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foreword
Bang & Olufsen is the most highly respected audio, video and
communications brand in the world. Our franchisees offer levels
of customer service that match the unprecedented focus on
quality and finish of all our products.
To ensure the highest possible level of after-sales service, we
have certified a number of highly qualified service providers,
who provide maintenance and service in accordance with Bang
& Olufsen’s exacting standards.
Our service providers observe and comply with all technical
regulations and guidelines when carrying out maintenance, and
continuously attend technical training seminars to maintain and
improve their skills, including customer service.
We are dedicated to growing our brand by building financially successful retailers within an exclusive retail environment.
In order to do this, the quality of our customer service must
match the unparalleled qualities of our products. Our stores
engage the customer from the moment they walk in the door by
showcasing high-quality design and cutting-edge technology.
The service experience must match this product quality.
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Like our customers, the service professionals employed by
our franchisees come from a variety of backgrounds and have
individual personalities. There are, however, certain qualities
that all our service professionals share.
A successful customer service professional at Bang & Olufsen
will require a level of social presence. That is, the ability to meet
and interact with people in a self-assured, but relaxed and friendly
manner. Visit our stores and you will find that our service professionals are likely to be self confident, good communicators with
the poise and personality required to meet the needs of demanding customers. They’ll also be practical, enthusiastic, keen and
able to demonstrate the benefits of the Bang & Olufsen brand.
And above all, they’ll have an overwhelming desire to provide our
customers with total service quality.
In order to support our franchisees in meeting the challenging standards we expect, Bang & Olufsen provides extensive
training and regular support. A key part of the development
process is the coaching of franchisees and their staff in service
excellence, to embed their learning and maintain the high standards we (and they) expect. Coaching proficiency is an essential
skill for our local store leaders.
What Nick Drake-Knight has done in this book is to explain to
professional retailers how they can develop the excellence of their
service quality through a culture of coaching. At Bang & Olufsen,
we aim for the highest levels of customer service; however, because
the benchmark is constantly changing, the challenge for us now is
to stay at the top. The Continue & Begin coaching model outlined
in this book is a great way of managing that process.
Graeme Taylor
Director of Marketing UK & Benelux
Bang & Olufsen www.bang-olufsen.com
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preface
I am delighted to have been asked to provide the preface for this
book. The Institute of Customer Service actively supports the
growth of service skills in UK business and this book provides an
innovative approach to employee learning and development.
Coaching is now recognised as an effective way to accelerate
and sustain the learning and development of people at work.
There is still a place in business for traditional learning methods,
although most service professionals accept that, without subsequent reinforcement, the effects of training can be short-lived.
Like mud thrown against a wall, most of it slides off. This is
especially true of the ‘sheep-dip’ training in which some organisations indulge – more often driven by the need to tick boxes
than to provide deeper understanding for their staff.
Coaching must have a direction. A good customer service
coach is one who cares passionately about his or her coachee,
and equally passionately about the quality of service experienced
by the end-user customer. Truly effective coaches understand
the nature of ‘excellence’ within their industry sectors, whilst
recognising the individual development requirements of the
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people they are coaching. No two people are alike, nor do they
learn in quite the same way, or at the same speed. A good coach
will see this and tailor the approach accordingly.
A key success factor in people development, and especially
where coaching plays a strong role, is to allow time for the individual to embed and apply new learning, and for regular coaching reviews to monitor and encourage progress.
Customer service coaching is not about passing on knowledge, although inevitably the process often results in some
degree of knowledge transfer. Coaching is primarily about
nurturing the coachee’s ability to self-determine, and to achieve
maximum performance, to the benefit of the individual, the
customer and the employing organisation. A really tough order!
Nowadays, growing great coaches and utilising their skills is
tremendously important to business success. Coaching skills can
be learnt, and over the past eight years the Institute of Customer
Service has trained hundreds of people to become coaches for
our ICS Professional Awards programme, many of whom would
never have believed they could play such a role. And the best
coaches, of course, make the best people to coach other coaches.
The results of great coaching are there for all to see: motivated, professional employees providing great service, and
consequently having a major effect on customer satisfaction,
customer loyalty and customer retention. Service excellence
results in retained customers. Keeping the customers you have is
the route to sustained profitability, whilst providing free marketing in the form of referral and advocacy to all those potential new
customers out there.
This is just as true for the public sector. Replace the
word ‘profit’ with ‘service excellence’ and the same rules apply.
16
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World-class organisations, either in the public sector or as
commercial enterprises, achieve excellence with well-trained and
well-coached employees.
Paul Cooper
Director, Institute of Customer Service
www.instituteofcustomerservice.com
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