
1

Customer service in the Leisure, Travel and Tourism Industry

FACTFILE:
GCSE LEISURE, TRAVEL  
AND TOURISM
Unit 3
WORKING IN THE LEISURE, TRAVEL AND TOURISM INDUSTRY

Learning Outcomes

Students should be able to: 

•   demonstrate knowledge and understanding that excellent customer service means consistently 
exceeding the needs and expectations of customers, rather than just meeting them;

•  analyse the benefits of customer service;

•  demonstrate understanding of the overall importance of customer service, including how it affects 
reputation, repeat business and customer satisfaction;

•  demonstrate understanding that customer service must meet the needs of different customers;

•  identify and explain the typical customer needs that excellent customer service meets;

•  demonstrate knowledge of the customer service training programmes than many leisure, travel and 
tourism organisations use;

•  demonstrate knowledge and understanding of personal issues involved in working in the leisure, travel 
and tourism industry;

•  demonstrate knowledge and understanding of the importance of customer handling skills;

•  demonstrate knowledge and understanding of the different situations in which organisations provide 
customer service and the relevant documentation;

•  demonstrate knowledge and understanding of the different ways to provide customer service; 

•  demonstrate knowledge and understanding of the key steps needed to deal effectively with a 
complaint; and

•   demonstrate knowledge of when to refer a customer to a more senior staff member.
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What is customer service?
We are all customers, we buy products in shops, we travel by public transport, go to the 
cinema or visit our local leisure centre.  Therefore we experience customer service every 
day.

Fig 1: What is customer Service?

Learning Activity: Service is the Word!

As shown by Fig.1, there are many words that can be used to describe both good and bad 
customer service. Study the following list and add as many of your own as you can. Use a 
dictionary if you are not sure what a word means.

 Aloof    Attentive  _________________

 Careless    Churlish  _________________

 Concerned    Confident  _________________

 Hostile    Haughty  _________________

 Interested    Sincere  _________________

 Tactful    Thoughtful  _________________

Fig. 2: Words Associated with Customer Service

The Institute of Customer Service defines customer service as ‘the sum total of what an 
organisation does to meet customer expectations and produce customer satisfaction’.  It 
is easy to assume that customer service is something that only happens when a customer 
first interacts with an organisation.  However, organisations must provide customer service 
before, during and after a customer buys a product or service.
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Customer service is made up of three distinct elements:

•  The product or service itself: the package holiday: the hire of footwear for ten-pin 
bowling.

•  The processes and procedures involved: how the product or service is bought and how it 
is used, for example how easy is it to book a hotel stay?

•  Personal behaviour – the behaviour of the people that the customer comes into contact 
with when buying a product or using a service.

Learning Activity 
Take your full list of words associated with customer service and divide it into those that 
suggest good customer service and those that might suggest poor customer service.

Good customer service Poor customer service

We are all individuals and this means that our perception of ‘poor’ and ‘bad’ customer 
service is unique to each one of us.  For example, one person might not like queuing for 
longer than 2 minutes whereas another person might be willing to wait for 10 minutes in a 
queue.

Good customer service means consistently exceeding the needs and expectations of 
customers, rather than just meeting them.  This might sound complicated but in fact it is 
often as simple as:

•  start with a warm hello and smile;
•  be positive from the start;
•  ask questions of your customers and clients so you understand their expectations;
•  work to develop relationships with your customers;
•  clearly communicate at every level of your operation;
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•  deliver exceptional quality;

•  be present and prompt;

•  always meet your deadlines; and

•  thank customers and clients for their business. 

The Importance of Customer Service
Customer service is important because every organisation needs customers to buy their 
products and services.  Customer service is also important because every organisation 
needs repeat business.  Repeat customers are existing customers who are pleased with the 
service and/or product provided and who keep buying the products and/or services.  When 
a customer has received good customer service they will tell their friends and family and 
this can lead to new customers for the organisation.    It can cost five times as much to 
attract a new customer as it does to keep an existing one.  

Fig. 3: A typical customer service setting: taking an order in a restaurant

Finally, customer service is not only about the customer; the employee providing 
the customer service can benefit as well.  Completing customer service training is an 
important part of an employee’s professional development, a successful business means 
greater job security and the employee will experience the gratification or ‘buzz’ that comes 
with providing excellent customer service.  

