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Before we can 
start to apply 
the principles of 
edification, we 
first need to know 
what it really 
means.

Put simply, edification happens when somebody 
else (say your client or a colleague) and not you 
tells a new client of the great product or service 
which they have purchased from you/your business 
and how satisfied they are with the quality, level of 
service and expertise they received from you and/
or your business. Having someone else singing your 
praises is always more effective than you trying to 
blow your own horn, so to speak.

How to use 
edification 
to our 
advantage

There are numerous forms of edification. You need to choose 
the mix which will serve your type of business the best. 
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Promote your  
business
Your client or colleague can promote 
you/your business in one or more of the 
following ways:

 Write a letter to your prospect

 Send an e-mail to your prospect

 Shoot a brief video clip and host it on your website – put 
a link in your e-mail to direct a prospect to the clip

 Arrange an appointment and introduce you in person to 
your prospect and then use the opportunity to edify your 
product/service and expertise

You should also decide where you can best 
apply an edification. Possible applications 
include:

 Your website

 Company brochures

 Business Introduction/Overview presentations and 
documentation

hint  
Make the edification more personal by including 
a picture of the person who edifies you.

It is very important to remember that you need the consent 
of the person who edifies you, especially if you use the 
information on your website, in company brochures and in 
business overview documentation. The last thing you want is 
for someone to contact your edifier and they indicate that they 
never gave you permission to use them as a referral party.

Business Owner, are you Financially Fit?  
Get a free Financial Fitness Analysis FIND OUT MORE

Licensed Financial Services Provider

People are inclined to believe other consumers who 
have a first-hand experience of a product or service. 
Use your satisfied customers to spread the word and 
market you and your business.

http://www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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A process 
approach 
to service 
delivery
This article is aimed at explaining 
a theoretical framework in 
practical terms.

01  
What is a  
business process?
Wikipedia defines a business process as a collection 
of related, structured activities or tasks that serve a 
particular goal for a particular customer.

From a service point of view, such a process will 
give shape to the actions and standards underlying 
the service offering of my business and the service 
experience of my client.
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02  
How 
do you 
create and 
document 
your 
service 
delivery 
process?

 Identify your points of interaction with clients.
Examples: Points of sale; sales staff’s interaction with 
clients; your call centre or switchboard; when invoicing 
clients; online contact points (email, website).

 Set service standards for each of the identified processes.
Examples: What are your expected turnaround times for 
queries, orders or complaints? What are the allowable 
waiting periods for clients in queues waiting to be assisted, 
or the number of rings before calls are picked up by staff?

 What process is followed to evaluate the level of service 
of your business?
Examples: Client surveys at points of sale; “mystery-
shoppers”; telephonic sampling and testing response 
times of your business system that is used by clients. The 
elements, responsibilities and business rules (e.g. frequency 
of measuring) of every aspect should be documented.

 What process is followed to address feedback from the 
evaluation process?
Examples: How is sub-standard behaviour being 
addressed? Are there any gaps in unrelated or related 
processes that are leading to negative outcomes? This 
may require process updates and amendments of various 
aspects of your business.

 Do you review your services processes on a regular basis?
Examples: Do service standards en evaluation methods 
have to be adapted? System enhancements and updates 
may have an impact on service elements.

 Do you update your source documents on completion 
of an evaluation process or when feedback from the 
practice requires some amendments?
Examples: Updating operational and training manuals; 
retraining and education of staff, and system adjustments 
when the business processes change.

 Do you have a process in place to put constructive 
feedback on service to good use?
Examples: How do you integrate the information on your 
website, marketing material and advertisements?

Our service delivery process is central to the success of our business – make sure that you are 
able to meet the promises you make in terms of service delivery, by following a process approach 
to give shape to the way your staff act and your service levels are attained.

