friends! Just like you would do with the decision maker, you need to establish a rapport (relationship) with the gatekeeper. The first call will let you know if he/she is tough or not. Ask for her name. Next call might go something like this: 

- “ABC Manufacturing, Can I help you?” 
- Hi, is it Sarah I am speaking to? 

- Yes, this is Sarah. 
- Hi Sarah, this is Andrea from [insert organisation name], how are you today? 

- Fine Andrea, how are you? 
- I'm great. I was looking for John, is he in today? 

- What is this in regards to? 
- Our [insert organisation name] has a new training course on social media which we are really excited about and I believe John would be interested in hearing about it. 

Gatekeepers are people too! Talk to them that way! 

3. Use the gate-keepers knowledge! Their job is to block you from getting to the decision maker.  Well actually it’s to stop any ‘mundane’ enquiries that the decision maker is too busy to handle.  As a result the gate-keeper will be a wealth of knowledge about the company and the decision maker, so probing them to start can be really fruitful.

4. Don’t sell to the gate-keeper.  They cannot make a decision so selling to them is pointless and will only annoy them as they are unlikely to know what you are talking about.

5. Don’t use a script (unless you are a good actor): it is best to plan what to say roughly than have a set script, you will sound too robotic and leave yourself open to the objections.

6. Is he expecting your call?
Ask ‘Can I speak to Gerard please?’ it sounds like a personal call. Remember your goal is not to inform the Gatekeeper; your goal is to bypass them to get to the decision maker.  Next, they might ask ‘is he expecting your call?'. Simply and easily reply ‘Yes, I sent him some information through and we need to discuss it now'.

Objection Handling
You may be faced with a negative response from people when cold calling but don’t take it personally!
This guide will not be dealing with particular objections but will give you a four-step technique for dealing with any objection. Try to remember that objections should be welcomed and they mean that you are in with a good chance of selling. 

The first step when dealing with the objection is to acknowledge the concern. Ensure that you make the prospect aware that you understand where they are coming from and their concern is reasonable.
The second step is to qualify the objection, find out exactly what they mean for instance "time to think" means what? What is it that they need to think about? Are there still some issues that you haven't dealt with? What are they not convinced about? 

E.g. “I appreciate what you are saying, and if I have understood you correctly, one of your concerns is that you are worried about employees having to come to [insert organisation name] for their training, is that correct?..…”

The third step is to re-sell the corresponding benefit, this time been aware that your approach first time round didn't work so you will at least have to expand and take different angles to re-enforce the point

The final step in dealing with objections is to seek agreement with the prospect. Ask them if they are happy and understand what you said and that you have been able to relieve their concern. Obviously if the answer is no, you will need to do some more convincing. 

You need only to become skilled at handling the most common objections so don't worry about strange or one off objections. Practice and role-play objections as the more times you deal with the particular objection, the better you will become. Remember an objection denotes an expression of interest and should be welcomed as part of the sale. 
[bookmark: Listen][bookmark: Check]
Common mistakes
Sales Mistake # 1: Allowing a prospect to lead the sales process. The best way to control the sales interaction is to ask questions. This is also the best way to learn whether or not your product or service meets the needs of your prospect. 
Sales Mistake # 2: Not completing pre-call or pre-meeting research. Invest the time learning about your prospect before you call them and before you try to schedule a meeting.
Sales Mistake # 3: Talking too much. Too many sales people talk too much during the sales interaction. Instead of talking at great length about your service, try to encourage the potential client to talk about their business. By doing this you are able to determine the most effective strategy for that prospect.
Sales Mistake # 4: Giving the prospect information that is irrelevant. 
Sales Mistake # 5: Not being prepared. When you make a cold call or attend a meeting with a prospect it is critical that you are prepared. This means having all relevant information at your fingertips including; pricing, testimonials, samples, and a list of questions you need to ask. You have exactly one opportunity to make a great first impression and you will not make it if you are not prepared.
Sales Mistake # 6: Neglecting to ask for the sale. If you sell a product or service, you have the obligation to ask the customer for a commitment, particularly if you have invested time assessing their needs and know that your product or service will solve a problem. Many people are concerned with coming across as pushy but as long as you ask for the sale in a non-threatening, confident manner, people will usually respond favorably.
Sales Mistake # 7: Failing to prospect. When business is good many people stop prospecting, thinking that the flow of business will continue. However, the most successful sales people prospect all the time.

And Finally…….
· Be polite and professional at all times to the caller
· Do what you promise to do!
· Follow up the call to ensure the caller has received the information they wanted
· Answer calls within 3 or 4 rings if possible
· Check your answerphone regularly for messages if there is no warning light available
· Acknowledge a telephone call message before you leave the office if at all possible, even if it’s just to say that you have received the message and will deal with it the next day.
· Always acknowledge messages within 24 hours and if you cannot do this for some reason, pass it on to someone who can help (if appropriate)

Thank you!



Business Unit – Initial client enquiry form

	Date of enquiry
	
	Staff member taking initial enquiry
	

	Time of enquiry
	
	Referred to 
	

	Method of enquiry  (e.g. phone, email, personal visit)
	
	Date referred
	



	Business name
	

	Title
	[bookmark: Check6][bookmark: Check7][bookmark: Check8][bookmark: Check9][bookmark: Check10]Mr |_|           Mrs |_|          Miss |_|       Ms |X|           Other |_|     

	Name of Individual
	

	Individual’s position held in company (if not employed by anyone, please state “not employed”)
	

	Business Address (including postcode) or other contact details
	

	Telephone
	HOME
	WORK

	MOBILE

	Email
	

	Web address (if any)
	

	Permission to email?
	[bookmark: Check11][bookmark: Check12]Yes |X|                     No |_|

	Main Occupational Area
	



1. How did you hear about the [insert organisation name] services? 
[bookmark: Check37][bookmark: Check42]Campaign  |X|  Cold Call  |_|   Existing customer  |_|  Flyer |_|  Friend |_| Internet |_| Mailshot |_|  My employer 
[bookmark: Check38][bookmark: Check41]|_| Recommendation  |_|    Other event  |_|  Business Brochure   |_|  Radio |_|  School |_|  Trade Union |_| 
[bookmark: Check39][bookmark: Check40]Network Event |_|  Sector Skills council 	|_| Skills broker |_|  Newspaper   |_|    Website     |_| Internal  |_|
Yellow Pages |_| College prospectus   |_|  College promotional event  |_|  Other please state................. 

2. What training courses are you interested in?

	



3. Why would you want the training and what do you feel would be the impact on your business?

	



4. Would you be interested in receiving the [insert organisation name] business newsletter by email?
[bookmark: Check43][bookmark: Check44]Yes  |_|				No  |_|
	Comments
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