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Glossary and Terms 

Assessment  The process of collecting evidence of learners’ work to measure and make 

judgments about the achievement or non-achievement of specified National 

Qualifications Framework (NQF) standards or qualifications. 

Assessment criteria  The assessment criteria for a course are the dimensions with which you will 

judge how well a learner has achieved the learning goals.  

Assessor  A person who is registered by the relevant Education Training Quality 

Assurance (ETQA) body to measure the achievement of specified National 

Qualifications Framework standards or qualifications. 

Credit  That value assigned by the authority to ten (10) notional hours of learning. 

Critical Cross-Field 

Outcomes (CCFO) 

Critical Cross-Field Outcomes refer to those generic outcomes that inform 

all teaching and learning.  For example CCFOs may include working 

effectively with others as a member of a team, and/or collecting, 

analysing, organising and critically evaluating information.  

Essential Embedded 

Knowledge (EEK) 

Essential embedded knowledge is explicit and resides within systematic 

routines.  It relates to the relationships between roles, technologies, formal 

procedures and emergent routines within a complex system. 

Formative Assessment  Refers to assessment that takes place during the process of learning and 

teaching.  May also be integrative in nature. 

Integrated Assessment  An assessment which permits the learner to demonstrate applied 

competence and which uses a range of assessment methods. 

Moderation  The process which ensures that assessment of the outcomes described in 

the NQF standards and qualifications is fair, reliable, and valid. 

Outcome  Contextually demonstrated end product of the learning process. 

Recognition for Prior 

Learning (RPL) 

The comparison of the previous learning and experience of a learner, 

howsoever obtained, against the learning outcomes required for a specified 

qualification, and the acceptance for purposes of qualification of that which 

meets the requirements. 

SETA A body responsible for the organisation of education and training 

programmes within a specific sector. 
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Specific Outcome  Knowledge, skills and values (demonstrated in context) which support one 

or more critical outcomes. 

Summative Assessment  It is the assessment for making a judgement about achievement.  This is 

carried out when a learner is ready to be assessed at the end of a 

programme of learning.  

Unit standard  Registered statement of desired education and training outcomes and its 

associated assessment criteria together with administrative and other 

information as specified in the regulations. 
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UNIT STANDARD 8037  

NQF Level 

3 

 

Credits 

2 

 

Purpose  

On accreditation of this standard, the learner will be able to contribute to the cost effectiveness of the 
business and customer satisfaction, by demonstrating an integrated practical and theoretical understanding 
of competitive practice and customer relations, based on quality service to the customer and sound business 
practices. 

 

Learning assumed to be in place 

It is assumed that the learner has the following knowledge and skills:  

 Mathematical Literacy at NQF Level 2.  

 Communication at NQF Level 2.  

 

Unit standard range 

The applied competence expressed in this standard covers a variety of familiar processes leading to 
customer satisfaction and promoting competitive practices, requiring responses based on interpretation of 
available information and limited discretion and judgement by the learner. The learner must demonstrate 
shared responsibility for the quality of service, and the level of competitive practice employed.  

 

Specific Outcomes and Assessment Criteria 

Specific Outcome 1: At the end of this learning event, the learner will be able to identify the nature and 

extent of the service to be rendered to clients. 

Range: Identify the nature and extent of the services to be rendered to clients, with due regard to time 

frames and industry within the service it is rendered.  

Assessment Criteria 

 The concept Freight Handling Services is explained as it applies to a specific environment. 

 The different types of services are explained as they apply to a specific organisation. 

 Customer needs in a specific environment are explained in terms of services, legislation and 
turnover. 

 

Specific Outcome 2: At the end of this learning event, the learner will be able to calculate product 

costing. 

Range: Calculate product costing based on the extent and nature of service (including special arrangements 

as per client requirements. 
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Assessment Criteria 

 The process of product and service costing is explained. 

 The factors that determine product and service cost are explained. 

 The influence of product costing on customer and competitive practise are explained. 

 

Specific Outcome 3: At the end of this learning event, the learner will be able to identify special service 

arrangements. 

Assessment Criteria 

 Explain your understanding of what constitutes freight handling services to clients. 

 The different service arrangements to render a professional client service are explained as it is 
applies to a specific environment. 

 The ability to integrate and direct various role players in service arrangements is demonstrated as 
per organisational requirements. 

 

Specific Outcome 4: At the end of this learning event, the learner will be able to calculate costing of 

service. 

Range: Calculate costing of service and viability of delivering the service to achieve competitive practice, 

with due consideration of auxiliary services and special client requirements. 

Assessment Criteria 

 The influence of service costing on customer and competitive practise are explained. 

 The service costing is calculated based on nature of services and special arrangements as per 
customer requirements. 

 

Specific Outcome 5: At the end of this learning event, the learner will be able to control damage and 

process claims. 

Assessment Criteria 

 The process of damage control and incidents are explained as per organisational policies. 

 The procedures to report damages and process claims are explained as per organisational policies. 

 The procedures to deal with claims and referral procedures are explained as per organisational 
policies. 

 

Specific Outcome 6: At the end of this learning event, the learner will be able to communicate 

appropriately and effectively to render a professional services in the workforce.  

Range: Communicate appropriately and effectively to enhance customer satisfaction and consequently 

competitive practice 

Assessment Criteria 

 Explain and demonstrate effective ways of communication that will enhance customer satisfaction 
and competitive practice. 

 Select the most appropriate communication technology to be used in order to achieve the desired 
outcome, according to company policies and procedures. 

 Demonstrate effective verbal and written communication in the Logistics Environment.  
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Specific Outcome 7:  At the end of this learning event, the learner will be able to establish and maintain 

interpersonal relationships. 

Assessment Criteria 

 Explain your understanding of what constitutes interpersonal relations. 

 Recommend new ways for enhancement of relationships according to company procedures. 

 Explain requirements for compliance with statutory legislation, as applicable to company policies 
and procedures. 

Range  

 Statutory Legislation refers to but is not limited to: BATHO PELE Principles. 

 

Unit Standard Essential Embedded Knowledge 

The learner can understand, explain and apply:  

1. Product knowledge  

2. Product costing and service costing  

3. Client requirements and market trends in service delivery  

4. Principles of establishing and maintaining sound client relations (integrating appropriate communication, 
behaviour and conflict resolution towards customer satisfaction).  

 

Critical Cross-field Outcomes (CCFO) 

Unit standard CCFO identifying: Identify and solve problems by demonstrating ability to reflect on the 

effectiveness of decisions made about product and service costing.  

Unit standard CCFO working: Working effectively with others by demonstrating ability to analyse 

performance in order to minimise penalties and claims.  

Working effectively with others by adapting and employing strategies for working with different clients and 
dealing with problematic relationships 

Unit standard CCFO collecting: Collect, analyse, organise and critically evaluate 

information by demonstrating ability to identify and follow appropriate course to 
implement measures that will enhance competitive practice and customer satisfaction.  
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SECTION 1: SERVICE TO CLIENTS 

 

Specific Outcome 1 

At the end of the learning event, the learner will be able to identify the nature and extent of the service 
to be rendered to clients. 

Range: Identify the nature and extent of the services to be rendered to clients, with due regard to time 

frames and industry within which the service is rendered. 

 

Assessment Criteria 

 The concept Freight Handling Services is explained as it applies to a specific environment. 

 The different types of services are explained as they apply to a specific organisation. 

 Customer needs in a specific environment are explained in terms of services, legislation and 
turnover. 

 

1.1 Freight Handling Services (AC 1) 

Introduction and Terminology 

Freight refers to goods transported by truck, train, ship, or aircraft. 

Cargo Handling Service means loading, unloading, packing or unpacking of cargo. This includes 

 cargo handling services provided for freight in special containers  

 or for non-containerised freight, 

 services provided by a container freight terminal or any other freight terminal,  

 for all modes of transport and cargo handling services incidental to freight,  

Freight or cargo handling is an integral part of the supply chain management system and provides a vital 
support service to industries which span all modes of transport. 

Freight handling services include the following: 

 warehousing 

 packing of freight 

 loading 

 unloading 

 freight consolidation 

 freight forwarding 

 customs clearance  

 sea freight 

 air freight 

 road and rail freight 
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 shipping hazardous materials 

 container shipping 

 

Warehousing 

A warehouse is a commercial building used to store goods. Warehouses are used by manufacturers, 
importers, exporters, wholesalers, transport businesses, customs and so on. 

A warehouse would usually be equipped with loading docks to load and unload goods from trucks. Sometimes 
warehouses are designed for the loading and unloading of goods directly from railways, airports or seaports. 

Equipment used include cranes and forklifts to move goods to and from storage. Stored goods can include 
any raw materials, packing materials, spare parts, components, or finished goods associated with 
agriculture, manufacturing, or commerce. 

 

Packing, loading and unloading of freight 

Freight handling companies have to know how to pack goods for delivery, storage as well as exports.  

Fragile items such as glassware have to be packed differently from canned goods or machinery.  

Hazardous goods have different classes that determine how goods should be packed and stored and where 
these goods should be placed. 

Once the goods have been packed, they have to be loaded on the carrier and at the destination the goods 
have to be unloaded and unpacked. 

For some items specialised equipment is needed to load and unload the goods, such as cranes and lift trucks. 

 

Freight forwarding 

A freight forwarder, forwarder, or forwarding agent, is a person or company that organises shipments for 
individuals or larger businesses to get large orders from the manufacturer or producer to the market or final 
point of distribution.  

Forwarders will contract with a carrier to move cargo ranging from raw agricultural products to 
manufactured goods. Freight can be booked on a variety of carrier types, including ships, airplanes, trucks 
and railroads. A shipment can also move along its route on multiple carrier types. 

International freight forwarders typically arrange cargo movement to an international destination. 
International freight forwarders have the expertise that allows them to prepare and process the 
documentation and perform related activities pertaining to international shipments. 

 

Transport of freight 

Freight can be transported by any of the following methods or any combination of the following methods: 

 sea freight 

 air freight 

 road and  

 rail freight 
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Hazardous goods 

Handling and shipping of hazardous goods is a specialised area as there are various classes of hazardous 
goods. Each class determines how the goods should be handled and where the goods should be stored. 

 

 

 

1.2 Different Types of Services (AC 1 and 2) 
 

Freight Handling is an integral part of the supply chain management system and provides a vital support 
service to industries which span all modes of transport.  

 

 

 

 

Mode of transport (or means of transport or transport mode or transport modality or form of 
transport) is a term used to distinguish substantially different ways to perform transport. The most 
dominant modes of transport are aviation, land transport, which includes rail, road and off-road 
transport, and ship transport. Other modes also exist, including pipelines, cable transport, and space 
transport. Human-powered transport and animal-powered transport are sometimes regarded as their 
own mode, but these normally also fall into the other categories. 