The aims of customer service
Customer service is essential to the success of an organisation.  The actual aims may vary 
a little depending on the type of organisation but will usually include:

•  Meeting and exceeding the customer’s needs and expectations;

•  Meeting key organisational needs such as number of bookings, value of sales;

•  Increasing profits for the organisation;
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•  Creating new business for the organisation; and

•  Encouraging repeat business.

When customers receive good customer service, the organisation will start to see benefits. 
Most leisure, travel and tourism organisations believe that improved customer service will 
result in an increase in sales.  An organisation’s reputation is only as good as the service 
it delivers to its customers. If an organisation makes the effort to keep their customers 
happy and delivers good customer service, this will be reflected in their repeat customer 
numbers and volume of customer base.  Some statistics taken in 2016 from Social Annex, 
which is a marketing and customer loyalty platform, reflect this:

•  86% of customers will pay more for great customer service;

•  40% of customers will buy more when they experience great customer service; and

•  over time, great customer service generates loyal customers, and loyal customers are 
worth up to 10x the amount they initially spend.

When an organisation gets it wrong and does not provide good customer service this 
will result in poor publicity, especially now that so much of our news is driven through 
the forum of social media.  Negative ‘word of mouth’ will result in poor reviews and an 
organisation may see a dip in their sales and customer flow.

•  20% of dissatisfied customers will use social media to air their grievances, 46% for 
those aged 24 and under;

•  78% of consumers are likely to walk away from buying products and/or services 
because of poor customer service; and

•  89% of consumers who experienced bad customer service are likely to go to a 
competitor.

An organisation’s existing customers are among the most important assets of the 
business.  The organisation has already done the hard work in attracting them and 
keeping them, the customers have already chosen the organisation instead of other 
competitors. Organisations will find that looking after and keeping their current customers 
will cost far less than attracting new business. Therefore, it is beneficial for an organisation 
to take steps to make sure that all their customers are satisfied with the service they 
receive.

Meeting the needs of different types of customers
We all have certain expectations when it comes to the products and services offered by the 
leisure, travel and tourism industry.   We expect events such as film screenings and shows 
to start on time; we expect a hotel room to be clean and we expect to enjoy a holiday.  

The following list outlines typical customer needs that excellent customer service must 
meet.

•  Speed and quality of service: as a rule people do not like to be kept waiting so they will 
expect to be dealt with quickly.  As well as speed of service people expect the product 
or service to be high quality.  
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•  Signage: good signage can help a customer to find their way about without having to 
seek assistance from staff, for example signage in a large hotel should show guests 
where to find key facilities such as bedrooms, lifts, toilets, restaurants, reception.

Fig. 4: Hotel sign on the island of Hawaii

•  Accessibility: it is particularly important the people with disabilities can access 
facilities.  This requires ramps, disabled parking bays close to the entrance, doors wide 
enough to allow wheelchairs to pass through and lifts.

Fig. 5: Sign Showing Accessible Parking for Disabled badge holders.

•  Equipment: the provision of equipment can facilitate customer needs, for example 
families going out for a meal with young children will need a high chair.  Shopping 
centres increasingly offer wheelchairs for use by disabled customers.  Organisations 
often provide a hearing loop system at reception for people with hearing impairment.  
The hearing loop provides a magnetic, wireless signal that is picked up by the hearing 
aid when it is set to ‘T’ (Telecoil) setting.

•  Medical conditions: catering facilities need to make sure that they cater for customers 
with food allergies or intolerances.
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It is important to remember that you are giving your customers experiences and those 
experiences must meet their dreams and expectations. Each leisure, travel and tourism 
organisation must understand the needs and expectations of their customers and make 
sure they are met.  A group of friends in a restaurant will want to sit together, they will 
want their food to arrive at the same time.  An older couple may prefer to be seated in a 
quieter area away from the group of chatty friends.  

Showing awareness of cultural needs is also an important aspect of customer service; 
for example, followers of religions such as Islam do not eat certain foods, such as pork.  
Families with young children may prefer their children to be served first so that the 
parents can help them eat.  The parents may also welcome a bottle warming service.  
Being able to meet certain needs and offer services without the customer having to ask 
will not only meet the needs of the customer but exceed them, resulting in customer 
satisfaction. 

Table 1: Examples of Needs and Expectations by Customer Type

Customer type Examples of needs and expectations
Individuals and groups When booking a holiday, a group of friends 

will want to be allocated rooms next to 
each other.  An individual going on holiday 
alone will require a single room.

