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BACKGROUND:
Graduated with B. Engineering (Hons) from University of 
Sheffield (U.K)
Certificate in Management Consultancy (CMC) from 
Japan Productivity Centre (1989)
20 years service with Standards, Productivity & 
Innovation Board (SPRING) Singapore in various 
capacities(Productivity Management, SME Development, 
Business Excellence)
Expert Trainer for Third Country Training Programme 
(JICA, APO, Commonwealth Secretariat, UNIDO)
Team Leader (Assessor) for Singapore Quality Award   
(1994 – 2008)
Project Manager for G-G Technical Assistance to 
Government of Botswana on Productivity Movement 
(1993 – 2002)
Consultant to Kingdom of Bahrain for Labour Reform 
initiative.
Resource Trainer to Botswana Public Service on Executive 
Leadership Programme (Customer Focus Module)

QUEK Aik Teng
Email: qat2005@gmail.com
Mobile: +65-93631934
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At the end of the program, participants will be able to:

•Assess the level of service management in your
respective organizations;
•Examine examples of the best practices in the
Singapore Public Service sector, and evaluate their
appropriateness for adoption.
•Apply the tools and concepts shared, and to review,
develop and/or execute the service strategy of your
organization.
•Identify and prioritize suitable projects for follow-up
actions

Module Objectives



© Civil Service College, Singapore, Jan 2013

Programme Outline

Managing & Implementing Service Excellence

Day 1:

AM Introductions
• Program Briefing
• Ice Breakers
• Singapore’s Governance System

Lunch Break

PM Service Excellence Models
•Public Service for the 21st Century (PS 21)
•Public Sector Transformation
•Group Discussion
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Programme Outline

Managing & Implementing Service Excellence

Day 2:

AM Review of Day 1
Fundamentals of Effective Customer Service
•5 Key Elements of Customer Service

• E1: Identify & Understand Your Customer
• Who Are Your Customers?

Lunch Break

PM Fundamentals of Effective Customer Service
•E1: Identify & Understand Your Customer

• Customer Needs exercise
• Listening to the Customer
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Programme Outline
Managing & Implementing Service Excellence

Day 3:

AM Review of Day 2
• Fundamentals of Effective Customer Service

• E2: Build a Customer Service Strategy
• Develop Strategic Service Intent
• Develop Action Plan
• Develop Implementation Plan
• Develop Measurement System
• Sharing & Discussions of Customer Service Plans.

Lunch Break

PM Fundamentals of Effective Customer Service
•E3: Recruit & Manage the Right People

• Recruiting Good Customer Service Employees
•E4: Develop Customer Service Standards
•E5: Shape Policies and Practices with the help of Customers
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Programme Outline
Managing & Implementing Service Excellence

Day 4:

AM Review of Day 3
Customer Relationship Management
•Complaint Quiz
•Complaint Management System
•Service Recovery
Social Media
•Trends in Social Media
•Group Discussion

Lunch Break

PM Program Wrap-up and Follow-Up Actions Discussion
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ICE BREAKER
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Ice Breaker

• In pairs, introduce the person sitting on your left/right

o Name & Designation

o From which organisation 

o Key responsibilities

o What he/she hopes to learn from this program

2 minutes per introduction!!!

9
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($52,744)

($30,942)
($9,657)

($5,737)

($2,850)

($1,831)

($3,357)

($1,198)

($2,109)

($1,246)

* GDP per capital USD, data from ASEAN Secretariat and IMF-World Economic Outlook 2016

http://loadebookstogo.blogspot.com/2012/08/asean.html
http://loadebookstogo.blogspot.com/2012/08/asean.html
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Singapore Governance System
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The Singapore Public Sector

• Comprises of:

• The Singapore Civil Service (16 Ministries 

and Organs of State)

• The Singapore Armed Forces

• The Singapore Legal Service

• The Singapore Police Force

• 66 Statutory Boards
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The Singapore Civil Service

Mission

• We work with the elected government to shape 
Singapore's future, forge a common vision among 
Singaporeans and transform the vision into reality. 

• We safeguard the independence, sovereignty, security 
and prosperity of Singapore.  

• We uphold justice and equality, guided by the principles 
of incorruptibility, meritocracy and impartiality.
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The Singapore Civil Service

• The civil service is the country's largest employer, with 
141,000 officers in 16 Ministries and more than 60 Statutory 
Boards.

• Widely regarded as one of the most efficient and 
uncorrupted bureaucracies in the world, with a high 
standard of discipline and accountability

• Widely regarded as one of the key contributors to the 
success of Singapore since independence.

14
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The Singapore Approach to                            
Good Governance
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Approach to Governance Shaped by 

our Unique Circumstances

• Small with Limited Resources

• Diverse and Uncertain Region

• Dependent on own 

resourcefulness

• Political system, including the 

legacy of the PAP Government

“Since we are too small to influence the course of world 
events, we constantly have to adjust ourselves to them, for 
better or for worse.”