Each mode of transport has a fundamentally different technological solution, and some require a 
separate environment. Each mode has its own infrastructure, vehicles, and operations, and often has 
unique regulations. Each mode also has separate subsystems. A subsystem is a group of many parts 
that make up one part. All modes of transportation have 6 subsystems. They are: Propulsion, 
Suspension, Control, Guidance, Structural, and Support. Transport using more than one mode is 
described as intermodal. Transportation that carries around many people and can be used by the 
public is known as Mass Transportation. 

Organised employers and employees are associated in this industry for the purpose of handling, storage and 
stock control through ports, airports, pipelines, distribution centres, factories and other depots. 

The Freight Handling Chamber represents 572 registered stakeholders of which 100 are actively 
participating, with a total workforce of 25 585 employees. 

In this programme we will focus on road transport in order to provide a specific context. 

 

http://en.wikipedia.org/wiki/File:Trans-Alaska_Pipeline_System_Luca_Galuzzi_2005.jpg
http://en.wikipedia.org/wiki/File:Jadrolinija_supetar_ferry.JPG
http://en.wikipedia.org/wiki/File:Airfrance.a318-100.f-guga.arp.jpg
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A road freight business owns or leases large trucks 
to carry goods between towns or cities for 
commercial customers. Freight includes industrial 
goods, food and drink, retail goods and hazardous 
goods. Some road freight operators own truck 
tractor units only and transport only containers 
and trailers, while others have more specialised 
vehicles for transporting refrigerated goods, 
livestock or very heavy components. 

 

Customer Service Standards 

Service standards are important for customers, potential customers, employees and management of a 
business. They help to define what a customer can expect and to remind management and employees of 
the challenge and obligations that they face. 

Service standards are usually defined in terms of: 

 timeliness  

 accuracy  

 appropriateness  

 

Timeliness 

 

‘Delivery in three days’ or ‘calls answered in 20 
seconds’ are phrases that give the essence of a 
service standard that involves a timeline. 

 

 

These statements need to be defined precisely before they can be considered as true service standards. 
‘When does the clock start?’, ‘Are we expecting 100% success in the timeframe?’, ‘Is measurement based 
on working days or calendar days?’, ‘Does this apply to all locations worldwide?’ and ‘Does this apply 24 
hours/day, 7 days/week?’ are some of the questions that have to be asked in the process of defining the 
standard. 

So an initial definition of ‘answer the phone within three rings’ may be implemented as ‘Between 8am and 
6pm on workdays, 95% of calls will be answered by a human in 15 seconds and 100% in 40 seconds’. 

Similarly, an initial definition of ‘delivery within two days’ could become ‘For addresses in the UK mainland, 
parcels will be delivered two working days after receipt of the order’. 

http://www.google.co.za/url?sa=i&rct=j&q=road+freight&source=images&cd=&cad=rja&docid=_11EW75x4ufmkM&tbnid=3f2C3pcPK3DiXM:&ved=0CAUQjRw&url=http://www.concargo.com/services-road-freight-africa-sadc.php&ei=6ag5UY7VDLDY0QWgrYCICw&bvm=bv.43287494,d.ZG4&psig=AFQjCNEm82Wgdq185s5waq6ERKLWc5knkA&ust=1362819675892993
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Accuracy 

 

 Customers expect accurate information and 
accurate deliveries – only 100% is acceptable as a 
standard under this heading. ‘We got most of your 
order right’ is a response that is not appreciated 
by a customer. 

Examples of service standards reflecting the accuracy of a service are ‘the information quoted in a telephone 
conversation is 100% accurate’ or ‘the parcel received by the customer contained all the goods ordered by 
the customer’. 

 

Appropriateness 

How often do you hear the exclamation ‘they didn't answer the question!’ It happens often when politicians 
are being interviewed on TV but it shouldn't happen in the commercial world. 

Appropriateness is about ensuring that the customers' expectations have been met, particularly in an enquiry 
situation. 

 

1.3 Customer needs (AC3) 

 

It stands to reason that customers’ needs will differ 
depending on the type of service they require. 

 

Customers could be from the private sector or 

government.  

 

The customers of a road freight handling business could include: 

 Manufacturers need their raw materials delivered to their workshops or factories; these materials 
may come from another city, or from a harbour or airport. These businesses also need to transport 
their finished products to their customers. 

 Wholesalers need their stock to be delivered to them, usually to warehouses or wholesale outlets. 
They may also need this stock delivered to their customers the retailers. 

 Retailers (shops and other outlets to the consumer) need their stock to be delivered to them, and 
may need you services if they don’t have their own transport vehicles. 
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 In the agricultural sector, farmers and their suppliers use road freight hauliers to move their animal 
feed, chemicals like fertiliser and pesticide, livestock and agricultural produce. Mines also 
sometimes use hauliers with special heavy-duty vehicles to transport minerals to a railway siding or 
port. 

As small freight businesses, you can also be sub-contracted by larger hauliers when they have more work 
than they can cope with. Rather than turn the business away, they often take it on and then get you to 
provide the service on their behalf. 

When a customer needs an organisation to take care of his freight from his warehouse or factory to final 
delivery of the product to the buyer, the customer needs a freight forwarder. 

If a customer needs assistance with getting imports or exports through customer, the service the customer 
needs is customs clearance. 

Sometimes a customer has to store goods for a period. In this case, the customer needs the following 
services: 

 packing 

 loading 

 unloading 

 sometimes also unpacking 

Customers also often need advice on the best transport method for their cargo, for example when 
perishables have to be transported the advantage of airfreight have to be weighed against the high price. 

You have to be able to help the customer with the service he needs, even if he is sometimes unsure. To find 
out exactly what the customer needs, you have to ask questions. 

 

 Formative Assessment 1  
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SECTION 2: PRODUCT COSTING 

 

Specific Outcome 2: Calculate product costing. 

 

Range: Calculate product costing based on the extent and nature of service (including special 

arrangements as per client requirements.  

 

Assessment Criteria 

 The process of product and service costing is explained. 
 The factors that determine product and service cost are explained.  

 The influence of product costing on customer and competitive practise are explained.  

 

2.1 The Costing Process (AC1) 

Costing refers to the amount paid or required in payment for a purchase; a price 

Steps for Costing a Service 

 

Like any business, a company that sells services to consumers 
needs to track costs. Services companies often have lower cost of 
goods sold when compared to merchandise companies. Other costs 
- such as labor - are often higher, however. Figuring the cost of 
services sold allows a company to determine the gross profit for a 
specific accounting period. High gross profit indicates a company 
is efficient when spending capital on the items needed to directly 
earn revenue from services sold. 

 

 

 

Step Explanation 

1 Compile a cost 
report 

Use a cost report to document the costs associated with services sold. The 
report should list all items used for one job, unless multiple jobs fall under 
one project. 

2 Determine the 
amount of 
materials needed to 
complete the 
service  

Materials include physical items used in part to complete the service. The 
cost is the direct amount paid for the direct material.  

3 Write down the 
hours required to 
complete the 

All employees directly involved with the service should be on the report.  
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service on the cost 
report  

 

 

Steps for Costing a Product 

 

Product cost per unit is a figure used by businesses to determine the 
actual cost of a single unit of product. Product cost per unit includes 
all variable and fixed costs.  

 

Fixed costs include those items that a business must pay no matter how many goods or services are 
sold or offered by the business 

Examples of fixed costs include insurance, the building lease and the cost of the machine used to produce 
the products. 

Variable costs include those items that change with the number of products sold or offered. Examples 
of variable costs include sales wages, cost of maintaining inventory and raw materials used to make 
the product. If you know some basic information about the businesses total cost, you can calculate 
the product cost per unit.  

The steps in calculating the costs of a product are summarised in the table below. 

Step 1 Determine the total fixed costs for the businesses. For example, assume the total 
fixed costs for the business in 2012 were R25,000  

Step Explanation 

4 Multiply each 
employee's hourly 
wage against their 
hours worked to 
complete the 
service.  

This is the total labor hours for the project.  

5 Add incidental 
items to the cost 
report. 

These items may be on hand at the company but are necessary to complete 
the project. 

6 Total all costs on 
the cost report. 

The total should represent the complete cost for the service completed for a 
customer.  
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Step 2 Determine the total variable costs for the business over the same time period. For 
example, assume the total variable costs for the business in 2012 were R50,000.  

Step 3 Add the total fixed cost from Step No. 1 to the total variable cost from Step No. 
2. Continuing the same example, R25,000 plus R50,000 equals R75,000.  

Step 4 Determine the total number of units produced during the same period of time. For 
example, assume the total number of units produced in 2009 was 1,000 units.  

Step 5 Divide the total cost figure from Step No. 3 by the units produced figure by Step 
No. 4. Continuing the same example, R75,000 divided by 1,000 equals R75 per unit. 
This figure represents the product cost per unit.  

 

2.2 Factors Determining Product and Service Costing 
(AC2) 

Product and service costing need to be based on the extent and nature of service (including special 
arrangements as per client requirements. 

The price considerations listed below will help an exporter determine the best price for the product 
overseas.  

 At what price should the firm sell its product in the foreign market?  

 What type of market positioning (customer perception) does the company want to convey from its 
pricing structure?  

 Does the export price reflect the product's quality?  

 Is the price competitive?  

 Should the firm pursue market penetration or market-skimming pricing objectives abroad?  

 What type of discount (trade, cash, quantity) and allowances (advertising, trade-off) should the 
firm offer its foreign customers?  

 Should prices differ by market segment?  

 What should the firm do about product line pricing?  

 What pricing options are available if the firm's costs increase or decrease? Is the demand in the 
foreign market elastic or inelastic?  

 Are the prices going to be viewed by the foreign government as reasonable or exploitative?  

 Do the foreign country's antidumping laws pose a problem? 

As in the domestic market, the price at which a product or service is sold directly determines a firm's 
revenues.  

Factors that influence truck freight charges include: 

 How the shipment will need to be loaded and unloaded.  Is there a fork lift or loading dock available 
or is hand loading required?  This will determine what type of truck is used, especially if the load 
needs a truck with a powered lift gate. 

 The weight, length, height and width of the shipment.  Multiply the length by the width and the 
height to calculate volume, then divide the shipment's weight by its volume to calculate its density. 
The density of the shipment determines what freight class it falls in. 

 Note the type of packaging used for the shipment. This is especially important if your shipment is 
made up of large objects or objects not packed in the standard form of corrugated cardboard boxes 
on wooden pallets.  
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Less than Truckload (LTL) 

 LTL shipments typically weigh between 151 and 
20,000 lb (68 and 9,072 kg). Less than truckload 
carriers collect freight from various shippers and 
consolidate that freight onto enclosed trailers for 
linehaulto the delivering terminal or to a hub 
terminal where the freight will be further sorted 
and consolidated for additional linehauls.  