Different age groups Tour Operators such as TUI provide tours 
for guests on package holidays.  They will 
need to include a range of events that suits 
different age groups.  Younger customers 
may want an adventure type activity 
whereas older customers may prefer to visit 
a local visitor attraction.

Different cultures Hotels need to take account of different 
cultures when creating menus.  For 
example the traditional Irish breakfast is 
not suitable for Muslims.

Non-English speakers Visitor attractions need to make provision 
for visitors who do not have English as their 
first language.  This may be done through 
tour guides who are multi-lingual or by 
using technology.
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People with specific needs, for example 
sight or hearing impaired people, 
wheelchair users or families with young 
children or babies.

Sight impaired – menus available in large 
print.
Hearing impaired – hearing loop system for 
use by people with hearing aids. 
Wheelchair users – ramps and lifts to 
facilitate access to all areas.
Families with young children or babies 
– baby changing facilities, high-chairs.  
Many restaurants provide coloured pencils 
and pictures for young children.

Customer Service Skills and Qualifications
Customer service is so important that it has been claimed every business stands or falls on 
its quality of customer care.  Therefore organisations will provide customer service training 
to improve customer support and satisfaction within their organisation.  Customer service 
training organisations claim that with an excellent training program, ‘organisations can 
build a world-class support team’.  Knowing how to give exceptional customer service is 
one of the keys to growing and sustaining a business.

There are a number of training organisations that specialise in customer service training 
courses.  The Institute of Customer Service offers organisations a variety of training 
courses; their web address is:  https://www.instituteofcustomerservice.com/qualifications-
training.   

People 1st is another organisation that provides customer service training to leisure, 
travel and tourism industries; their web address is: http://www.people1st.co.uk/
our-products/training-programmes/customer-service/?gclid=EAIaIQobChMIjYb3n_
XC4QIVCbTtCh3OLgzKEAAYBCAAEgKyZvD_BwE.

People 1st help businesses to achieve customer excellence through top quality staff 
training that helps to develop what they refer to as ‘customer obsessed staff’.  People 1st 
claim that customer service training allows leisure, travel and tourism organisations to:

•  increase revenue through repeat business and increased average spend per customer;

•  improve communication between staff and with customers;

•  deliver excellence in complaint handling;

•  increase staff motivation and retention; and

•  protect their brand and reputation.

People 1st offer WorldHost customer service training.  WorldHost is made up of seven 
programmes that are described as ‘modern, interactive and energetic’.  The programmes 
are aimed at helping people to learn the basic principles of great customer service.
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Table 2: WorldHost Customer Service Training

WorldHost Principles of Customer Service This programme gives participants the 
skills and knowledge necessary to deliver 
excellent customer service.

WorldHost Service Across Cultures This programme aims to increase 
awareness of other cultures and 
give participants practical skills to 
communicate effectively with visitors from 
overseas.

WorldHost Frontline Management Solutions 
- Retail

This programme is aimed at front-line 
managers and leaders and focuses on 
the skills to build and develop a high-
performing customer service team.

WorldHost Principles of Supervising 
Customer Service

This programme aims to give managers 
and supervisors the skills required to build 
a real customer service culture in their 
organisation - from the top down.

WorldHost Customers with Disabilities This programme aims to give participants 
the knowledge and confidence to cater for 
disabled customers’ needs sensitively and 
effectively.

WorldHost Sales Powered by Service This programme aims to turn participants 
into effective sales professionals who 
not only listen to customers’ needs, but 
maximise on them.

WorldHost Ambassador Workshop This workshop gives participants the skills 
to deliver a warm and friendly welcome and 
is particularly focused on their role as an 
ambassador for their local area.

Personal Issues 
Scientists at the University of Glasgow claim that humans make judgements on someone’s 
trustworthiness within the first 500 milliseconds of hearing their voice.