Dr Goh Keng Swee, Minister for Defence, 1973
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Factors Impinging on our Approach to 
Governance

• Hence the approach takes cognizance of the 
following 

– No one owes us a living

– Stay relevant

– Well-plugged into global economy

– Peace & Security the foundation of growth

17
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Our Imperatives
• Good and proactive leadership to ensure that our national interests are 

protected; 

• High standards of Government to ensure that public trust is maintained; 

• Optimization of our resources and potential to compensate for our 
shortcomings; 

• International space to compensate for our lack of hinterland; 

• Relentless adaptation and remaining relevant in a fast changing world; 

• Greater ingenuity in dealing with challenges; 

• Preservation of  our core values and identity in order to maintain our 
distinctiveness; 

• Greater sense of belonging or rootedness in addition to preserving our core 
values and identity; and 

• Continuous re-examination of its role to ensure it remains relevant 

18
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Leadership is Key

 Eschew corruption

 Do what is right, not what is 
popular

 Be pragmatic

 Provide long-term vision

Reward for Work; 

Work for Reward

 Self-reliance, not welfare

 Meritocracy for best use of talent

A Stake for Everyone, 
Opportunities for All

 Singapore a global city and 
choice home

 Promote collective responsibility

 Beyond physical stakes

 Preserve core values & interests

Anticipate Change; Stay Relevant

 Stay nimble and flexible

 Be better organized than 
competitors

 Exploit opportunities even in 
adversity

 Turn constraints into advantages

Philosophy/Principles of Governance
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Summary: Singapore’s Governance Model

• Importance of rules, institutions, systems 

and structures; 

• Focus on building the capability and 

capacity of institutions and structures 

which constantly anticipates and adapts to 

new knowledge, technologies, 

circumstances and expectations;
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Summary: Singapore's Governance Model

• Good, pragmatic policy decision and 

choices with clear, realistic and achievable 

goals: 

– contributed to the achievement of 

desired outcomes at the national level.
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Summary: Overall Framework

UNIQUE 
ENVIRONMENT

UNIQUE NATION

UNIQUE 
GOVERNMENT

Good, Proactive Leadership

High Standards of Government

Optimise Resources & Abilities

Greater Ingenuity

International Space

Adapt To Stay Relevant

Safeguard Values & Identity

Greater Sense Of Belonging

Continuous Self-Review

Reward For 
Work; Work For 

reward

A Stake For 
Everyone, 

Opportunities 
For All

Leadership Is 
Key

Anticipate 
Change & Stay 

relevant

Factors Imperatives Key Principles Goals

4 GOALS
•Security
•Opportunity
•Best Homes 
•Rooted &       
Engaged Citizens
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Service Excellence Model

CSC Confidential - Not to be reproduced without the prior permission from Civil Service College 23
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Public Service for the 
21st Century (PS21)

Rationale:

Changing external environment

• We face a constantly changing global landscape and need to tackle issues such as increase economic 

competition, geopolitical shifts and demographic change. PS21 helps the Public Service to understand that 

changes is constantly occurring in the environment we operate in and to anticipate the change that will take 

place.

Dynamic, progressive & nimble Public Service

• PS21 encourages a Public Service that is responsive, flexible and innovative. This helps to maintain 

Singapore’s competitive advantage and contributes directly to the success of Singapore.

Empowered & engaged public officers

• PS21 encourages a mindset that welcomes experimentation and a desire to continually find new and 

better ways of doing things. PS21 gives every public officer the mandate and platform to contribute their 

ideas for a successful Public Service. This recognizes people as a critical resource of the Public Service and 

contributes towards job engagement and satisfaction
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Public Service for the 
21st Century:

Theme: “Being in Time for the Future”

•Anticipate Change - accepting unpredictability but being 

prepared for alternative landscapes

•Welcoming Change – having a mindset that sees 

opportunities that change bring about

•Executing Change – leading people and managing of systems 

for Excellence 
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SQA Excellence Model
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PS21 Structure

People
• Excellence through Continuous 

Enterprise and Learning (ExCEL)
• Panel for Employee Engagement 

and Recognition (PEER)

Citizens & 
Customers
• Quality Service 

Committee (QSC)

Ministries, Statutory Boards and Departments

Systems
•Cut Bureaucracy Committee (CBC)
•OE Committee (OEC)
•Economic Drive Committee (EDC)
•ICT Committee

PS21 EXCO

PS21 Office
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29

2012….

Public Sector Transformation
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30

30
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31

Public Sector Transformation (PST) Themes

Citizen-centricity involves putting 

citizens’ perspective & concerns at the heart 

of policy design & service delivery

More optimal outcome for citizens would 

be achieved if agencies think, plan & 

service as one public service

Trust enables different parties to 

accept that even if they do not 

necessarily agree with each other, 

each party is acting in good faith & 

is working for the common good.
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WHOLE-OF-GOVERNMENT (WOG) ACTION AREAS

32

1 Improve staff engagement

2 Prevent fraudulent behaviour and misconduct

3 Strengthen service capabilities

4 Improving government communications

5 Joint-solutioning for better outcomes

6 Engage the public

7 Easy and pain free citizen experience

8 Improve sense-making capabilities

9 Understand and incorporate stakeholder perspective

10 WOG data-sharing as a default.
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1. Improved relationship between clients
and businesses

2. Promotion of innovation and
creativity in the delivery of services

3. Recognition of employees who deliver
excellent service

4. Higher level of confidence in the
businesses

Benefits of 
Service Excellence
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Group Discussion

In your respective groups, discuss the following:

1.a) What are the challenges facing the Cambodian Public 
Service / my organization in delivering world-class public service 
to your citizens / customers?  

b) How can the challenges be overcome?