How does the LTL model work? 

 

 

Once the driver has filled his trailer or completed his assigned route, he returns to his terminal for unloading. 
The trailer is unloaded and the individual shipments are then weighed and inspected to verify their 
conformity to the description contained in the accompanying paperwork. All LTL freight is subject to 
inspection for this purpose, though not all freight is inspected. Next, the freight is loaded onto an outbound 
trailer which will forward the freight to a breakbulk, a connection, or to the delivering terminal. An LTL 
shipment may be handled only once while in transit, or it may be handled multiple times before final delivery 
is accomplished. 

 

Transit times for LTL freight are longer than for 
Full Truckload freight (FTL). LTL transit times are 
not directly related only to the distance between 
shipper and consignee. Instead, LTL transit times 
are dependent upon the makeup of the network 
of terminals and breakbulks that are operated by 
a given carrier and that carrier's beyond agents 
and interline partners. For example, if a 
shipment is picked up and delivered by the same 
freight terminal, or if the freight must be sorted 
and routed only once while in transit, the freight 
will likely be delivered on the next business day 
after pickup. 
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The main advantage to using an LTL carrier is that a shipment may be transported for a fraction of 
the cost of hiring an entire truck and trailer for an exclusive shipment. 

Also, a number of accessorial services are available from LTL carriers, which are not typically offered by 
FTL carriers. These optional services include liftgate service at pickup or delivery, residential (also known 
as "non-commercial") service at pickup or delivery, inside delivery, notification prior to delivery, freeze 
protection, and others. These services are usually billed at a predetermined flat fee or for a weight based 
surcharge calculated as a rate per pound or per hundredweight. 

 

Parcel Carrier Operations 

 

A parcel carrier traditionally only handles pieces weighing less than 
approximately 150 pounds (68 kg). Parcel carriers typically still 
compete with LTL carriers by convincing shippers to break larger 
shipments down to smaller packages.  

 

It is essential that a firm's market research includes an evaluation of all of the variables that may 
affect the price range for the product or service. If a firm's price is too high, the product or service 
will not sell. If the price is too low, activities may not be sufficiently profitable and may actually 
create a net loss.  

The traditional components of determining proper pricing are costs, market demand, and competition. Each 
of these must be compared with the firm's objective before entering the foreign market. An analysis of each 
component from an export perspective may result in export prices that are different from domestic prices.  

It is also very important that the exporter take into account additional costs that are typically borne by the 
importer. They include tariffs, customs fees, currency fluctuation transaction costs and value-added taxes 
(VATs). These additional costs can add substantially to the final price paid by the importer, sometimes 
resulting in a total of more than double the U.S. domestic price.  

 

Foreign Market Objectives  

An important aspect of a company's pricing analysis is determining market objectives. For example, is the 
company attempting to penetrate a new market, looking for long-term market growth, or looking for an 
outlet for surplus production or outmoded products? Many firms view the foreign market as a secondary 
market and consequently have lower expectations regarding market share and sales volume. This naturally 
affects pricing decisions.  

Marketing and pricing objectives may be general, or can be tailored to suit particular foreign markets.  

http://en.wikipedia.org/wiki/Parcel_carrier
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Costs  

The computation of the actual cost of producing a product and bringing it to market is the core element in 
determining if exporting is financially viable. Many new exporters calculate their export price by the cost-
plus method. In the cost-plus method of calculation, the exporter starts with the domestic manufacturing 
cost and adds administration, research and development, overhead, freight forwarding, distributor margins, 
customs charges, and profit.  

The effect of this pricing approach may be that the export price escalates into an uncompetitive range. 
Table 4 gives a sample calculation. It clearly shows that if an export product has the same ex-factory price 
as the domestic product; its final consumer price is considerably higher once exporting costs are included.  

After the actual cost of the export product has been calculated, the exporter should formulate an 
approximate consumer price for the foreign market.    

Table 4  
Sample Cost-Plus Calculation of Product Cost 

  Domestic Sale Export Sale 

Factory price R7.50 R7.50 

Domestic freight .70 .70 

subtotal 8.20 8.20 

Export documentation   .50 

subtotal   8.70 

Ocean freight and insurance   1.20 

subtotal   9.90 

Import duty (12 percent of landed cost)   1.19 

subtotal   11.09 

Wholesaler mark-up (15 percent) 1.23   

subtotal 9.43   

Importer/distributor mark-up   2.44 

subtotal   13.53 

Retail mark-up (50 percent) 4.72 6.77 

Final consumer price R14.15 R20.30 

 
 

 

 

 

2.3 The Influence of Product Costing on Customer and 
Competitive Practice (AC3) 
Before pricing your products and services, you need to understand how customers perceive value.  

http://www.unzco.com/basicguide/c11.html#table4
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Products or services prices should not be based on what they cost, but on what 
customers are willing to pay. 

 

Prices should also not be based on what competitors are getting away with. 

Pricing is about knowing who your customers are and what they charge, measure what makes your products 
or services better or worse, and then add and subtract accordingly from your competitors' prices to figure 
out your own. 

It's a pretty simple formula, but the devil is in the details. Here are some things to keep in mind as you 
crunch the numbers: 

1. Listen to your customers. 

You really don't need to hire a marketing research firm to understand how your customers value your 
products versus competitors. Just take some time to ask customers questions and actually listen, versus just 
trying to close a sale. This is a good sales technique anyway. 

2. Know your competition. 

This can be an awkward question to ask a customer, but it is worthwhile to ask, "If you weren't doing business 
with me, who would you go to?" How is the competition different, and how do your customers value what is 
different? Prepare yourself for surprises when you start finding out your real competitors, and the benefits 
the competition may have over you. You're learning stuff you didn't know. 

3. Be honest and fair in your self-evaluation. 

Brutal honesty -- it's very hard for people to do. I typically find that business owners and executives will 
overvalue the positive aspects of their business, and ignore the advantages their competitors have over 
them. Going back to the bicycle shop example, the owner might highly value that the store carries 
Continental tires -- simply because one customer a month ago was happy they were in stock. At the same 
time, the competitor across town has a bike wizard handling repairs, something customers are willing to 
pay extra for. Simply charging what the competitor charges is going to miss the mark. 

4. Recognize that customers are different from others. 

Some people value a neighborhood bike shop, while others might have no problem taking a bike off the rack 
at Walmart. What you charge becomes a question of who you really want to compete with and what type of 
customers you want to attract. The smart move is set your prices for a particular group of potential 
customers, rather than all of them. 

 

Formative Assessment 2 
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SECTION 3: SPECIAL SERVICE ARRANGEMENTS 

Specific Outcome 3: Identify special service arrangements.  

Assessment Criteria 

 Explain your understanding of what constitutes freight handling services to clients. 

 The different service arrangements to render a professional client service are explained as it is 
applies to a specific environment. 

 The ability to integrate and direct various role players in service arrangements is demonstrated as 
per organisational requirements. 

 

3.1 Freight Handling Services (AC1) 
Freight handling services have been discussed previously.   

"Cargo Handling Service" means loading, unloading, packing or unpacking of cargo and includes cargo 
handling services provided for freight in special containers or for non-containerized freight, services 
provided by a container freight terminal or nay other freight terminal, for all modes of transport and 
cargo handling services incidental to freight, but does not include handling of export cargo or 
passenger baggage or mere transportation of goods 

 

3.2 Different Service Arrangements (AC2) 
The different types of services have also already been discussed. 

Service Arrangements 

A service arrangement can be defined as an agreement between two or more parties, especially one 
that is written and enforceable by law 

A service is the provision of a specific output, including information, that addresses one or more needs of an 
intended recipient and contributes to the achievement of an outcome. 

Service agreements serve three primary functions: 

 Articulating the expectations of the parties to the agreement. 

 Providing a mechanism for governance and issue resolution. 

 Acting as a scorecard against which to examine performance and results. 

Service agreements can enhance governance, accountability, and service quality by clearly defining roles, 
responsibilities, processes, and performance expectations. The practice of establishing service agreements 
is strongly recommended in any type of client / service provider or collaborative service relationship. 

A service relationship between two or more parties arises when one provides a service to another, 
typically on a fee for service basis (client/provider relationship); or when two or more departments 
collaborate by pooling resources to jointly create and/or deliver a service or project (collaborative 
relationship). 
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Defining the service relationship, specifically the nature and scope of the services involved, how the 
relationship will be governed and operated, finances, and the performance measurement and reporting 
regime, is therefore, a necessary prerequisite to defining a service agreement. 

Developing a service relationship typically involves answers to the following questions: 

 What services am I receiving and for how much? What am I providing and what is the basis of 
recovery if any? Stable, long-term service relationships are based on win-win propositions. The 
client receives value for money while the provider successfully delivers the service while covering 
their costs through appropriation or some other basis of recovery. 

 How will it work? Successful service relationships can sour over seemingly minor operational 
misunderstandings. Therefore, the parties should clarify governance, relative roles and 
responsibilities, related decision-making powers and approval processes, and put mechanisms in 
place to solve and/or mitigate issues in a timely fashion. The implications of client compliance with 
service provider standards should also be fully understood. 

 How do we get there? Implementation of a new service relationship has an impact on both clients 
and providers and often demands a level of commitment and resourcing that can stretch the capacity 
of both parties. Implementation of a new client/provider or collaborative arrangement typically 
involves changes in roles, responsibilities and processes, the implementation of new technologies 
or interfaces, the training of users and support staff, and the transfer and/or conversion of data. 
The parties should define the implementation approach, timeframes, responsibilities, and resource 
and skill requirements. 

A checklist 

Recommended Practice 

 Undertake a joint planning exercise to define the service relationship 

 Determine the governance and management regimes for each service and for the relationship as a 
whole 

Considerations 

 Number and scope of services included 

 Service levels and performance expectations 

 Length of the service agreement 

 Roles, responsibilities, and accountabilities of each party to the arrangement 

 Notice period and processes for a party leaving the arrangement or for terminating the arrangement 
as a whole 

 Nature and complexity of the service arrangement 

 Risks associated with the proposed service relationship 

 Experience of the parties in developing and implementing service arrangements 

 Implications to the organization of the implementation of the service arrangement 

Professionalism 

The term professional is thrown around quite a bit these days, perhaps too much. But what exactly does it 

mean to be a professional? As you read through the items below, consider how you compare with each trait. 

1: Put customer satisfaction first 

Understanding and satisfying your customer’s needs are the cornerstones of a successful business. Do what 
is necessary to meet those needs. After all, without the customer, there is no professional. 

Professionals identify and satisfy their customer’s needs. 

2: Make expertise your specialty 
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The very word professional implies that you are an expert. 