Psychologists from both the University of Glasgow and Princeton (in the United States), 
have shown that a simple ‘hello’ is enough to allow most people to draw conclusions about 
personality type.  What’s more, we can make these judgements without seeing the person 
to whom we are speaking.  This implies that staff delivering customer service need to 
ensure that their presentation is perfect at all times.  Uniforms should be clean and ironed 
to give an overall tidy appearance. Hair should be clean and tied back.  There should be no 
visible piercing or tattoos.  Personal hygiene such as strong perfume should be avoided.  
All of these personal issues contribute to the overall customer experience.  Remember, the 
staff are the ‘face’ of the organisation. 
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Personal Presentation is an important element of customer service as it can reveal how 
staff feel about themselves, their organisation and their professionalism.  The leisure, 
travel and tourism industry is very much a ‘people’ industry.  Employees need to be aware 
that their personal presentation will impact on the customer’s opinion of the level of 
service they are receiving.  Customers will judge staff and the organisation they work for 
on the basis of:

•  Staff uniform – what they are wearing: is it neat, tidy, clean, ironed?
•  Personal appearance – nails clean, discreet jewellery, tattoos, visible piercings, hair 

neat, natural make-up. 
 

Fig. 6: A female coffee shop owner standing behind the counter

•  Body Language - how staff express themselves. 

•  Meeting and greeting customers - are staff enthusiastic genuine, friendly, smiling?

•  Organisation – is the work area, for example reception, neat and tidy, can staff find 
information quickly?  This will reflect on their professionalism.

Many leisure, travel and tourism organisations provide staff with a uniform. There are 
many benefits of staff wearing uniforms including:

•  Customers will be able to identify staff immediately;

•  It provides a good opportunity to develop a corporate image; and

•  It helps to embed staff and to develop a sense of working as a team.
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Fig 7:  Different roles often have specific uniforms

Case-Study

At Thomas Cook, there are around 20 distinct job functions with employees working in 
retail locations, on aircraft and in hotels, airports, offices and kids’ clubs.  Although they 
do not require completely different uniforms, some variations are needed that take into 
account the functions of the roles and the environment that different teams work in.
The shared formal look for female retail teams, cabin crew and overseas ‘meet and greet’ 
staff is a choice of either a sleek and sophisticated tailored navy shift dress or a print 
top (gingham yellow and blue for retail) with a choice of tailored skirt/trousers and scarf 
carrying the brand colours, while the men have tailored navy trousers, a blue shirt, yellow 
tie and waistcoat.  A navy coat has also been designed for the airline cabin crew when 
travelling between flights.

Fleeces, shorts and trainers with checked shirts for the men and a loose and light 
sunshine-coloured blouse with knee-length skirt for the women capture the high spirits of 
holiday time and offer a more casual and relaxed look for the overseas teams.

Customer Handling Skills

As an employee in a leisure, travel and tourism organisation you will know your 
organisation and how it works, you will know your way around the site and the processes 
and procedures used.  However, a customer may not know the organisation and may be 
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confused and uncertain about what to do or where to go.  As a member of staff it is your 
job to help them.  Patience is important when dealing with customers.  The questions they 
ask or the things they do may seem silly to you, but they are important to the customer.  
You may have been asked the same questions many times but it is the first time for the 
customer.  Every customer needs to be treated with respect.  

It is important that staff who are working in a customer facing role develop empathy.  
Empathy is sometimes described as putting yourself in the other person’s shoes or 
seeing the situation through their eyes.  By being empathetic you will gain a better 
understanding of the customer’s feelings and their situation.  This means that you can 
help them better.  

In general, most of us are not good at listening.  In a customer service role it is important 
that you listen carefully to what the customer is saying so that you understand the 
message clearly and can respond appropriately.  You need to demonstrate to the customer 
that you are listening, to do this you need to use non-verbal and verbal skills; for example 
you might:

•  nod your head to show you are listening;

•  both nod your head and make short comments such as ‘I see’;

•  repeat key words or phrases such as ‘you booked using our website’; and/or

•  ask the individual members of a group to take it in turns to speak so that you can 
concentrate on what each person is saying.  

It is important that you adjust what you say and how you say it to reflect the different 
situations and customers you are dealing with.  Language is not just the words we use.  It 
is also about how we say the words and how we use our body.  Experts suggest that only 
10% of our communication is based on the actual words we use.  They suggest that a 
further 30% comes from the tone, pitch and volume of our voice and a staggering 60% 
comes from what our body is doing – body language.

When choosing what you will say you should:

•  avoid long, complicated words and phrases just to impress;  plain English is best;

•  avoid using jargon as this may be meaningless to the customer;

•  avoid using slang; and

•  be aware of your own mannerisms and avoid using them; for example many people use 
‘uh’,  ‘um’ or ‘er’ when talking.