2.a) What innovations can help boost the customer service 
levels of the Cambodian Public Service / my organization 
in the next 3 – 5 years?

b) Discuss the challenges to implement these innovations.
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Fundamentals of Effective 

Customer Service
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National Program For Public 
Administrative Reform (2015 – 2018)
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National Program for Public 
Administration Reform (NPAR)

Vision:

“To Transform the Public Administration into 
an Effective Public Service Provider and a 
Reliable Partner Towards Serving People 
Better”.
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National Program for Public 
Administration Reform (NPAR)

Public Service Objectives:

•Ensure accessibility of public service
•Provide public services based on the actual needs 
of service users
•Provide public services at the location of needs
•Promote transparency and accountability of public 
service delivery
•Improve quality and efficiency of public service 
delivery. 
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National Program for Public 
Administration Reform (NPAR)

Public Service Strategies:

•Promote the change of mindset of civil servants 
within the framework of public service delivery from 
the administrator to the service provider and 
valuable service users.
•Improve the organizational structure into the 
operating structure to enable improved service 
quality at front lines and strengthen the capacity of 
service delivery units
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Role of Public Sector

•Servicing clients – identify needs, attuning service, deliver 
service, quality check

•Develop service capacity – physical facilities, systems, data

•Raising finance – taxation, fines, borrowing

•Control process – laws, regulations and codes, governance

•Organization & Human Resource – recruitment, selection, 
allocation, motivation, qualification, quality control

Who Are We?
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Interaction with Customers:

•Case processing – involve in-depth diagnosis of
need/qualification and possibly protracted interaction

o E.g. tax returns, hospitalization, prosecution of
serious offences, housing, planning
authorization, inspection/testing compliance,
license allocation, legal aid etc.

•Transaction – involve relatively quick interaction with
very large numbers of standard cases

Who Are We?
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Customer Service Framework
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Key Elements:

1.Identify and understand your customers

2.Build a customer service strategy

3.Recruit and manage the right people

4.Develop customer service standards

5.Shape policy and practices with the help of
customers

Fundamentals of Effective 
Customer Service 
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1.Identify and understand your
customers

•Who are our customers?

•What are their needs and expectations?

•How can we serve them better?

Fundamentals of Effective 
Customer Service 
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External Customer:

a)Anyone who pays for your service.

b)Someone who comes to our
organization for products or services –
the end customer

Who Are Our Customers?
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• Share an experience on 
GOOD Customer Service

• Share an experience on 
BAD Customer Service

With YOU as a Customer:
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Customer Segmentation:

a)Practice of dividing customer base into
groups that are similar in specific ways, e.g.
age, gender, interests, spending habits

a)Allows the business to target specific
groups of customers effectively and
allocate marketing resources to best effect.

Who Are Our Customers?
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Customer Lifecycle:

Childhood
• Birth, school, graduation

Young adulthood
• Choose career, move away from parents

Family life
• Marriage, buy house, children, divorce

Retirement
• Sell home, travel, hobbies

Who Are Our Customers?
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Best Practice 1

Inland Revenue Authority of Singapore 

(IRAS)
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Inland Revenue Authority of Singapore

Mission: To act as an agent of the Government and provide service in 

administering, assessing and collecting and enforcing payment of taxes.

We also advise the Government and represent Singapore internationally on matters 

relating to taxation. 

Corporate Goals: 

1. Foster a competitive tax environment that encourages enterprise and supports 

economic growth

2. Ensure compliance by all taxpayers

3. Provide excellent service

4. Achieve a high level of staff competence and satisfaction

5. Minimize compliance cost of taxpayers

6. Be cost effective and efficient
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• Established as a statutory board under the MOF in
September 1992

• The conversion gave IRAS the autonomy and
flexibility to manage its personnel and financial
resources

• Prior to the incorporation of IRAS, the tax 
department experienced very large backlog of tax 
not assessed and tax not collected. Also suffered 
high staff resignation rate and acute staff 
shortage.

• Won the Singapore Quality Award in 2003 and 
2011

• Won Singapore HR Award in 2015

Background of IRAS
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Customer Segmentation 
(Inland Revenue Authority of Singapore)

IRAS

Taxpayers

Government

- MOF

Tax Payment Tax Services

Agency Fees Service to 

Government.
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Individuals Companies
Registered 
Businesses

Property 
Owners

Individual Income 
Tax

Corporate 
Income Tax

Goods & Services 
Tax

Property Tax

Customer Segmentation 
(Inland Revenue Authority of Singapore)
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IRAS Performance (FY 2016 – 17)
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Best Practice 2

Housing & Development Board

(HDB)
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Housing & Development Board

Mission: 

We provide affordable homes of quality and value.

We create vibrant and sustainable towns. 

We promote the building of active and cohesive 

communities.

We inspire and enable all staff to give of their best.

Roles: 

1.Provide Affordable, Quality Homes

2.Ensuring Vibrant Towns

3.Focusing on the Community
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• HDB was set up in 1 Feb 1960 to solve Singapore’s
housing crisis. Within 10 years, HDB resolved the
housing crisis

• Today, more than 80% of Singapore’s population
live in public housing, across 23 townships.

• Key supporting pillars to public housing strategy:
• Concept of a sole agency
• Total approach to housing
• Strong government support

• Won Singapore Quality Award (Special
Commendation) in 2008

• Won Excellence in Public Service Award in 2016
and 2017

Background of HDB
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Flats Residents/

Applicants

Commercial 

Properties Tenants

Industrial Properties 

Tenants

Sub segmented by flat 

types, sold/rental 

properties, 1st time/2nd

time owners. 

Sub segmented by 

types of trades

Sub segmented by types of 

industrial units

Housing & Development Board 
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Best Practice 3

Land Transport Authority

(LTA)
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Land Transport Authority

Mission: Connecting people and places, enhancing travel 

experience

Strategic Thrusts: 

1. Make Public Transport a Choice Mode

2. Optimize Road Network & Enhance its Accessibility

3. Excel in Service Quality

4. Create Value and Instill Pride in Our Work
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• LTA was set up in 1 September 1995 through the 
merger of 4 public transport entities – Registry of 
Vehicles, Mass Rapid Transport Corp, Roads & 
Transportation Division and Land Transportation 
Division of PWD.

• Today, Singapore’s public transport network is 
served by 142 train stations moving over 1 million 
commuters/day, more than 3,400 public buses 
plying over 340 routes making 3.5 million 
trips/day.