 Become an expert in the skills and tools necessary to do your job. 
 Always perform to the best of your abilities. 
 Keep your knowledge up to date. 

 

Professionals know their trade. 

3: Do more than expected 

Professionals aren’t bound by a time clock. They are given wide latitude in their daily self-management. 
They are expected to manage their time and work habits. Don’t abuse the privilege. If you take an hour for 
personal needs, give back two hours. 

The reality is that professionals are expected to exceed the standard 40-hour workweek. There are times 
when you may be asked to work weekends. You may have to forego a vacation or work 12-hour days to 
complete an important project. All are part of the job description of most professional positions. 

Professionals are expected to produce results. Strive to complete deliverables before their due dates and 
under budget. 

Professionals meet or exceed expectations whenever possible. 

4: Do what you say and say what you can do 

This is one of my favorite sayings especially in view of the fact that talking the talk is so prevalent and 
walking the walk so rare in this age of sound bites. You should “engage brain” before speaking — can you 
really do what you are about to say? If you can’t, the wizard behind the curtain will eventually be revealed 
and hard-earned trust can be lost. 

Professionals deliver on promises made. 

5: Communicate effectively 

Resist the urge to blame the customer when communication goes awry. Effective communication is 
ultimately your responsibility — not your customer’s. 

Whether verbal or written, professionals communicate clearly, concisely, thoroughly, and accurately. 

6: Follow exceptional guiding principles 

Appreciate and support those you work with. Practice good manners and proper etiquette. Have high ethical 
and moral standards. Be honest and fair in all of your dealings with others. Obey the law. These may sound 
like the attributes of a Boy Scout, but they are basic values that all professionals should follow. Many 
companies have a document that outlines their operating principles. Have you read yours? 

Professionals adhere to high values and principles. 

7: Praise your peers not yourself 

Respect and acknowledge the talents of your peers. There is nothing more unprofessional and self-serving 
than telling others how wonderful you are. 

Professionals are humble and generous in their praise of others. 

8: Share your knowledge 

Information isn’t a limited resource. Contrary to what some might think, your mind won’t be emptied by 
giving away kernels of wisdom or experience. Think of knowledge as an ocean of facts and not a stream of 
data. It is possible to share what you know and still keep one step ahead of the competition — simply apply 

yourself and learn something new daily. 

Professionals help their peers and are respected for doing so. 
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9: Say thank you 

Always find a way to say thank you to others for their help.   

 

Professionals thank others in a meaningful way that most benefits the recipient. 

10: Keep a smile on your face and the right attitude in your heart 

It’s not dishonest to be pleasant when you are having one of those lousy days. It is in fact thoughtful to care 
about how your attitude affects those you interact with. Share your unhappiness with your manager only. 
“Share the misery” is not the mark of a professional. 

Professionals are pleasant even during trying times. 

 

3.3 Integrating Role Players in Service Agreements (AC3) 
Both the Service Provider and the Customer have responsibilities in support of the service delivery process.  
It is important to distinguish between these relationships. 

Describe the service provider duties and responsibilities.  Examples are:  

 Meeting response times associated with service related incidents. 

 Generating service level reports for customer. 

 Developing and maintaining system related documentation (this could also be a customer 
responsibility). 

Managing user accounts. 

 Describe the customer’s duties and responsibilities.  Examples are: 

Describe the customer’s duties and responsibilities.  Examples are: 

 Adhering to any related policies, processes and procedures.  

 Reporting problems using the problem reporting procedures described in the SLA. 

 Scheduling in advance all service related requests and other special services with the Service 
Provider. 

 Developing and maintaining system related documentation (this could also be a service provider 
responsibility). 

 Making customer representative(s) available when resolving a service related incident or request. 

 Communicating when system testing and/or maintenance may cause problems that could interfere 
with standard business functions. 

 

Formative Assessment 3 
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SECTION 4: CALCULATE COSTING OF SERVICE 
Specific Outcome 4: Calculate costing of service.  

Range: Calculate costing of service and viability of delivering the service to achieve competitive practice, 
with due consideration of auxiliary services and special client requirements.  

Assessment Criteria 

 The influence of service costing on customer and competitive practise are explained.  

 The service costing is calculated based on nature of services and special arrangements as per 
customer requirements.  

 

4.1 The Influence of Service Costing on Customer and 
Competitive Practice (AC1) 
The influence of product costing on customer and competitive practice have already been explained. 

Competitive Practice 

A competitive price is one that is lower than that offered by the competitors, or a price made more 
attractive because of added incentives, such as longer payment terms. 

Competitive pricing is used more often by businesses selling similar products, since services can vary from 
business to business while the attributes of a product remain similar. This type of pricing strategy is generally 
used once a price for a product or service has reached a level of equilibrium, which often occurs when a 
product has been on the market for a long time and there are many substitutes for the product.  

Businesses have three options when setting the price for a good. They can set it  

 below the competition,  

 at the competition or  

 above the competition.  

Above the competition pricing requires the business to create an environment that warrants the premium, 
such as generous payment terms or extra features.  

 

A business may set the price below the market - and potentially take a loss - if it thinks that a customer is 
more likely to buy other products as well.  

 

4.2 The Calculation of Service Costing (AC2) 
The steps in calculating service costing have already been discussed. 

It is important that costing is based on the nature of the service and any special arrangements as per 
customer requirements. 

Handling customer’s special requests is often a challenge because you can’t always see the root cause 
behind that request and how it aligns with your standard operating procedures. 

Ask the customer why they need something and they’ll likely give you the information you need to make a 
more informed decision and give viable alternatives. 

Get to the root cause of an issue and you can see if it really does meet your rules, regulations, or 
procedures. This will eliminate a lot of customer angst and will help diffuse tense situations. 
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Auxiliary Services 

Auxiliary means a service that is additional; supplementary 

Auxiliary is also defined as something or someone used in a supporting role or used in reserve. 

Business auxiliary service is not a single service. It is a group of services. 

“Business Auxiliary service” means any service in relation to – 

 promotion or marketing or sale of goods produced or provided 

 promotion or marketing of service provided 

 any customer care service provided 

 any incidental or auxiliary support service such as billing, collection or recovery of accounts and 
remittance evaluation of prospective and public relation services 

Auxiliary services refer to the day-to-day operation of the business and supports the organisation’s 
vision and mission. 

It needs to be factored in as part of the overhead costs when costing products and services. 
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SECTION 5: CONTROL DAMAGE AND PROCESS 
CLAIMS 

Specific Outcome 5: Control damage and process claims. 

Assessment Criteria 

 The process of damage control and incidents are explained as per organisational policies. 

 The procedures to report damage and process claims are explained as per organisational policies.  

 The procedures to deal with claims and referral procedures are explained as per organisational 
policies. 

 

5.1 The Process of Damage Control and Incidents (SO5, 
AC1) 

Damage control can be defined as an effort to minimize or curtail 

damage or loss.  

 

It is simply an attempt to rectify what went wrong. 

 

There will always be the need to prevent the loss of customers, current or potential, because each and 
every one of them directly affects the bottom line of your company. 

 

There are a few strategies that Sales and Customer Service personnel can incorporate into their routine 
which will help lessen the occurrence of unnecessary losses: 

 Training the Customer – Familiarizing the customer with the industry jargon that relates to your 
product or service makes the customer feel as if they ‘belong’ because in most cases, the vocabulary 
used by your sales team may seem foreign to your customers. Every company and industry has its 
own language, and this language needs to be made known to the customer at the ‘first call’, or 
when making a sale.  The bottom line is to develop a common language and culture to allow service 
and product providers to engage meaningfully in conversation with their customers. 

 Knowing the Product – It is a necessity for sales team members to be aware of basic technical issues 
regarding the company’s products or services. It is also vital that they are acquainted with product 
pricing, range, brands, features, as well as techniques for troubleshooting, should the need arise. 

 Bridging the Gap – When ‘things go wrong’, your customer will have certain expectations of your 
company: 

o A customer will expect personal attention. You need to reaffirm their importance to the 
company and assure them that, although they may not be your only customer, they are 
currently the most important one, followed by a prompt and sincere apology.  

o If a member of your sales team has made a promise to a customer during a transaction, it 
is imperative that the promise is kept. An example includes advising a customer that you 
will call back at a certain time. Always present an explanation of how and why the issue 
occurred, and the steps that you and your company will be taking to resolve it.  

o If for some reason the issue cannot be resolved, always offer a applicable alternative at 
minimum cost, or no cost at all. Most importantly, never allow the customer to think that 



 

28 | P a g e  

 

he or she caused the problem, even if they may have. Research indicates that customers 
cause at least 30% of the problems they report. 

 

Customer "DAMAGE CONTROL" should be an art practiced by every member of the company from the 
top down. 

The damage control process needs to be carried out in line with organizational policies and 
procedures and on Loss and Damage Claim forms designed for this purpose. 

 

5.2 General Guidelines for Reporting damage and 
Processing Claims (SO5, AC2 and 3) 

A damage claim is a demand upon the insurer, or the guilty or negligent party, for compensation for 
a damage or loss. 

Typical Transport Claims 

Visible Damage is defined as any damage to the packaging that is identifiable without opening the package 
at the time of delivery. Concealed Damage is defined as any damage that is not immediately noticeable at 
the time the package is opened or when the product is first used. Missing Content is defined as any package 
that is missing product that the packing slip states is included. 

Incorrect Delivery is defined as any incident where the driver delivers the package to the wrong address or 
individual. Lost Packages may occur in two ways. First, lost packages may occur when packages are not able 
to be located within the carrier's network. Second, a package may be considered lost when the carrier 
claims delivery was completed by leaving the package on the doorstep, but the customer cannot locate the 
package. Both incorrect delivery and lost package incidents are usually discovered through standard tracking 
of the package. 

Claims must contain: 

 The waybill number 

 Reason for claim: shortage, damage, repair, allowance, and pilferage 

 What is claimed: number of cartons, units per carton, description of merchandise including; part, 
stock item, model, and / or serial number(s) 

 Specific rand amount of the claim  

 Any supporting information or documentation explaining the claim 

 

Documents Required: 

 Copy of the original invoice for merchandise lost or damaged on the shipment for which the claim 
represents 

 Copy of the delivery receipt or paid freight bill 

 Copy of the incident/inspection report and additional photos, if available 

 Detailed explanation of repair costs, if applicable, showing the breakdown for parts, labour rate per 
hour, and materials used, plus a copy of the invoice for the purchase cost of the parts 

 

The carrier during investigation of the claim, may require additional documentation or explanation 
that establishes the measure of damages, or evidence indicating carrier liability 
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Time frames and turnaround times are usually indicated on the claim form itself. 

Claim Mitigation 

When damaged goods are not completely destroyed and rendered worthless, the claimant is required by law 
to take all necessary steps to minimize the loss to the fullest possible extent. 