The pitch tone and volume of your voice is sometimes referred to as the ‘music of your 
voice’.  How you use your voice can have a powerful impact on the effectiveness of your 
communication.  If you use varied pitch and tone when talking to a customer it conveys 
that you are interested.  A flat tone suggests you are bored.  You might have to use a loud 
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voice in a noisy situation or an emergency.  In contrast, a quiet voice can encourage a 
claim atmosphere that is really useful when dealing with an angry customer.

 

Fig 8: An angry customer at an airline check-in desk

Body language can completely contradict what you are saying.  Closed body language 
such a folded arms suggest a barrier between you and the customer.  A warm smile and 
good eye contact suggest warmth, interest and confidence.  

You may not always be dealing with customers face-to-face.  When using the telephone it 
is worth remembering that the words you use and the ‘music’ of your voice are particularly 
important.  

Leisure, travel and tourism organisations are increasingly using technology as part 
of their customer service.  Organisations are increasingly using email as a means of 
communicating with customers.   Here again the words used are important as are the font 
and use of capital letters.  The font and font size should be clear and easy to read.  Capital 
letters should always be used correctly, for example at the start of sentences.  The use of 
capitals throughout an email is seen as ‘shouting’ at the customer.

Customer Service Provision: situations

There are several situations in which leisure, travel and tourism organisations typically 
provide customer service.  There may be associated documentation and/ or specific 
procedures to follow.
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Providing advice, information and/ or assistance

This is probably the most common customer service situation that arises in leisure travel 
and tourism organisations.  Tourists typically need information about what to see and 
do in the area.  Hotel guests may need assistance such as booking a taxi.  Leisure centre 
users might seek information about activities, opening times or provision for children or 
adults with disabilities.  Front of house staff such as receptionists need to either know 
such information or have it readily available.  There are three main sources of information 
which could be used:

•  Printed information including leaflets and flyers;

•  Computer based sources including the internet; and

•  Colleagues.

It is important to give accurate information. If in doubt it is always best to ask a colleague 
or supervisor rather than give the wrong information or advice.

Traditionally hotels provided a directory in guest bedrooms.  This document would provide 
a wide range of information relating to hotel facilities and things to see and do in the 
surrounding area.  Increasingly this information is provided digitally using tablets.

Secrets St James Montego Bay provide tablets in all their guest rooms. The tablets provide 
general information such as time, weather; information about the hotel, for example 
dining options and entertainment as well as services such as alarm calls, room service 
and late check-out. Anyone who is unsure about using the tablet can contact reception for 
help.

Fig 9: Guest information and services via a tablet
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Receiving and passing on messages

A leisure, travel and tourism 
organisation may receive messages 
for staff and/ or customers.  It is 
important that the message is noted 
accurately and passed on quickly.  
The staff member will most likely 
receive messages by telephone and 
therefore needs to listen carefully to 
the message in full.  As a general rule 
the message should be read back to 
the caller to ensure that it is accurate.  
Many organisations use a pre-printed 
message pad to help staff record all 
the relevant information.

Fig 10: A Typical Telephone Message 
pad

Dealing with a dissatisfied customer

There is a saying that ‘you can please some of the people some of the time but not all of 
the people for all of the time’.   Sooner or later everyone in a customer facing role will have 
to deal with a dissatisfied customer. Customer complaints generally arise because:

•  the service was poor or slow.

•  the product or service did not match up to the customer’s expectations.

•  the behaviour of other customers is causing distress.

The member of staff needs to avoid making the situation worse.  They should seek to calm 
the situation by speaking quietly and clearly.   It is really important to know when to refer 
a customer to a more senior member of staff.  

In all cases the member of staff should:

•  listen carefully to the customer so that the details of the situation are clear.

•  apologise in general terms for any inconvenience that has arisen.

•  assure the customer that the issue will be fully investigated and put right (if possible).

•  try to see the situation from the customer’s position.

•  stay calm and avoid arguing with the customer.



FACTFILE:  GCE HISTORY OF ART / ARCHITECTUREFACTFILE:  GCSE LEISURE, TRAVEL AND TOURISM / UNIT 3

16

•  find a solution to the situation and agree this with the customer.

•  make sure that any promises made actually happens.

See the section Dealing with a Complaint for further information.