• Won Singapore Quality Award in 2010’ Minister’s 
Innovation Award in 2014, Human Resource 
Excellence Award in 2013.

Background of LTA
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Customer Segment Customer Requirements

Public Transport 

users

- Convenience                                 - Comfort

- Journey time                                 - Affordable

- Accessibility                                  - Travel Information

- Reliability / Safety

Road Users

- Road quality                                 - Smooth operation of traffic systems

- Road safety                                  - Smooth traffic flow

- Efficient road network                  - Traffic information

- Quality of pedestrian facilities

General Public

- Convenience of transactional services

- Safety

- Minimum disturbance

Land Transport Authority
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Future Plans
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Best Practice 4

Public Utilities Board

(PUB)
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Public Utilities Board

Mission

To ensure an efficient, adequate & sustainable supply of 

water.

Service Philosophy

We serve the public with professionalism and empathy so as 

to build trust and confidence.

5 Strategic Thrusts:

PUB has ensured a diversified and sustainable supply of water for 

Singaporeans through five strategic thrusts: 

1.Water for All.    

2. Conserve, Value, Enjoy.   

3.Competence.   

4. Connections.   

5. Creating Value 
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• PUB was formed on 1 May 1963 to take over the 
production and supply of water, electricity and 
piped gas. In 2001, PUB was reconstituted to 
become Singapore’s national water authority, 
overseeing the entire water loop..

• Water is a national security issue, and PUB was 
tasked to tackle the water scarcity problem. PUB 
initiated the 4 National Taps strategy and 
succeeded in ensuring a diversified and 
sustainable supply of water for Singapore

• Won the Singapore Quality Award in 2008

Background of PUB
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4 Taps Strategy

Water Loop

Integrated Water System
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Customer 

Segment
Sub-Segments Customer Requirements

W
a

te
r 

fo
r 

A
ll

Water 

 Domestic & Non-domestic

 NEWater

 Industrial water

 Adequate water supply

 Reliable network

 Good water quality

 Adequate water pressure

 Fast response

 Effective resolution of issues

 Affordable price

 Customer-centric services 

Used Water
 Reliable collection & conveyance system

 No odour / pollution

Drainage

 Effective drainage system

 Cleanliness of catchments

 Flood control

C
o

n
s

e
rv

e
, 
V

a
lu

e
, 
E

n
jo

y

Conserve 

 Easy access to water saving information and 

devices

 Pre-installed water saving devices in new 

housing developments

 Convenience and savings

 Free installation services and free consultation

Value, Enjoy

 Active, beautiful, clean & safe waterways and 

reservoirs

 Easy access to facilities

 Available amenities (e.g. car parks, poilets)

 Variety of activities all year

 Create community spaces along waterways and 

reservoirs

Public Utilities Board
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Understanding 
Customer 
Exercise
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Understand Customer 
Needs Exercise

Customer Segment Customer Requirements

70
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• Business Needs: 
- why customers go to you

• Customer Satisfaction 
Drivers

- Factors affecting customer 
experience

Understand Customer Needs:
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72

 

Factors driving  

Customer Satisfaction  

Customer Service 
How your staff serves  
your customer, e.g.,  

friendliness, attentiveness  
to customers’ needs. 

Product 
Does your product meet  
the quality expectations  

of your customer? 

Ambience of your outlet 
Environment, layout,  

decor, music, smells, e.g.,  
are the fitting rooms  

private and comfortable? 

Physical tangibles  
Quality of outlet’s physical  
items, e.g., cutlery, napkins  

if your business is a  
restaurant.  

Off  - site customer touch points 
The customer - friendliness and  

branding of your website ,  
internet reviews, e.g., do not  
overpromise  in the photos. 

Efficiency of customer  
delivery processes 

Accurate and efficient service,  
e.g., quick check - in and out  

processes  for hotels. 

Understand Customer Needs:
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• OW

• WO

• WOW!!

Understand Customer Needs:

Levels of Customer Service:
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• G – Greet the customer
• U – Understand customer 

needs
• E – Explain features and 

benefits
• S – Suggest additional 

items
• T – Thank the customer

Understand Customer Needs:

Basics of Customer Service:
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Internal Customer:

a) Anyone who works with you to
provide the service.

b) An individual or a group of people
you may interact / serve within
the organization

c) E.g. IT, Logistics, HR, Cafeteria,
Facilities, Housekeeping

Who Are Our Customers?
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Internal Customers

Internal Service Quality

Employee Satisfaction

External Service Quality

Customer Satisfaction

Value

• Everyone within an organization provides a 
service

• Quality of service that reaches the customer is 
often determined by the quality of service 
that members of the organization provides 
each other

• Employees will not care for the customers if 
they do not believe that the company cares 
about them

The Service / Value Chain

ES       CS
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One-Way Communication

Closed-Loop Communication

Organization Customer

Listening to Customer
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Formal Channels

• Comment Cards

• Mystery Audits/Shopping

• Focus Groups

• Surveys

• Incident Report

Informal Channels

Listening to Customer
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• Comment Cards

• Instant feedback on customer experience

• Focus on key areas of business – staff, product, 
service, outlet.

Listening to Customer
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Comment Card

Your opinion counts! Please let us know what you think, whether it’s good, bad, or 

indifferent! Thank you.