 If the goods can be repaired for a reasonable amount, or sold at a discount in their present condition, 
or retained for an allowance, the claimant would arrange for such repairs or sell them at the best 
price obtainable; provided such action is reasonable in relationship to their actual market value.  
The method that best serves to minimize the loss must be employed before filing formal claim with 
the carrier. 

 If the goods cannot be repaired economically, sold at a reasonable discount, or retained for an 
allowance, and a claim is therefore filed with the carrier for their full actual value, the claimant 
must retain the damaged goods and preserve its remaining value until the carrier has completed its 
investigation of the claim. 

If the damage resulted from such non carrier causes as inadequate packaging, manufacturing defects, 
etc. then the claim should be filed directly with vendor / supplier.  

Salvage Retention 

It is the duty of the consignee, or party in possession, to retain damaged merchandise and shipping container 
without disposing thereof, until the investigation of the claim has been concluded. In the event the carrier 
accepts full liability and the claim is to be paid, the carrier is entitled to take possession of the damaged 
goods for recovery purposes. If the carrier does not take possession of the damaged merchandise within a 
reasonable time period following acceptance of liability, the consignee or party in possession of the goods 
must contact the carrier and request removal of goods from premises. 

General Information Regarding Freight Claims 

When damaged freight is found, during or after delivery, the consignee, or party in possession must notify 
the carrier at its local freight terminal office and request an inspection within 15 days after delivery (or the 
period stipulated in the organisation’s policy). In cases of concealed damage, the burden of proving carrier 
liability rests with the claimant by showing evidence that the damage had not occurred prior to, or after 
carrier’s handling. 

If, after investigation, it is found that the responsibility for loss, or damage is with another carrier with 
whom the shipment was interchanged, the claim will be transmitted to the responsible carrier on behalf of 
the claimant. A claim will not be voluntarily paid in advance until receiving notice of payment from the 
responsible carrier. These claims sometimes take longer to settle than claims involving one carrier. 

 

Formative Assessment 5 
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SECTION 6: COMMUNICATE FOR PROFESSIONAL 
SERVICE 

Specific Outcome 6: Communicate appropriately and effectively to render a professional services 

in the workforce. 

 

Range: Communicate appropriately and effectively to enhance customer satisfaction and consequently 

competitive practice  

 

Assessment Criteria 

 Explain and demonstrate effective ways of communication that will enhance customer satisfaction 
and competitive practise. 

 Select the most appropriate communication technology to be used in order to achieve the desired 
outcome according company policies and procedures. 

 Demonstrate effective ways of verbal and written communication in the Logistic Environment. 

 

6.1 Communication (SO6, AC1) 

Customer Needs 

In terms of customer service, most customers have the following needs: 

 The need to be understood - Customers need to feel that the message they are sending is being 
correctly received and interpreted 

 The need to feel welcome - Customers need to feel that you are happy to see them or to talk to 
them. 

 The need to feel important - Customers like to feel important and special 

 The need for comfort - Customers need physical and psychological comfort. 

 

There are a number of different ways of categorising what customers want and value.   

One of these is called the RATER scale. This is made up of five elements: 
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Reliability "Do what you say you will do, reliably and consistently" 
Relates to timeliness, consistency, regularity, accuracy 

Assurance "I need to be confident of the knowledge and courtesy of your staff" 
Relates to competence, knowledge, respect, credibility, honesty, 
confidentiality, safety, security 

Tangibles "Make sure your facilities, equipment, communication materials look attractive 
and are user friendly" 
Relates to appearance of facilities, staff, communication facilities 

Empathy "Treat me as an individual, in a caring and empathic way; understand my needs" 
Relates to access to staff and information, clear, appropriate and timely 
information, individualised attention 

Responsiveness "Be flexible and willing to help me; resolve my problems promptly and 
effectively" 

Relates to prompt service, willingness to help, problem resolution 

 

Most companies have both formal and informal methods of assessing what the customer actually wants. 

Customer service standards are based on these wants and needs and have already been discussed: 

 

Reliability

Assurance

TangiblesEmpathy

Responsiveness
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Communication is at the heart of many service provisions, so the way we communicate with our 
customers or potential customers is everything 

Customer communications matter, people’s expectations and demands of customer service is continually 
increasing so the companies that are successful focus on customer service and ensure a satisfying customer 
experience. We know it from our own personal experience, being very ready to return to the company that 
exceeded our expectations the next time we have a requirement for that product or service. 

 

According to the 7 Cs, communication needs to be: 

 

The 7 Cs of communication is summarised in the table below: 

Clear Concise Concrete Correct Coherent Complete Courteous



 

33 | P a g e  

 

Clear When writing or speaking to someone, be clear about your goal or message. What 
is your purpose in communicating with this person? If you're not sure, then your 
audience won't be sure either. 

 

To be clear, try to minimize the number of ideas in each sentence. Make sure 
that it's easy for your reader to understand your meaning. People shouldn't have 
to "read between the lines" and make assumptions on their own to understand 
what you're trying to say. 

Concise When you're concise in your communication, you stick to the point and keep it 
brief. Your audience doesn't want to read six sentences when you could 
communicate your message in three. 

Are there any adjectives or "filler words" that you can delete? You can often 
eliminate words like "for instance," "you see," "definitely," "kind of," "literally," 
"basically," or "I mean." 

Are there any unnecessary sentences?  

Have you repeated the point several times, in different ways? 

  

Concrete When your message is concrete, then your audience has a clear picture of what 
you're telling them. There are details (but not too many!) and vivid facts, and 
there's laser like focus. Your message is solid.  

Correct When your communication is correct, it fits your audience. And correct 
communication is also error-free communication. 

Do the technical terms you use fit your audience's level of education or 
knowledge? 

Have you checked your writing for grammatical errors? Remember, spell checkers 
won't catch everything. 

Are all names and titles spelled correctly? 

Coherent When your communication is coherent, it's logical. All points are connected and 
relevant to the main topic, and the tone and flow of the text is consistent.  

Complete In a complete message, the audience has everything they need to be informed 
and, if applicable, take action. 

Does your message include a "call to action", so that your audience clearly knows 
what you want them to do? 

Have you included all relevant information – contact names, dates, times, 
locations, and so on? 

Courteous Courteous communication is friendly, open, and honest. There are no hidden 
insults or passive-aggressive tones. You keep your reader's viewpoint in mind, and 
you're empathetic to their needs.  
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Cultural Sensitivity 

Cross cultural sensitivity is the quality of being aware and accepting of other cultures. 

This is important because what seems acceptable in other countries can be rude or derogatory in others. 

A person who is culturally sensitive is aware that there could be differences between their culture and 
another person’s, and that these differences could affect their relationship and the way they communicate 
with each other. A culturally sensitive person would understand other countries’ traditions and ways of life, 
or attempt to learn and apply new understandings.  

Importantly, culturally sensitive people attempt to be free from prejudices and preconceptions about other 
cultures. 

Being cross-culturally sensitive is important, however, it is not as easily done as it is said. Having cross-
cultural competence requires research to gain a better understanding and an informed view of the culture. 
Working with people of different cultures and ethnic groups helps people become cross-culturally aware. 

 

Tips on Intercultural Communication 

 Recognize that language proficiency does not mean (inter)cultural competence. 

 Seek feedback to confirm the other person understood what you were really communicating. 

 Paraphrase back to the sender what you understood them to have communicated. 

 Avoid expressions, jargon, acronyms and metaphors bound by your cultural references. 

 Use a red flag system—recognize whenever you have either a positive or negative emotional reaction 
to what is being communicated. Be careful, your reaction may not be appropriate to the real intent 
of the communication of the other. 

 Listen actively until the person is finished. Be conscious of patterns of speech and tone of voice—
both are subtle and easily mishandled. How you say it can be as important as what you say. 

 Listen to the silence—it means different things in different cultures. 

 Observe before you react. 

 Seek out a cultural informant/interpreter. 

 Use pictures, diagrams or stories to relay your message. 

 Attempt to learn the logic inherent in another culture—the connection between appearances, 
behaviours, values. 

 

Multiculturalism and Customer Service  

As discussed previously, Customer service experience can be a critical business differentiator. 

Now that markets are more and more global in nature, some companies are finding value in making customer 
service experiences multilingual and multicultural. 

While these multilingual, multicultural customer experiences (MMCE) are relatively common in face-to-face 
customer service, they are often ignored in contact center customer service. The following is a step-by-step 
approach for businesses to determine their needs for MMCE, and tips for implementing MMCE in the customer 
contact center. 
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Step Action 

1 Assess the importance of 
customer service 

Before getting started, ask how important customer service is to your 
business strategy. For example, if the lynchpin of your business 
differentiation and branding is low prices, product excellence, or 
operating efficiencies, a focus on MMCE may not make sense. 

2 Assess target markets Next, you need to clearly understand what countries and customer 
segments constitute your target market. This will help assess the 
need for MMCE, and identify what languages to support in your MMCE 
strategy. 

 

You can also find language preferences through primary customer 
surveys and in fact, you may find that customers may have different 
language preferences for different communication channels. For 
instance, English may be OK for email and chat but not for phone in 
many countries. 

 

Step Action 

3 Assess the scope of 
customer queries 

Customer queries fall into broad categories of varying complexity and 
interaction depth: informational (What is my account balance?), 
transactional (Can you help fill out my online form), advice-seeking 
(What calling plan and phone model are suitable for my lifestyle?) and 
diagnostic (My printer does not work) as illustrated in the figure 
below: 

 

The more complex the queries are, the higher the need is for MMCE. 
On average, transactional, diagnostic, and advice-seeking queries 
present more service differentiation opportunities through MMCE than 
informational ones. 

4 Train agents Despite the increasing use of self-service, agent-assisted customer 
service is here to stay. Due to globalization, cross-cultural 
communication has become a vital part of every agent's training more 
than ever before. Make sure to cover topics such as vocabulary, tone, 
and cultural etiquette. Clearly, this is more important in phone 
interactions than in other channels such as email due to its real-time, 
high-touch nature. This should be supplemented with voice 
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modulation training and accent neutralization for offshore phone 
agents. 

 

 

6.2 Communication Technology (AC2-3) 
When it comes to normal human communication we can find two main parts of communication channels.  

 written communication 

 verbal communication 

Both these types of communication can also be formal or informal, depending on the purpose of the 
communication. 

Today we also have the option of speedy communications: 

 telephone 

 cell phone 

 fax 

 e-mail from a laptop or PDA 

 live chat on websites or using Skype 

 placing and tracking orders on websites 

 text messages via cell phone 

Today we are able to talk to people in other distant countries immediately through the use of communication 
technology. 

We can still send correspondence via the Post Office (called snail mail) or courier if a hard copy of a 
transaction is required. 