As a business manager I am consistently applying 
the discipline of sound process management, as it 
provides my business with an element of certainty 
regarding people and system practices. 
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How can  
i market 
my 
business’s 
good 
service?
In itself good service is a 
“hygiene” factor; put differently 
it is what a prospective client 
expects of business. In South 
Africa, however, it can be a 
distinctive benefit, as the 
overall level of service delivery 
is not up to standard.
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Important
It is important to remember, however, that a client is interested first of all in the product or service 
that you offer. Your level of service delivery can actually determine whether the client will clinch a 
transaction with you or not.

It is also difficult to tell people about the good service that your business delivers; they first 
have to experience it and this happens only when they do business with you. It is somewhat of a 
“chicken and egg” effect – what comes first?

Good service must therefore first be experienced  
before your client can talk about it and you can use it  
as a distinguishing feature in your marketing elements.

Are you a Business Owner? 5 reasons why 
you should consider a retirement annuity

Licensed Financial Services Provider
FIND OUT MORE

A few practical ways  
to market good service 

 Client 
feedback: 

Get clients’ permission 
to publish their written 
feedback on your 
website. In this way 
you make it easy for 
a prospective client 
to hear other clients’ 
experiences straight 
from the proverbial 
“horse’s mouth”. 
Publish it under a 
heading, “Client 
Feedback”.

 Give a 
practical 
experience

Receive and service 
clients in your shop, 
office or by telephone 
in such a professional 
way that their 
initial and ongoing 
experience is that of 
outstanding service. 
Each client interaction 
is a golden opportunity 
to put your excellent 
service into practice.

 Positive  
references

Apart from satisfied 
clients giving written 
feedback about good 
service delivery, also 
request and encourage 
them to tell other 
people about your 
business’s excellent 
service.

https://www.sanlam.co.za/businessowners/retirementforbusinessowners/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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How do i 
reward good  
service and 
eliminate 
inferior 
service?

The key to effective 
service evaluation 
is to set consistent 
standards of 
measurement and 
to be practical in 
terms of the method 
of reward and 
corrective action. 

Involve internal parties 
(colleagues and other 
departments within the 
business) and external parties 
(providers and clients) to 
obtain an objective evaluation. 
Staff members have to know 
what is expected of them in 
respect of service delivery 
and also how they will be 
measured.
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Consider the 
following
If you wish to implement a system of recognition, you 
have to consider the following according to the experts:

 Who should be acknowledged? (teams or 
individuals)

 Why should they be acknowledged? (for services 
rendered/improvement in feedback on service)

 When should this take place? (one-off/part of 
continuous performance evaluation)

 Which format should the acknowledgement 
be in?

A key element of recognition 
is that it should be visible to 
the whole business. 
Document and publish (as part of your internal 
newsletter or via e-mail) examples of good service 
delivery. In this way the standard of evaluation is made 
clear to everyone. Monthly, quarterly or yearly winners 
could receive a certificate and/or floating trophy.

The choice of acknowledgement is just as important 
as the measurement thereof. A gift certificate is an 
example of financial recognition, while ‘time off’ from 
work is an example of a non-financial recognition. 
The quantum of acknowledgement is mostly not 
as important as the fact that recognition is given. 
Obtain input from your staff members as to what 
they value when it comes to actions of recognition.

Licensed Financial Services Provider

How to quantify the most crucial financial planning 
risks in your business 

FIND OUT MORE

How to 
address  
inferior 
service
In my opinion inferior service 
could be addressed in one of 
three ways:

 Determine the cause, 
address the behaviour of 
the person, correct where 
necessary and possible 
and test the improvement 
over time.

 If the agreed to and 
contracted service 
output is not met, it may 
be necessary to institute 
disciplinary steps.

 Contract the minimum 
service expectations with 
your staff members by 
making it part of your 
performance contract. 
This gives you grounds 
for addressing inferior 
performance.