1 General Information

Name of 

organisation:

Name of customer:

Phone No.:

Address:

Email Address:

Date:
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2 Customer Feedback

Excellent Good Fair Poor

S
T
A

F
F

 (
O

V
E

R
A

L
L

)

o Greeting
o Closing
o Grooming
o Politeness
o Friendliness
o Helpfulness
o Body language
o Pro-activeness

o Product knowledge

o Service recovery
o Availability
o Speed of service

O
U

T
L

E
T

 

(O
V

E
R

A
L

L
)

o Visually appealing

o Neat

o Easily accessible

o Outlet layout

o Atmosphere

o Ambience

o Outlet condition

P
R

O
D

U
C

T o Quality

o Ease of use

o Reliability

o Value for money

o Packaging
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3 Would you visit us again?

o Yes o No

4 Comments

5 Information on visit

Date 

of 

Visit:

Time of Visit:

Frequency of visit:

o More than once a week o Two or three times a month

o Less than once a month o Less than once a year
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• Mystery Audits/Shopping

• Tool used internally by organization itself to measure 
quality of service or compliance to regulation, or to gather 
specific information about products and services.

• Test how employees handling challenging situations, e.g. 
complaints, special requests.

• Mystery consumer’s specific identity is generally not known 
by the organization being evaluated.

Listening to Customer
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2 General Information

Name of 

organisatio

n/ outlet 

location

Name of 

auditor:

Date:

Name of 

staff 

audited:

Time: o am o pm

Volume of 

customers:
o Crowded, about people o Not crowded, about people

Time spent 

in outlet:

3 Instructions

Purpose: The purpose of this checklist is to assess the level of frontline customer service provided by the staff in

accordance to the service standards.

Assessmen

t: 

The level of frontline customer service is assessed based on the following service standards:

1.Greet, smile and thank

2.Attend and respond to customer in a timely manner

3.Display professional behaviour at all times

Time: This checklist should take no more than 20 minutes to complete.

Rating 

Scale:

0 Did not meet expectations

1 Partially met expectations

2 Met expectations

3 Exceeded expectations
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• Focus Groups

• Informal round-table discussions with small groups of 
customers facilitated by a skilled moderator

• Objective is to encourage free flow of discussion of issues 
relevant to organization's customers and hence to the 
organization itself.

• Can be utilized to identify key areas of improvements, 
provide input into or feedback on the organization's actions 
and guide design and/or interpretation of customer surveys

Listening to Customer
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1 General Information

Name of organisation:

Industry:

2 Focus Group Details

Date:

Location:

Type of activity:

Name of facilitator:

3 Type of comments and activities that participant said and did that surprised you the most

4 Things that mattered the most to the participants

5 Main themes that stood out from the session

6 New Topics to explore in future sessions
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• Surveys

• Large scale customer studies conducted with help of 
questionnaires.

• Can be administered in person, over the phone, by fax, 
through the mail to a sizable number of customers.

• Questionnaires should be designed with the help of 
customers and pretested with a small group of respondents 
before rolling out on a large scale. 

Listening to Customer
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• Incident Reports

• Statements made by customers about recent experiences 
with an organization. Such reports represent top-of-mind 
awareness of incidents that matter to them

• Customer memories of incidents not only impact their own 
future behavior but will also be shared with others via word 
of mouth conversations and thus have a ripple effect.

• Customers have opportunity to express their perceptions 
and feelings from their own perspective and not in reaction 
to the company’s perspective represented in survey 
questionnaire. 

Listening to Customer
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Public 

Transport 

Users

Road Users General PublicSegmentation

Focus Groups:
Public Transport 

Operators

Automobile 

Association of

Singapore

Transport / Motor 

Trade 

Industries 

Grassroots Organizations

Land Transport Review – Focus Group Discussions

Community Outreach 

Programmes

Household Interview 

Survey
Talk2LTA Portal

Dialogue Meetings 

& Lunches

• LTA Website

• Feedback Forms

• Telephone

• ONE. MOTORING Portal

• Emails / Letters / Faxes

• Forum Page

• SMS 77LTS

• Overseas Study Trips

• Land Transport Master Plan

• Inputs from other agencies

• Strategic Planning Committees

• Practice Centre of Excellence

• Land Transport Gallery

• Concept Plan

Solicited

Unsolicited

Future Needs

Listening & Learning Channels
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Informal Channels

• Just talk to / ask the customer!!
• How did you find our service?
• What can we do better?

• Opportunity to benchmark customers’ 
service experience against other 
companies / competitors.

Listening to Customer
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OPEN DISCUSSION:

Share your current channels your 

organisation employs to listen to your 

customers. 
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Managing Feedback:

• Acknowledge the feedback

• Provide follow-up to customer on feedback 
provided

• Itemize feedback into specific themes and 
action steps

• Review and document action plan to rectify 
issues

• Implement action steps

• Review and refine action steps

Listening to Customer
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Key Points about Customers

•They are the most important person in any business

•They are not dependent on us. We are dependent on them

•They are not an interruption of our work; they are the purpose of it

•They are part of our citizens

•, not an outsider

•They do us a favour when they come to us. We are not doing them a 

favour by serving them

•They are not just money in the cash register. They are human beings with 

feelings and deserve to be treated with respect

•They come to us with needs and wants. It is our job to fill them

•They deserve the most courteous attention we can give them. They are 

the lifeblood of our organisation.

•They pay all our salaries, wages and bonuses

•There is no job without the customer.

Hence, we must ensure that they are delighted with 

our service!!!
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2.Build a customer service strategy

•The customer at the centre of what we do

•Develop Strategic Service Intent (SSI)

•Develop Action Plan

•Develop Implementation Plan

•Develop Measurement System

Fundamentals of Effective 
Customer Service 



© Civil Service College, Singapore, Jan 2013

Develop Strategic Service Intent (SSI)

•Where do we see ourselves in the next 3 – 5 years?

•How will we know when we have arrived?

•What business are we in?

•What is the purpose of our existence?

•What are our competencies?

•What are our customers’ key expectations?