Communicating in the freight handling industry 

By the nature of the industry, most communication will be done speedily either via the telephone, fax e-
mail or websites. Hard copies of documents will be sent by courier and the Post Office will not be used 
often. 

For this reason, you have to know the etiquette when talking to a customer over the telephone and the 
etiquette of sending e-mails. 

 

Step Action 

5 Adopt culturally-nuanced 
policies and practices 

Customer service policies and practices are often implemented with 
little or no consideration to cultural aspects. For example, think twice 
before implementing cross-selling or upselling. In some countries, it 
may not be polite to cross-sell even at the end of a successful 
customer service interaction. Likewise, a 48-hour response time for 
email queries may be acceptable in some cultures but tantamount to 
ignoring the customer in others. Another example is the use of 
informal salutation (i.e. addressing by first name) and communication 
tone in the United States versus the more formal salutation and tone 
that may be better suited for many other English-speaking countries. 
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Netiquette 

1. Never type a group of words or a phrase in upper case. IT MAKES IT LOOK AS THOUGH YOU ARE 
SHOUTING, doesn’t it? Other people will get the feeling that you are being a bit rude. The best idea is 
to stick to regular sentence case when blogging, emailing, commenting, messaging, etc…  

2. Always speak to others the way you would expect yourself to be spoken to in the physical world. Do not 
curse, swear, or insult others- just imagine what you’d feel like if you were spoken to like that!  

3. Make use of emoticons like and which help you to get your message across. At certain times, what 
you write in emails or messages may be misunderstood (omg I have too much experience in this matter 
lol) and using emoticons will help the understanding of your message. They also add a bit of color and 
interest to the message.  

4. Patience is the key on the web these days. If you are upset or angry about something, try and wait a 
while before writing another message. This way, you can calm down and think carefully about your 
wording in terms of politeness. Remember, once you hit ’send’, your message has gone into cyberspace 
forever!  

5. Get to the point! Do your best to keep your messages brief and to the point. This way, the receiver will 
get a clear understanding of what you mean to say.  

6. Be careful with using the “Reply All” option whilst in contact online. Do you really want everyone to get 
this message or only the person who sent it to you? 

7. If someone bullies you or writes something bad to you, don’t insult them back. Why? Cause it just doesn’t 
work! Simply ignoring them or blocking their messages does the trick. If your using a messaging service 
like AOL, Yahoo, or Gmail (As well as thousands of others) then here’s a little way of permanently 
annoying them. Save a copy of every email that was sent to you which you considered offensive and 
send directly to the administrators or customer service. This will most likely ban the perpetrator from 

ever using the service ever again .  

8. Never reply to people online who you do not know. The likelihood of malicious software being present 
is extremely high these days, and the worst case scenario is where a certain person wants to hurt you!  

9. Never forget to greet people politely in every message you send. It really makes you seem like a friendly 
person.  

10. Do not forward or create spam or chain letters. People would hate you to the max if you did this. It 
wastes time and has no point. Chain letters are just sometimes random and no one really gives anyway… 
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Telephone etiquette 

 Hold the telephone with your non-writing hand.  Try not to tuck the phone under your chin while 
you are typing or doing something else.  This will affect the quality of your voice and the caller will 
be able to tell that something is wrong. 

 Hold the telephone 2.5 cm in front of your mouth 

 Have a pen and paper ready so you can take notes.  NB:  Your office may have a system of message 
books or notelets.  If this is the case, ensure that the message is put in the accepted format. 

 Know how to use your telephone system correctly so that you are able to transfer calls, put callers 
on hold etc without creating the impression that you do not know what you are doing. 

 Be familiar with the list of extensions in your office, so that you can transfer calls with ease. 

 Answer promptly within three rings if possible or apologise for any delay 

 Put a smile in your voice: you do this by physically smiling when talking over the telephone.  People 
on the other side of the line can hear when you are friendly or unfriendly. 

 Do not shout into the phone or whisper so that the caller cannot hear you 

 In an office environment, use the official language of your area.  If the caller wishes to talk in his 
or her own local language and you are able to do so, then assist the caller in the language of 
preference. 

 Do not use slang or jargon but speak clearly  

 Make sure there is no disturbing background noise.  If a radio is playing while you are working, turn 
the sound down when you answer the phone so that the caller can hear you clearly 

 Greeting – company name – offer of assistance 

 Find out why the caller is calling and take the appropriate cause of action timeously. 

 If the call is for someone else, do not shout out the other person’s name or call out to enquire if 
your colleague is in the office.  If you cannot put the caller on hold, cover up the mouthpiece before 
you talk to someone else. 

 Acknowledge the caller’s request and take responsibility for actioning it 

 Do what you say you’re going to do.  If you promise that a colleague will return the call, check to 
see that this is done.    This is really important as there is nothing more frustrating for a caller than 
to sit and wait for someone to phone back and nothing happens.  

 If the desired course of action is to put the person through to a colleague make sure that your 
colleague receives the call.  Sometimes a caller is put through and an answer machine picks up the 
message.  This is very annoying for the caller who then has to phone a second time to find out if 
someone else can help him or her. 

 Be friendly and polite and courteous at all times 

 Use the caller’s name when possible.  This is both courteous and friendly and will make the caller 
feel that you are taking a personal interest in him or her. 

 If a person telephones who is unknown to you, you should address him or her as “Mr. / Ms Mabena” 

 Always remember to write the message in the message book 

 End the conversation on a positive note which leaves the caller with a good impression of the 
organisation 

The following statements will conclude your call in a professional manner 

“Thank you for calling, enjoy the rest of your day” 

“Thank you for your enquiry” 
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“Good bye and thank you for calling” 

“Thank you for calling, I will certainly get Sipho to call you as soon as he comes in” 

“If you have any questions, please call me” 

“If Sipho does not get back to you by this afternoon, please do not hesitate to contact me again” 

 

Business correspondence 

When writing a fax or letter to a client, you will use the formal register – in other words, you will not talk 
to the customer the way you talk to your friends. 

There are many kinds of business letters such as: 

 Enquiries and replies 

 Orders and follow-up letters 

 Claims and adjustment letters 

 Employment letters 

 Letters giving information about products and services 

 Letters to the press 

The layout of the letters will all be more or less the same but the style and register will vary depending 

on the industry and the corporate culture.  Banks, Insurance companies and legal firms tend to compose 
business letters using the formal register, while other companies and industries tend to use a less formal 
style that is a mix between the formal and informal register. 

Plan a business letter 

A successful business letter is based on clear thinking, a clear and definite purpose and adequate planning. 

 You have to read and reread all the correspondence that relate to the letter you want to write so 
that you can be sure your reply is complete. 

 Note the main ideas of the correspondence that relate to the letter you want to write 

 Collect background information to make sure that you are well-informed. 

 Sort your ideas and keep only information and ideas that are valid and have bearing on the letter 
you want to write. 

The first sentence of the body of the letter is the introductory sentence and will state (announce) or 

acknowledge something.  If you plan your introductory sentence carefully, it will attract the attention and 
interest of the reader. 

If you want someone to react favourably to your letter you have to convince them that it is to their 
advantage to do as you suggest.  To do this, you will adopt the ‘you-attitude or approach’: 

I am pleased to tell you… 

In your letter of ….. you asked … 

I have good news … 

Thank you for your interest in … 

The message of the letter: this will be the middle section of the letter.  Plan your paragraphs carefully 

and apply the principles of writing good paragraphs that you learnt in earlier modules.  Use positive words 
in your body and avoid negative words.  In the following table you will find examples of negative words that 
you must avoid. 
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Inferior Stupid 

Unacceptable Neglect 

Blame Cancel 

No Incompetent 

Refuse Failure 

Defective fault 

ignorant biased 

 

For example, when a client complains about something do not say: 

“We have received your letter in which you allege that the spare parts have been damaged..” 

Rather say:  

“Thank you very much for telling us about the problem you  have with the spare parts…” 

Select words that are simple, clear and direct.  Avoid fancy, smart and bombastic words that most people 
don’t understand.  Remember not to use legalese, jargon, slang, etc unless you are sure your reader will 

understand or unless you have to use technical or legal language. 

As soon as you have achieved the purpose of writing the letter, stop writing.  The concluding paragraph in 
a business letter should convince the reader that he/she is a customer or client of value, it should promote 
goodwill and contribute to good public relations: 

Please tell us if you need more information 

We look forward to receiving your instructions 

An example of a business letter follows. It contains an error, see if you can find it. 
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When writing a fax, the same rules as a business letter would apply, but the format of the document is 
different. See the exampel provided. 

 

 

 

 

Formative Assessment 6 
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SECTION 7: MAINTAINING INTERPERSONAL 
RELATIONSHIPS 

Specific Outcome 7: Establish and maintaining interpersonal relationships. 

 

Assessment Criteria 

 Explain your understanding of what constitutes interpersonal relations. 

 Recommend new ways for enhancement of relationships according to company procedures. 

 Explain requirements for compliance with statutory legislation applicable to company policies and 
procedures. 

 

Range  

 Statutory Legislation refers to but is not limited to: BATHO PELE Principles. 

 

7.1 Interpersonal Relationships (SO7, AC1)  

Defining the Concept 
 

An interpersonal relationship is an association between two or more people that may range from 
fleeting to enduring. 

 

This association may be based on romantic attraction, love, solidarity, regular business interactions, or some 
other type of social commitment.  

Interpersonal relationships are formed in the context of social, cultural and other influences. The context 
can vary from family or kinship relations, friendship, marriage, relations with associates, work, clubs, 
neighbourhoods, and places of worship. They may be regulated by law, custom, or mutual agreement, and 
are the basis of social groups and society as a whole. 

A relationship is normally viewed as a connection between two individuals, such as a romantic or intimate 
relationship, or a parent–child relationship. Individuals can also have relationships with groups of people, 
such as the relation between a pastor and his congregation, an uncle and a family, or a mayor and a town.  

Development 

Interpersonal relationships are dynamic systems that change continuously during their existence. Like living 
organisms, relationships have a beginning, a lifespan, and an end. They tend to grow and improve gradually, 
as people get to know each other and become closer emotionally, or they gradually deteriorate as people 
drift apart, move on with their lives and form new relationships with others.  

 

One of the most influential models of relationship development was proposed by psychologist George 
Levinger. This model was formulated to describe heterosexual, adult romantic relationships, but it has been 
applied to other kinds of interpersonal relations as well. According to the model, the natural development 
of a relationship follows five stages: 
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Stage Explanation 

1 Acquaintance 

Becoming acquainted depends on previous relationships, physical proximity, first 
impressions, and a variety of other factors. If two people begin to like each other, 
continued interactions may lead to the next stage, but acquaintance can continue 
indefinitely. 