Dealing with an emergency, for example illness

Emergency situations will inevitably arise.  Irrespective of the actual situation, all 
emergencies must be dealt with swiftly and effectively.  A customer who is feeling unwell 
may simply need to sit down and be given a drink of water.  However, where a more serious 
medical condition arises it is important to immediately contact a recognised first aider 
and call an ambulance.  It may be necessary to call a supervisor.

Offering extra services

Every time you deal with a customer you should try to offer an additional service so that 
you are providing not just good customer service but you are providing excellent customer 
service.  For example, a guest staying in your hotel has come to reception to enquire 
about the opening times for a local visitor attraction.  Not only should you provide the 
appropriate information, you should try to offer additional services – would they like you 
to make a booking on their behalf?  Do they need details of public transport?  Would they 
like you to book a taxi to take them to the attraction?  If they will be out all day would 
they like you to arrange for packed lunches to be provided?  

Airlines provide an excellent example of organisations that routinely offer extra services; 
check out the web site for a major airline such as:

•  www.ba.com

•  www.easyjet.com

In each case you will find additional services offered including airport car parking, hotel 
booking and hire cars.

Dealing effectively with feedback from customers

Traditionally, leisure, travel and tourism 
organisations such as hotels would provide a 
feedback card to customers. 

Fig. 11: Receiving feedback from customers is 
important
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Technology is now being used increasingly to gather feedback.  For example when 
checking-out the customer may be asked to complete a short feedback questionnaire on a 
tablet.  The Internet has provided opportunities for customers to leave feedback on related 
leisure, travel and tourism products and services on web sites such as TripAdvisor.  This 
feedback remains on the site and can be seen by anyone using TripAdvisor.  This is why 
leisure, travel and tourism organisations are increasingly responding to feedback left on 
TripAdvisor. Go to https://www.tripadvisor.co.uk/ to find examples.  

Customer Service Provision

Communicating is the art of transmitting information ideas and attitudes from one person 
to another. It requires many skills such as, listening, reading body language correctly and 
observation.  It also requires staff to choose the most appropriate ‘channel’ in which to 
convey this message successfully, for example: telephone, email or letter. 

There are four main ways that customer service can be provided:

•  Face-to-face.

•  Telephone.

•  Written and electronic communication.

•  Social media.

Face-to-Face Communication

There are many times when staff working in the leisure, travel and tourism industry deal 
directly with customers face-to-face either individually or in a group; typical examples 
include:

•  A hotel receptionist welcoming a guest.

•  Staff in a tourist information centre giving visitors information about visitor attractions 
in the area.

•  A travel agent discussing holiday options with a customer.

 

Fig. 12:  A Typical Customer Service Situation: Hotel Reception



FACTFILE:  GCE HISTORY OF ART / ARCHITECTUREFACTFILE:  GCSE LEISURE, TRAVEL AND TOURISM / UNIT 3

18

Face-to-face communication is the best way to interact with customers.  It is a two-way 
process allowing the organisation to create that all important first impression – the warm, 
welcoming smile, professional manner and smart appearance.  At the same time the 
staff member can see the customer’s reaction, for example facial expressions and body 
language.  

The following guidelines are key to making the most of face-to-face communication:

•  Smile as you greet the customer.

•  Listen carefully to what the customer is saying.

•  Make eye contact but avoid staring.

•  Look interested (even when you are not).

•  Address the customer by name.

•  Avoid interrupting the customer.

•  Recognise the customer’s personal space – you should stand or sit close to the 
customer – but not too close and not too far away either.

•  Remember to thank the customer when appropriate.

•  Try to end with a positive comment such as ‘enjoy your stay’ or ‘hope to see you again 
soon’.

Telephone Communication

Telephones are an essential part of all leisure, travel and tourism organisations.  They 
allow staff to contact one another quickly and easily.  Telephones also allow customers to 
request information, advice or make a booking quickly, easily and at little cost.  However, 
the callers cannot see each other so non-verbal communication is lost.  There is no written 
record of the conversation although many organisations now record telephone calls for 
quality purposes and staff training.  
 