Fundamentals of Effective 
Customer Service 
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Singapore Public Service

Vision: 

“A first-class Public Service for a successful 

and vibrant Singapore”

Mission: 

“To deliver excellent public services & enable 

effective government”

- developing strong leadership and engaged officers

- building future-ready organisations

- promoting good governance
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Singapore Public Service 

Core Values

People, Our Pride

- We respect every person.

- We value every contribution.

- We work as a team.

Service, Our Pledge

- We go the extra mile.

- We seek feedback and suggestions.

- We dare to learn and change.

Integrity, Our Core

- We uphold fairness and honesty.

- We stand for what we believe.

- We take responsibility for what we do.
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Land Transport Authority
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Botswana Public Service Vision:

•“We, the Botswana Public Service, will provide a
world class service that is efficient, effective, caring
and responsible to local and global challenges”

Botswana Public Service Values:
•Commitment to excellence;
•Self esteem;
•Team work;
•Timely delivery of service;
•Cooperation;
•Botho

Fundamentals of Effective 
Customer Service 
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Develop Action Plan

•Develop SMART objectives / goals tied to service
strategy

•Allocate resources

•Develop Key Performance Indicators (KPIs)

Fundamentals of Effective 
Customer Service 
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To be a leading public sector service 

organisation

Service 

Responsiveness

Policy

Responsiveness

S01: Customers are 

delighted with MOM

S02: MOMers are 

highly customer 

centric

S03: Customers 

have a good 

perception of MOM

S1:

Know Our 

Customers 

Needs

S2:

Enhance 

Service 

Delivery

S3:

Build 

Customer 

Centric 

Culture

S4:

Deregulate 

& Simplify

S5:

Strengthen 

Customer 

Education & 

Engagemen

t

Vision

Key Thrusts

CR Strategic 

Outcomes

CR 

Strategies

MOM CUSTOMER RESPONSIVENESS (CR) FRAMEWORK
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A Travel Agency

Service Values:
“Accuracy, Prompt, Proactive, Courteous”. 

Mission:
“Providing travel solutions to you”

Strategic Service Intent:
“WOW our customers every time”.

Objective# 1:
“Develop a customer-

focused culture”.

Objective # 2:
“Build strong relationships 

with partners & staff”.

Objective # 3:
“Provide professional 

travel service at optimum 
cost”.
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Develop Implementation Plan

•Deliver quality service,

•Improve service delivery

•Focus on:
• Accountability
• Responsibility
• Resource allocation
• Timeliness
• Communication
• Recognition

Fundamentals of Effective 
Customer Service 



© Civil Service College, Singapore, Jan 2013

Develop Measurement System

•What customers think about your product and
service levels

•Instruments to assess customer satisfaction

Fundamentals of Effective 
Customer Service 
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Balanced Scorecard
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IRAS Service Performance
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Share with your colleagues your 

organisation’s Customer Service strategies, 

goals, targets and measurement system.

OPEN DISCUSSION:
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3. Recruit and Manage the Right
People

• Recruit staff with right values and aptitude for
customer service

• Training, development, mentoring and coaching
to provide mindset and competencies for service
delivery

• Reward and recognition to acknowledge, reinforce
and motivate staff

Fundamentals of Effective 
Customer Service 
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Recruiting Good Customer 

Service Employees

Good customer service begins with the hiring process.
Effective customer service requires a blend of skills
set:
•Personality Requirements

o Out-going personality (not chatty), assertive
(not abrasive), responsive (not pushover)

•Technology Requirements
o Familiar with modern office technology, and

demonstrate a willingness to be trained, e.g. in
call centre technology
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Recruiting Good Customer 

Service Employees
• Industry Requirements

o Understands the role of public service, and its
commitment to serve the country

• Employee Retention
o Best strategy is to retain the employees who

are doing an effective job right now. The value
of a good customer service officer knowledge
and experience is not easily replaceable

o The cost of successfully hiring a replacement
can be high. It is better to invest in current
personnel with respectable salaries and career
development choices.
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Orientation of New Employees

First Day:
oIntroduce him/her to colleagues. Let him/her know that he/she
is part of a team
oTour the establishment. Give an overview of how things are
managed

Second Day
oProvide an overview of what your organization does. Include
your history, what the organization products and services are.
Cover activities both inside and outside the employee
department.
oOverview of how your organization fits in with your parent
ministry or other government agency as part of the whole-of-
government strategy.
oYour organisation’s corporate culture. In particular, the service
mission, values and culture, and the role your employees play in
upholding these ideals.
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Orientation of New Employees

Second Day
o An explanation of benefits, rules, regulations and expected 

work habits. For example, dress code and code of conduct.

Third Day 
o Introduce him/her to the relevant Standard Operating 

Procedures (SOPs), and familiarise him/her further through 
on-the-job training.

o Let him/her know what activities he/she is expected to 
perform, and the standards he/she is to achieve. Do an 
interim assessment of his/her performance at the end of the 
second week. 

o Provide him/her with a list of these activities and standards 
which would be assessed. 
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Orientation of New Employees

After a month: Feedback
oAssess his/her performance 
oConduct an informal debrief with the new employee to:
oLet him/her know how he/she is doing. 
oUnderstand how he/she is coping.
oGive him/her an opportunity to give feedback.
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Orientation of New Employees

Buddy programme: 
oPair the new employee with a buddy. The buddy can help the 
newbie navigate his/her way around the organisation better, 
introduce him/her to colleagues, and can help reinforce the 
orientation messages. 
oThe buddy can enable the new employee to integrate into the team 
quicker. When people feel that they are part of a team, and that the 
organisation is looking out for them, they will be more motivated to 
take chances and go out of their way to serve customers because 
they are not worried about making mistakes.
oThe buddy should be someone who has been in the organisation for 
at least 1 year and who is familiar with the processes and policies of 
the organisation.
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4. Develop customer service standards

• Service Standards (SS) refer to service level
expectations by customers

• E.g. Processing time for applications and/or
transactions, waiting time when queuing, respond
time for picking up phone, reverting to enquiries,
etc.