2 Buildup 
During this stage, people begin to trust and care about each other. The need for 
intimacy, compatibility and such filtering agents as common background and goals 
will influence whether or not interaction continues. 

3 Continuation 

This stage follows a mutual commitment to a long-term friendship, romantic 
relationship, or marriage. It is generally a long, relative stable period. 
Nevertheless, continued growth and development will occur during this time. 
Mutual trust is important for sustaining the relationship. 

4 Deterioration 

Not all relationships deteriorate, but those that do tend to show signs of trouble. 
Boredom, resentment, and dissatisfaction may occur, and individuals may 
communicate less and avoid self-disclosure. Loss of trust and betrayals may take 
place as the downward spiral continues, eventually ending the relationship. 
(Alternately, the participants may find some way to resolve the problems and 
reestablish trust.) 

5 Termination 
The final stage marks the end of the relationship, either by death in the case of a 
healthy relationship, or by separation. 

 

Interpersonal relationships usually involve some level of interdependence. People in a relationship tend to 
influence each other, share their thoughts and feelings, and engage in activities together. Because of this 
interdependence, most things that change or impact one member of the relationship will have some level 
of impact on the other member. 

 

7.2 Enhancing Relationships (SO7, AC2)  

Techniques on Enhancing Interpersonal relationships 

Below are 11 techniques that you can use to enhance your interpersonal relationships.   

1. Don’t criticize, condemn, or complain about people.  

There’s no faster way create resentment toward you than to criticize or complain about a person. Instead 
of telling people they’re doing something wrong, consider asking them questions to try to find out why they 
do what they do. Offer them an alternative in a way that comes across as trying to help. Show them how 
doing things the way you would like them done can benefit them or lead to reward.  

2. Appreciate people.  

If you’re normal, you’re probably very quick to notice things you don’t like about people. Maybe you 
sometimes even let people know when you don’t like something. I’ll let you in on a secret that can vastly 
improve your interpersonal relations very quickly: whenever you see someone, imagine them wearing a 
flashing sign on their chest that says APPRECIATE ME, PLEASE! Then, give them what they want. If you start 
appreciating the good things others are doing, they are much more likely to give you more good things to 
appreciate. Just make sure your appreciation is genuine. People will pick up on it if you’re just feeding 
them a line, in which case you’re better off having said nothing at all. You might have heard this saying 
when you were growing up: “If you can’t say something nice, don’t saying anything at all.” Wise advice! 

3. Solve your own problems by solving other people’s problems.  
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This relates to number one. If you would like someone to do something or act in a certain way, try to figure 
out how what you want might benefit him or her. This works especially well for people who work in sales. 
Instead of telling your potential clients how great your product is, ask them questions to find out what 
problems they might have. Once you know those issues, you can then work with your clients to help solve 
them. If they don’t have a problem your product or service solves, then you know that you’re not a good 
match.  

It saves a lot of time on chasing clients that were never really potential sales anyway. 

4. Be genuinely interested in others.  

You’ll make more friends by being interested in others than you ever will by trying to get people to be 
interested in you. This was touched on earlier, but it’s worth repeating here. Not everyone will admit it, 
but the truth is, most people’s favorite subject is themselves. Use this to your advantage. Become genuinely 
interested in other people. Ask them questions. Talk to them about things they’re interested in. Put the 
focus on them. You’ll quickly gain their friendship.  

 

5. Smile.  

Smiles are infectious. They make others feel warm inside and warmer toward you. Force yourself to do it if 
you have to because it will ultimately make you feel better too. Try it right now: just smile! 

6. Be a good listener.  

This goes back to the principle of focusing on the other person. Listen more than you speak and encourage 
others to talk about themselves and you’ll quickly develop good interpersonal relations with them. 

7. Make others feel important.  

If someone is important to you in any way, tell them so! This goes for any type of interpersonal relationship 
including your spouse, kids, employees, coworkers, your friends, family — anyone!  

People like to feel important. Give them what they want and they will love you for it. Again, it’s important 
that you do this with sincerity. People can easily tell when you’re just dishing something out for personal 
gain. Mean it when you say it. 

8. Avoid arguing, and understand that you really aren’t always right.  

When two people argue, neither one is really listening to the other. You’ll be better off to try and remain 
calm and listen to the other person’s thoughts. Then take some time to consider them. Maybe you’re not 
right! And if you are right, telling someone else will only make them resentful. Be tactful in your approach 
and consider the other person’s feelings. Try asking yourself how you would feel in their situation. 

9. If you’re wrong, admit it.  

You can really harm your interpersonal relations if you refuse to admit when you’re wrong. It’s frustrating 
for others and it damages their trust in you. If you’re wrong, or you made a mistake, admit it. This will 
quickly clear the air and allow everyone to move on. 

10. Save your anger.  

If you approach someone in anger, their defenses immediately go up and your discussion will go nowhere. 
If you have a problem with someone that needs to be sorted out, approach that person calmly. Ask them if 
you can sit down with them to work on an amicable solution for both of you. Everyone thinks more clearly 
when they’re calm. 

11. Suggest, don’t tell.  

Interpersonal relations are strained when you tell someone how to do something or how to think. People 
like to come up with their own beliefs or opinions of how to do things. Instead, try offering suggestions. 
Suggestions leave people more open to considering your idea rather than stubbornly defending their 
position. 

 

 

The Supervisor’s Role 
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Interpersonal relations at work (and away, too) serve a critical role in the development and maintenance of 
trust and positive feelings in an organization. 

Although the quality of interpersonal relationships alone is not enough to produce worker 
productivity, it can significantly contribute to it.  

An effective supervisor needs to abstain from showing favouritism; make difficult, sometimes unpopular, 
decisions; show concern for subordinates without appearing to pry; and avoid misusing supervisorial power.  

In fulfilling responsibilities, supervisors need to strike the right note in their interpersonal relations with 
workers. New supervisors, especially those who have moved up through the ranks, are often counselled to 
keep a healthy distance from workers. Supervisors must be approachable and friendly, yet fair and firm. A 
good sense of humour also helps.  

 

Organisational Code of Conduct 

 

Good interpersonal relationships are a key component of any productive working environment. 

The code of conduct describes how people are expected to behave towards, and make decisions that affect, 
the stakeholders.  It is a formal part of an organisation’s policies and procedures.  Normally, the code of 
conduct is a formal statement of the organisation’s values on ethical and social issues. 

In small organisations, it is easy to monitor the performance of employees and take note of comments from 
customers, suppliers, competitors and other stakeholders. 

In bigger organisations, this becomes extremely difficult.   

Instead, the organisation needs to put together a list of guidelines that allows managers and supervisors at 
lower levels to ensure that the employees below them are behaving at the same standard as every other 
employee in the organisation. 

The purpose of a code of conduct is to help ensure that everyone in the organisation consistently 
makes the same ethical choices in their jobs. 

By developing codes of ethics and conduct, it is clear to everyone within the organisation what is expected 
and will help to avoid conflict.  It will also be clear to your clients / customers, funding bodies and others 
external to the organisation that you are operating fairly and honestly. 

Compliance with the Code is obligatory and transgressions can be viewed as misconduct and may be 
subjected to the application of the Disciplinary Code and Procedures of the organisation. 

Codes of conduct explain general principles about an organisation’s beliefs with regards to quality, 
employees or the environment.  It could include aspects such as: 

 Professionalism 

 Accountability 

 Effectiveness and efficiency 

 Fairness and reasonableness 

 Balanced decision making 

 Thoroughness 

 Decency and honesty 

 Religious doctrines and value systems 

 Legal rules 

The code of conduct has implications for all the organisation’s stakeholders: 
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 Employees are monitored and their actions are judged according to the code; and 

 Managers are promoted on the basis of the code. 

As discussed previously, the code also determines how the organisation should treat suppliers, customers, 
intermediaries and other stakeholders. 

The code of conduct will contribute to the organisation’s reputation and goodwill.  If the code covers areas 
that are important to a certain group, that group may look at the organisation more favourably.   

 

7.3 Compliance with Statutory Legislation (SO7, AC3) 

The Legal Framework 

Service delivery improvement is a challenge that requires an obligation of all public servants to work 
towards, not only meeting government's objectives but also gratifying the aspirations of members of the 
public for access to quality services and a better life for all.   

Nothing should excuse government’s failure to respond to these expectations, as they are legitimate and 
noble. 

For this to happen, even within the context of government’s limited resources, everyone serving in the 
public service, needs to do so with a high degree of commitment and a sense of duty. 

Public Servants are not required to do something different from their normal work, but to do their 
normal work differently through living the Batho Pele principles and the new belief set of "We belong, 
We care, We serve". 

Batho Pele has its roots in a series of policies and legislative frameworks.  These policies and legislative 
frameworks have been categorised into three themes namely: 

 those that are overarching or transversal; 

 those that deal with access to information; and 

 those that deal with transformation of service delivery. 

 

The overarching/transversal legislative frameworks are: 

 The Constitution of the Republic of South Africa of 1996 (as amended).  (Section 32 of the 
Constitution provides for the universal right of access to information held by the State to facilitate 
the exercise or protection of any right by citizens. E.g. the right to access public services in an 
equitable, convenient and cost-effective manner). 

 The White Paper on the Transformation of the Public Service of 1995 (WPTPS)  

 Public Service Regulations of 1999 and 2001  

These legislative frameworks strive to transform a culture of Public Service delivery from laying down service 
packages to citizens, to putting citizens at the centre of service delivery.  

Accordingly, all government departments both national and provincial are bound to align their service 
delivery mandates and service delivery improvement plans with the overall service delivery priorities of the 
government based on the needs of the citizens. 

They require the setting up of service standards, defining outputs and targets, and benchmarking 
performance indicators against international standards.  It also calls for the implementation of monitoring 
and evaluation mechanisms and structures to measure progress on a continuous basis. Other requirements 
include: 

 The alignment of staffing plans, human resources development processes and organisational 
capacity building with the needs of citizens;  
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 The development of financial plans that link budgets directly to service needs and personnel plans;  

 Identifying and entering into partnership agreements with the private sector, non-governmental 
organisations (NGOs) and Community-Based Organisations (CBOs) which will provide more effective 
forms of service delivery; and 

 The development, particularly through training, of a culture of customer care and sensitivity 
towards the diversity of citizens in terms of race, gender and disability. 

Access to Information 

These legislative frameworks are intended to give effect to the Constitutional right of the citizen to have 
access to any information held by the State and binds government institutions to have information available 
and regularly updated to meet the changing needs of the citizens. They include: 

 Open Democracy Act of 2000  

 Promotion of Access to Information Act of 2000  

 Electronic Communications and Transactions Bill of 2002  

 E-Government Strategy of 2001  

The legislative prescripts promote the harnessing of innovative IT based solutions to make service as well 
as information on services within and across government departments more accessible in an integrated 
manner, particularly to people in under-serviced areas.  