Fig 13: Telephones are widely used in the leisure, travel and tourism industry
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When taking a telephone call from a customer it is important to:

•  Answer the call quickly, following the organisation’s telephone policy if appropriate; 
some organisations require calls to be answered in a set number of rings;

•  Give your name, the name of the organisation and the department if appropriate;

•  Smile! Experts say you should smile when talking to a customer by telephone!  The 
idea is that by smiling as you speak to a customer on the telephone you will bring a 
welcoming tone to your voice;

•  Listen carefully to what the customer is saying;

•  Speak clearly avoiding jargon;

•  Take notes if you are taking a message for another member of staff or a customer; 

•  Transfer the call quickly if you are unable to deal with the issue yourself; and

•  Ensure that any promise to follow-up either with a return call or mailing is actioned. 

Written and Electronic Communication

It is easy to assume that very little communication in the leisure, travel and tourism 
industry is in writing now.  However, written communication takes many forms including 
letters, memos, leaflets and brochures, posters and advertisements.  In some cases a 
written response is required, for example a manager would write a formal letter in response 
to a letter of complaint from a customer.  Most leisure, travel and tourism organisations 
will use some form of written communication with both external customers (e.g. letters 
and flyers) as well as internal customers (e.g. staff notices and staff newsletters).  
Written communication should be legible and checked carefully to ensure there are no 
errors in spelling, punctuation and grammar.  The intended message should be conveyed 
accurately and effectively using language appropriate for the intended audience.  

Messages should show clearly who it is intended for, who it is from, when it was received 
and if any action is required.  

Communicating electronically (email) is now very widely used across all leisure, travel 
and tourism organisations.  Email communication is used both internally between staff 
members and with external customers.  It is a quick and easy means of communication 
that also provides a record of the contact between the customer and the organisation. 
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Fig 14: Email is an Increasingly Popular Means of Communication

Email marketing has grown rapidly in the leisure, travel and tourism industry.  Major 
organisations such as Kuoni and TUI regularly send out emails to everyone listed on their 
databases to inform them about special offers, new products or services and last-minute 
deals.

Social Media

One of the main changes within the Leisure Travel and Tourism Industry has been the 
rapid growth and development of communication by businesses to their customers 
through social media such as Twitter, Facebook and Instagram. 

The power of social media is immediate, according to Forbes ‘the minute somebody makes 
a post on your Facebook wall or a post mentioning your brand, your admin will receive 
a notification to take action’. This is also a slight vulnerability—customers now expect 
immediate responses when posting on social media, so if the organisation’s response team 
is not prepared, it could cost the organisation.  However, if the organisation can respond 
within minutes of the original post, then it can make the customer very happy.  For more 
information log on to the following website:

https://www.forbes.com/sites/jaysondemers/2014/08/12/7-reasons-you-need-to-be-using-
social-media-as-your-customer-service-portal/#10729f8f291c

Individuals use social media to relay news of their experiences whether on a package 
holiday or having a meal in a local restaurant.  This detail may be positive or negative and 
can reach a substantial audience instantly.  
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Dealing with a complaint

The way in which a complaint is handled is key to any organisation.  Some organisations 
display a notice that reads: ‘if you enjoyed your visit – tell your friends, if you did not 
enjoy your visit – tell us’.  

Without good customer service recovery, the complaint may lead to a loss of custom.  
Most dissatisfied customers do not even bother to complain, they just take their business 
somewhere else.   This means that the organisation does not know why they left.  This is 
why organisations encourage customers to tell them when something has gone wrong 
so that it can be put right for the customer and can be avoided for other customers.  If 
a customer has complained about a product or service and the organisation does an 
excellent job of recovering the situation then this may actually increase the customer’s 
loyalty in future.  This is why how a complaint is handled if critical to recovering the 
customer.  

 

Fig. 15: Customer complaints come in many forms

Common customer complaints arise when:

•  an employee is rude to the customer;

•  the staff do not know what to do;

•  the employee doesn’t care;

•  the customer has not received a reply to their complaint;

•  the problem has arisen before and does not seem to have been sorted;

•  the customer keeps getting transferred from one person to another;

•  the product does not work properly;

• the customer does not receive confirmation of the booking.
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Fig. 16: An example of a Standard Telephone Complaint Form.

The following gives some pointers on how complaints should be handled and when to 
refer the complaint on to a senior member of staff.  Junior staff will only be responsible for 
making some decisions.  Senior staff are there to deal with situations and customers that 
may have the potential of getting out of hand, that are of a more serious nature or require 
more time and attention.