• Important to attach SS to every customer touch
points

Fundamentals of Effective 
Customer Service 
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IRAS Service Standards Achievements
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• Interactions points between
customer and our organization

• Not necessary with a staff. Can be
with one of our channels.

• Customers form their impressions
about organization from their touch-
points experiences.

Customers Touch-Points
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Customers Touch-Points

Checkout Reservations

Hotel Amenities 

conditions

Guest Service / 

Concierge

Pre-reservations

Guest Room 

conditions

Pre-check out Arrival

Hotel's 

Customer 

experience
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5. Shape policy and practices with the
help of customers

• Consult community and stakeholders in
development of public sector policies &
practices

• Engage and develop partnerships

Fundamentals of Effective 
Customer Service 
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PUB Outreach Program

Kayak/Canoe activities

World Water Day
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Customer Service (CS) 
Assessment Exercise:

Our Culture
Customer Alignment
Error Reduction
Using Customer Information
Customer Outreach
Qualified & Empowered Staff
Improving Products / Services and Processes
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Customer Service (CS) 
Assessment Exercise:

What are my top 3 priorities for improvements?

1.________________________

2.________________________

3.________________________
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1. Change can begin at any level, even the lowest
o Although top level commitment makes it easier for the improvement 

initiative, change can take place at any level

2. All employees must focus on customer service
o Seek to exceed customers expectations and be proactive at improving 

processes 

3. Customer service starts with internal customers, then moves to 
external customers

o If internal customers get good service and are satisfied, it naturally 
translates to providing good service to external customers.

4. The outcomes of customer service / satisfaction depend largely on 
information and satisfaction measurement

o Measurement must be continuous and constantly monitored and 
interpreted by all persons responsible for customer service outcomes.

Keys to Creating 
Customer Service Orientation
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5. Customer change (internal and external) is constant, 
unpredictable, and difficult to control 

o Leaders must help staffs learn how to manage in an ever-changing 
environment with ever changing expectations, e.g. social media?

o Leaders must develop teams and give them time to learn how to 
succeed.

6. Encourage and facilitate open communication at all levels
o Communicate all non-propriety information to internal and external 

customers and enable all customers to make decisions that will help 
raise the level of service and / or satisfaction

7. Create an enabling environment that allows employees to take 
charge.

o Leaders must provide information and tools and help employees learn 
to acquire new information and develop new tools and methods so 
they can do their jobs better.

Keys to Creating 
Customer Service Orientation
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Customer Relationship 
Management

CSC Confidential - Not to be reproduced without the prior permission from Civil Service College 127



© Civil Service College, Singapore, Jan 2013

• CRM is a strategy used to learn more about customers’ 
needs and behavior in order to develop stronger 
relationship with them

• 3 key elements to a successful CRM initiative:

• People – all levels need to buy in and support CRM

• Process – business process must be engineered to bolster 
CRM initiative, in terms of “How can this process better 
serve customers?”

• Technology – right technology to drive improved process, 
provide best data for employees, and be easy to operate so 
users won’t balk.

Customer Relationship Management 
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IRAS Customer Relationship Framework
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Complaints

Quiz
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Q1: “Our customers are satisfied. The low number of incoming 
complaints proves it!”

Q2: “The number of complaints should be minimized!”

Customer Complaints 
(True or False?)
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Q3: “Customers who complain are adversaries!”

Q4: “Complaints only lead to greater costs!”

Customer Complaints 
(True or False?)
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• Any point in the interaction in which the 
customer has an opportunity to form an 
impression (positive or negative) about the 
services

• If the MOT is a negative experience, it becomes a 
Moment of Misery!

• If the MOT is a positive experience, it becomes a 
Moment of Magic!!

Moments of Truth (MOT)
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• Appreciate / Thank the customer for sharing the 
complaint

• Apologise for the error / mistake / inconvenience
• Listen actively and nod from time to time to show 

interest
• Show empathy – put yourself in the customer shoes
• Resolve the problem if it is within your control. If not, 

bring it to the notice of your supervisor
• If not resolved immediately, take down the details of 

the customer to contact with the solution
• Follow up till customer is satisfied – closure!

Do not take the customer complaints 
personally!!

Tips on Handling Complaints
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• “No one would listen to me anyway”

• “I didn’t know to whom I could complain”

• “The last time I complained, nothing happened”

• “It wasn’t worthwhile complaining”

• “I had a problem last week. They would think I 
am picky or a whiner”

Why Customers’ Don’t Complaint
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Complaint Management System
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• External Compliments
• Individuals
• Teams

• Internal Compliments
• Individuals
• Teams

Compliments
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EXTERNAL COMPLIMENTS - INDIVIDUALS
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EXTERNAL COMPLIMENTS - TEAMS
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INTERNAL COMPLIMENTS 
– INDIVIDUALS & TEAMS
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• Approach
• Show warmth & enthusiasm
• Create first good impression

• Build rapport
• Make customer feel special
• Pay attention to details
• Focus on the person, not the task

• Connect
• Understand customer needs
• Work with customer to find solution

• Determine next steps
• WOW!! The customer to create lasting impression

Handling Customer in Face-to-Face Situations
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Service Recovery

Service recovery is about keeping customers
coming back after the worst, or at least
something very annoying, has happened. In
simple terms, it’s the special effort customers
expect you to put forth when things have
gone wrong for them.
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Service Recovery

Service recovery is a fine mix of problem-
solving and customer handling skills. It is a set 
of actions focused on two objectives:

•Make the customer’s problem go away

•Do it in a way that forms a memorable. 
Positive impression on the customer.
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Service Recovery Process

1. Apologize for, or acknowledge, the fact 
that the customer is experiencing an 
inconvenience

2. Listen, emphatize, and ask open questions

3. Offer a fair fix to problem
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Service Recovery Process

4. Offer some value-add atonement for the 
inconvenience

5. Keep your promise

6. Follow up

Basic rule: 

“Fix the person, then the problem”
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‘A group of internet-based
applications that build on the
ideological and technological
foundation of Web 2.0, and
that allow the creation and
exchange of user-generated
content ”

What is Social Media?
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1. Media: an instrument on communication,
like a newspaper or radio.
Social Media: a social instrument of
communication.