These include e-government services, electronic communications and transactions with public/private 
bodies, institutions and citizens and development of electronic transactions services, which are responsive 
to the needs of citizens and consumers. 

Transforming Public Service Delivery 

The following legislative prescripts enable the progressive increase of access to public services and promote 
efficient administration and good governance in the public sector: 

 White Paper on Transforming Public Service Delivery of 1997  

 Promotion of Administration Justice Act (AJA) of 2000  

 Public Finance Management Act of 1999  

These legislative prescripts also prescribe the creation of a culture of accountability, openness and 
transparency in public administration.  The AJA prescribes that in order to give effect to the right to 
procedurally fair administrative action, the public should be consulted.  It also emphasizes the citizens' 
rights to redress. 

PFMA stresses accountability in public administration and advocates value for money in procurement of 
goods and services within the public service.  In this regard the Act forbids fruitless, wasteful and 
unauthorised use of public funds. 

Batho Pele 

Batho Pele, a Sotho translation for 'People First' 

Batho Pele is an initiative to get public servants to be service orientated, to strive for excellence in service 
delivery and to commit to continuous service delivery improvement. 

Batho Pele is a simple and transparent mechanism, which allows citizens to hold public servants accountable 
for the level of services they deliver (Batho Pele Handbook - A Service Delivery Improvement Guide). 

Batho Pele is not an "add-on" activity.   

It is a way of delivering services by putting citizens at the centre of public service planning and 
operations.  It is a major departure from a dispensation, which excluded the majority of South 
Africans from government machinery to the one that seeks to include all citizens for the achievement 
of a better-life-for-all through services, products, and programmes of a democratic dispensation. 
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The Vision and Mission 

The purpose of a vision and a mission is to encourage a sense of common purpose and uplift members 
of an organisation towards action.   

Batho Pele vision and mission originated from the realisation that government should transform service 
delivery mechanisms to meet the needs of citizens.  In this context the following vision and mission 
statements were developed to energise the transformation efforts of public servants: 

Batho Pele Vision 

"To continually improve the lives of the People of South Africa by a transformed public service, which is 
representative, coherent, transparent, efficient, effective, accountable and responsive to the needs of all" 

Batho Pele Mission 

"The creation of a people-centred and a people-driven public service that is characterised by equity, quality, 
timeousness and a strong code of ethics." 

Belief Set 

For the implementation of Batho Pele to succeed, organisational culture has to be changed to contain Batho 
Pele as a way of life.  

This means that departments should take inventory of their values, as well as behaviours and attitudes of 
employees. Departments would then be able to take necessary steps to prepare public servants for the 
revitalised Batho Pele Culture of responsiveness, efficiency and effectiveness in delivering services to the 
public. 

The New Belief Set namely "we belong, we care, we serve" captures the Batho Pele culture. The Belief Set 
is meant to support the eight Batho Pele Principles. A belief set is a value system, which serves as a relatively 
permanent ideal that should influence and shape the general nature of public servants' behaviour. For it to 
have the most impact, a Belief Set should be a vital part of any service delivery operations, strategic 
planning and implementation strategy of all programmes and not an "add-on". 

“We belong” 

Public servants are social people whose needs should be recognised and fulfilled.  This recognition of needs 
will infuse a sense of belonging to the public service family. We belong because we are recognised and 
rewarded for living Batho Pele.  

Citizens who feel satisfied, will develop a spirit of patriotism towards the country and will also feel a sense 
of belonging.  In practical terms, this part of the belief set underlines the importance of the human resources 
function.   

It is their duty to ensure that practices, processes, systems such as conditions of service, rewards and 
recognition as well as training and development among others, instil a sense of belonging among public 
servants. 

Furthermore, this Belief Set is also about: 

 Encouraging a spirit, culture and practice of alliance, teamwork and collegiality among all public 
servants thereby promoting effective intergovernmental relations.  

 Building a learning Public Service.  

 Promoting partnerships with the receivers and beneficiaries of public services and therefore 
ensuring that the public service is reactive to people's needs in line with the notion of "Putting 
People First".  

 

“We care” 

Public servants should be polite and well mannered when providing services to the public by  

 listening to their problems; 

 apologising when necessary; and  
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 serving people with a smile.  

We care because we are dedicated to doing a job to the end, making sure that we deliver beyond customer 
expectations.   

Public servants should respect all citizens irrespective of  

 background; 

 gender; 

 colour; or 

 creed. 

“We serve” 

In order to have a sense of service, the public service should  

 develop service standards; 

 provide information;  

 seek service delivery solutions; and  

 go beyond the call of duty.  

We serve by delivering quality services and making citizens look forward to receiving world-class integrated 
service delivery. This could be achieved by: 

 Foreseeing customer needs through the implementation of regular customer surveys on the type of 
services citizens would want to receive.  

 Offering integrated service delivery through institutions like Multi-purpose Community Centres 
(MPCCs) and other innovative forms of service delivery in communities.  

 Going beyond the call of duty even under difficult circumstances where there are limited resources.  

 

The Batho Pele Principles 

Eight Batho Pele principles were developed to serve as a suitable policy and legislative framework regarding 
service delivery in the public service.  

 These principles are aligned with the Constitutional ideals of: 

 Promoting and maintaining high standards of professional ethics;  

 Providing service impartially, fairly, equitably and without bias;  

 Utilising resources efficiently and effectively;  

 Responding to people's needs; the citizens are encouraged to participate in policy-making; and  

 Rendering an accountable, transparent, and development-oriented public administration  

 

The eight Batho Pele principles are: 

1.  Consultancy 

2.  Setting Service Standards 

3.  Increasing access 

4.  Ensuring courtesy 

5.  Providing information 

6.  Openness and transparency 

7.  Redress 



 

51 | P a g e  

 

8.  Value for Money 

1.  Consultancy 

There are many ways to consult users of services including 

 conducting customer surveys; 

 interviews with individual users; 

 consultation with groups; and  

 holding meetings with consumer representative bodies, NGOs and CBOs.  

Often, more than one method of consultation will be necessary to ensure completeness and 
representativeness.  Consultation is a powerful tool that enriches and shapes government policies such as 
the Integrated Development Plans (IDPs) and its implementation in Local Government sphere. 

 

2.  Setting Service Standards 

This principle underpins the need for benchmarks to continuously measure the extent to which citizens are 
satisfied with the service or products they receive from departments.  

It also plays a vital role in the development of service delivery improvement plans to ensure a better life 
for all South Africans.  Citizens should be involved in the development of service standards. 

Standards need to be precise and measurable so that users can judge for themselves whether or not they 
are receiving what was promised.  Some standards will cover processes, such as the length of time taken to 
authorise a housing claim, to issue a passport or identity document, or even to respond to letters. 

To achieve the goal of making South Africa globally competitive, standards should be benchmarked (where 
applicable) against those used internationally, taking into account South Africa's current level of 
development. 

3.  Increasing Access 

One of the main aims of Batho Pele is to present a framework for making decisions about delivering public 
services to the many South Africans who do not have access to them.  

Batho Pele also aims to correct the disparities in the allocation of existing services. Examples of initiatives 
by government to improve access to services include such platforms as the Gateway, Multi-Purpose 
Community Centres and Call Centres. 

Access to information and services empowers citizens and creates value for money and quality services.  It 
lessens unnecessary expenditure for the citizens. 

4.  Ensuring Courtesy 

This goes beyond a polite smile, 'please' and 'thank you'. It necessitates service providers to empathize with 
the citizens and treat them with as much consideration and respect, as they would like for themselves. 

The public service is committed to continuous, honest and transparent communication with the citizens.  
This involves communication of services, products, information and problems, which may hamper or delay 
the efficient delivery of services to promised standards.  If applied properly, the principle will help discredit 
the negative perceptions that the citizens in general have about the attitude of the public servants. 

5.  Providing Information 

As a requirement, available information about services should be at the point of delivery, but for users who 
are far from the point of delivery, other arrangements will be needed.  

Managers and employees should regularly seek to make information about the organisation, and all other 
service delivery related matters available to fellow staff members. 

6.  Openness and Transparency 

An important aspect of openness and transparency is that the public should know more about the way 
national, provincial and local government institutions operate, how well they use the resources they use, 
and who is in charge.  
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It is foreseen that the public will take advantage of this principle and make proposals for the development 
of service delivery mechanisms, and to even make government employees liable and responsible by raising 
queries with them. 

7.  Redress 

This principle stresses a need to identify quickly and correctly when services are falling below the promised 
standard and to have procedures in place to cure the situation. This should be done at the individual 
transactional level with the public, as well as at the organisational level, in relation to the entire service 
delivery programme. 

Public servants are encouraged to welcome complaints as an opportunity to better service, and to deal with 
complaints so that weaknesses can be remedied quickly to the advantage of the citizen. 

8.  Value for Money 

Many developments that the public would like to see often necessitate no additional resources and can 
sometimes even lower costs.  Failure to give a member of the public a simple, satisfactory explanation to 
an enquiry may for example, result in an incorrectly completed application form, which will cost time to 
correct. 

Objectives of Batho Pele 

The Batho Pele strategy on service delivery was developed to meet the following strategic objectives: 

 To introduce a new approach to service delivery which puts people at the centre of planning and 
delivering services;  

 To improve the face of service delivery by promoting new attitudes such as increased commitment, 
personal sacrifice, dedication; and 

 To improve the image of the Public Service. 

The principles of Batho Pele need to be honoured during Public- and Private Sector Partnerships. 

 

 

Formative Assessment 7 
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http://en.wikipedia.org/wiki/Interpersonal_relationship  

http://www.positive-attitude-tips.com/interpersonal-relations.html  

http://cnr.berkeley.edu/ucce50/ag-labor/7labor/12.htm  

http://www.servicetax.gov.in/st-profiles/cargo-handling.htm  

http://www.teta.org.za/Chambers/FreightHand/overview.shtml  

http://www.ncf.org.za/smme/roadfreight.pdf  

http://www.ehow.com/how_8651282_calculate-freight-costs.html  

http://en.wikipedia.org/wiki/Less_than_truckload_shipping  

http://blogarchive.hillandknowlton.com/blogs/lisawalker/archive/2007/11/05/how-do-you-

define-professionalism.aspx  

Professionalism.  Accessed on http://www.ehow.com/about_4780106_define-

professionalism.html (Date accessed: 10 August 2011) 

Service Level Agreement.  Accessed on http://en.wikipedia.org/wiki/Service_level_agreement 

(Date accessed: 10 August 2011) 

Damage control.  Accessed on http://www.organizedleader.com/damage-control-in-customer-

service.html (Date accessed: 10 August 2011) 
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