•  If a customer becomes angry or irate you have to remain calm and remember it is 
not you personally that they are angry with, it is all about the situation.

  If you start to argue back and get annoyed this will not resolve this situation and can 
actually make it worse. Your aim is to calm the situation down and turn this negative 
situation into a positive.

•  Listen carefully to what the customer is saying.

  It is important to listen carefully and observe the body language of the customer.  This 
ensures that you understand their complaint clearly and can respond appropriately.

• Keep comprehensive records of all customer complaints, from the initial problem to  
 the eventual solution.
 This allows an organisation to review these records, identifying any common complaints, 
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and taking steps to improve its processes and procedures.

•  Show empathy with the customer.
  It is important to create and build a rapport with the customer.  By being empathetic 

you show that you share their difficulty or unhappiness.  In this way the customer will 
know that you understand where they are coming from.  It can be very easy to allow the 
customer to irritate or annoy you.  However, you should remain neutral and not become 
emotionally involved.

•  Try to resolve complaints as quickly as possible.
  This will show the customer that you are taking their issue seriously and help them feel 

that it will be resolved.   You may need to contact the customer on a regular basis to 
update them on the progress of their complaint, particularly if there is a delay caused 
by, for example, a key member of staff being on leave.  

•  If you are one of the first points of contact with a customer it is important 
that you are trained correctly and are confident about how to handle different 
complaints.

  Training will empower staff and give them the confidence to resolve matters quickly 
and effectively.  If customers are left to wait for managers to deal with every complaint 
the situation could get out of hand unnecessarily resulting in more negative publicity 
for the company.
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Learning Activities

•  What is meant by the term customer service?

•  Describe one example of when you experienced good customer service.

•  Describe one example of when you experienced bad customer service.  How could this 
experience have been turned into good customer service?

•  What turns good customer service into excellent customer service?

•  A businessperson books in to an hotel overnight before attending a meeting in the hotel 
the following morning.  Outline what you think their specific needs would be.

•  Study Fig.17. In the left hand column there are typical customer service situations. 
In the right hand column you will find a list of examples. Match the situation to the 
example by inserting an arrow. One has been completed for you.

Fig. 17:  Customer Service Situations

Customer Service Situation Example

1
Providing assistance to a 
customer A

Telling a customer the 
opening times for a visitor 
attraction

2
Providing information

B
Offering to order a taxi for a 
customer

3
Giving guidance and 
advice C

Arranging for a disabled 
person’s luggage to be taken 
up to their room

4
Dealing with problems

D
Listening to a customer’s 
complaint

5
Dealing with a 
dissatisfied customer E

Helping a hotel guest to 
access the internet on their 
laptop

6

Offering additional 
services

F

Telling the restaurant 
manager that the Smith 
party has just rung to say 
they will be about 20 minutes 
late due to heavy traffic

7
Receiving and passing on 
messages

G
Suggesting the best 
attractions to see in your area

• What steps can an organisation take to ensure they keep their existing customers?

• What steps would you take to if a customer uploaded a complaint to your 
organisation’s Facebook page?
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• Most leisure, travel and tourism organisations require staff members to wear a uniform.

 - Why do you think organisations invest in uniforms for different departments?

 - What benefits do you think having a uniform brings to the staff and the organisation?

Study Resource 1 showing an angry customer at an airline check-in desk.  The customer 
was held up by heavy traffic and has arrived just a few minutes too late to check-in for his 
flight.  Describe the steps you would take to deal with this situation.

Resource 1

 

Teachers: use the types of customers listed in the specification and the different situations 
in which organisations provide customer service to create scenarios for students to discuss 
and role play. They should consider: 

•  who in an organisation is most likely to face that situation?

•  what documentation, if any, would be required?

•  would the situation need to be referred to a more senior member of staff?

•  what customer handling skills would be most important?

•  what method of providing customer service would be most relevant?
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Additional Resources

https://www.instituteofcustomerservice.com/

https://www.tripadvisor.co.uk/

http://www.people1st.co.uk/

https://www.skillsyouneed.com/rhubarb/dealing-with-complaints.html

https://www.forbes.com/sites/jaysondemers/2014/08/12/7-reasons-you-need-to-be-using-
social-media-as-your-customer-service-portal/#10729f8f291c

https://www.instituteofcustomerservice.com/qualifications-training

https://www.startuploans.co.uk/business-advice/what-is-good-customer-service/