2. Regular Media: 1-way street like reading
the papers or listening to report on
television; limited ability to give your
thoughts on the matter.
Social Media: 2-way street that gives you
the ability to communicate as well.

What is Social Media?
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• Not about doing something new. It is about 
using new tools to help spread the business 
message.

 Used well, it can help to create a brand loyalty and connect 
with customers in a very personal way.

• Has substantially changed the way 
organizations, communities, and individuals 
communicate.

• Created a new level of open dialogue 
between business and customers, and is a 
much more transparent process. 

 Exerts great influence on the decision making process and 
are therefore integral to business plan formation.

What is Social Media?



© Civil Service College, Singapore, Jan 2013

• Younger customers more likely to read blogs 
and/or follow Twitter accounts than read 
traditional media.

 Companies must  maintain a presence on key social media 
networks to ensure they are reaching all demographics.

What is Social Media?
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Social Media
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Social Media is not a fad. It’s a fundamental shift in the 
way we communicate!

• 80% of companies use SM for recruitment
• YouTube is the 2nd largest search engine in the 

world
• Wikipedia has over 15 million articles. Studies 

show it is as accurate as the Encyclopedia 
Britannica

• If FaceBook were to be a country, it would be 
the world’s 3rd largest (after China and India)

We don’t have a choice on whether we DO social media. 
The question is how well we DO it.

Trends in Social Media
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Lee Hsien Loong

about a month ago

Celebrated an early Mid-Autumn Festival with Yio Chu Kang 

residents last night. As with many of our traditional festivals, 

we celebrated it Singapore-style, with people of all races 

gathered together! 

The actual festival takes place on 4 October. Hope you'll find 

the time to gather with friends, families and neighbours to 

celebrate the occasion together with lanterns, tea, and of 

course, (less sweet) mooncakes!   :) – LHL

! 

https://www.facebook.com/leehsienloong/?ref=nf&hc_ref=ARQ9eeagr2OBy4cP1Bw7NbmIdIdxWXQhmWdpYATmsqHKkr_KGs50-sQ_SsFm3ibvpRk
https://www.facebook.com/media/set/?set=a.1612232185506148.1073742515.125845680811480&type=3
https://www.facebook.com/leehsienloong/?ref=nf&hc_ref=ARQ9eeagr2OBy4cP1Bw7NbmIdIdxWXQhmWdpYATmsqHKkr_KGs50-sQ_SsFm3ibvpRk
https://www.facebook.com/leehsienloong/?ref=nf&hc_ref=ARQ9eeagr2OBy4cP1Bw7NbmIdIdxWXQhmWdpYATmsqHKkr_KGs50-sQ_SsFm3ibvpRk


© Civil Service College, Singapore, Jan 2013

• Social media is one of the best ways to reach 
out to the public

o Platforms like Facebook, Twitter, YouTube and blogs are fast 
overtaking traditional media formats such as print and television 
advertisement, brochure, flyers and even email campaigns

• Increased awareness of the organization, 
greater favourable perceptions of the brand 
and the ability to monitor conversations 
about the organization. 

o Target marketing activities and have a better understanding of 
customers’ perception of brand

o Improve insights about targeted markets and identify new product 
or service opportunities

Why Use Social Media?
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• Low Cost

 Most social media platform are completely free to use. 
 Provides businesses with more opportunities to entice 

others to link to your content

• Unlimited Access. 

 Social media tools are open and accessible to anyone

• Simplicity

 Social media channels are simple to use, even for people 
with basic IT experience

Why Use Social Media?



© Civil Service College, Singapore, Jan 2013

• Global Reach

 Can communicate information in a flash regardless of 
geographical location.

 Once a piece of content goes viral, there is no limit to the 
amount of people it could potentially reach, all at no extra 
cost.

• Contact Building. 

 Offer unparalleled opportunities to interact with customers 
and build relationships, largely due to their real-time, 
interactive nature

 Companies can source feedback, test ideas and manage 
customer services quickly and directly online.

Why Use Social Media?
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• Flexibility

 Information can be updated, altered, supplemented and 
discussed.

 Information can be published in seconds

Why Use Social Media?



© Civil Service College, Singapore, Jan 2013



© Civil Service College, Singapore, Jan 2013



© Civil Service College, Singapore, Jan 2013



© Civil Service College, Singapore, Jan 2013

Group Discussion

In your respective groups, discuss the following:

1.How can the Cambodian Public Service leverage on social media 
to improve its engagement with its people?

2.What are some of the challenges for the Cambodian Public 
Service to employ Social Media as a key platform to reach out to 
its people?
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Program Wrap-Up

INDIVIDUALLY, identify and prioritize 3 projects you will 
undertake when you return to your organization after this 
training program.
a.Low hanging fruit project, i.e. a project that is simple to 
implement and can give tangible results quite quickly;
b.Longer term strategic or system level project – these types of 
project will take more planning and resources to implement. Can 
also be an inter-agency collaborative project.
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Q & A
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