“Choose to deliver amazing service to your 
customers. You’ll stand out because they don’t get it 
anywhere else.” 
Kevin Stertz, author and marketing professional.

http://www.sanlam.co.za/businessowners/business-tools/1-2-3of-business/Pages/1-2-3-of-business-owners.aspx/?tp=1&sp=79&cp=001&bp=001
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How do i determine 
client satisfaction?
Clients are the life source of all our businesses. The 
chances that an existing client will again do business 
with you are good if he/she is satisfied with his/her 
experience of your business.
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Ask  
them! 
But how do I know that clients 
are satisfied with by business?

In short – ask them! When you are 
in touch with your clients, you will 
also know in which areas of your 
value chain you are coming up 
short and need to improve.

A simple point of sale evaluation 
system could be a good start. 
Compile a short questionnaire 
(3 or 4 questions), make copies 
and place these at your service 
points. Ask your counter clerks 
to ask every client they serve to 
complete the form and to place 
the completed form in a sealed 
container.

Another possibility is to obtain 
telephonic feedback similar to 
the above from clients that make 
purchases above a certain limit 
and whose contact information 
you have.

The value of the process is to 
launch relevant actions on the 
basis of valid and sensible client 
feedback.

Suggestions
Here are a few suggestions on how clients may be kept 
satisfied:

 Be friendly towards clients

 First impressions matter -

 – What does your building look like?

 – Do the appearance and clothing of your staff 
create a positive image?

 – How clean are your delivery vehicles?

 Have your staff members been adequately trained 
to provide truly good advice and solutions to clients’ 
problems, questions and needs?

 Do your staff members take responsibility for helping 
clients “on behalf of” the business as a whole, or do 
you hear them telling clients the following:

 –  “This is not my department ...”

 –  “I am new here ...” or

 –  “The system is down ...”?

 Do you generally keep your promises to clients?

 Are you focused on the detail of your business?

 Do you react to messages and do you keep clients 
informed on the progress made in respect of 
enquiries and requests?

 How well do you communicate with clients? 
Remember that there is a difference between 
“listening” to someone and “hearing” what they are 
saying.

Evaluating client 
satisfaction
There are two more ways of evaluating client 
satisfaction, namely:

01 Complaints received in respect  
of service delivery; and

02 Items returned due to defects and 
substandard functioning.

If you implement a process of record-keeping 
you will be able to identify trends and areas with 
shortcomings.

Remember that a 
satisfied client is 
one of the most 
powerful marketing 
aids at the disposal 
of any business.



12

Does our 
website 
do what 
it is 
supposed 
to do?
Why does my business need a 
website? Perhaps you think it is 
what your clients expect from 
you – but think about this again. 
A website is, in all probability, 
one of the most valuable 
marketing aids you have at your 
disposal. It makes your business 
accessible to any person who 
has access to an Internet 
connection – 24 hours per day,  
7 days a week.

This article will be discussing a few basic 
principles against which you may evaluate your 
website.
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“There is no point in ignoring it; it’s as 
inevitable as the telephone.” 

What information should  
be available on my 
website?

 Who are we? (Description of 
your service/product)

 How may we help you as the 
client?

 Where may prospective clients 
contact us?

I see so many businesses that offer 
a plenitude of information on their 
website, but do not address the 
above elements properly.

A request for action

Make sure that clients are offered 
a “request for action” at several 
places. It should be easy for them to 
place a service request, or to obtain 
your telephone number.

Useful information

The following information may be of 
value as an addition to your website:

 Articles (e.g. the ‘article of the 
month’ as well as an archive of 
previous articles)

 Newsworthy items (information on 
sales/new services)

However, it is of importance that 
the information should be up to 
date. Remove obsolete information 
immediately. Appoint someone to 
do a regular audit of your website.

Quality of the content  
of the website

In my opinion, there are a few basic 
elements that will ensure a good 
“reading experience”.

 Spelling: Have someone regularly 
proofread your website.

 Language: Use the idiom of your 
target audience, but avoid strong 
or suggestive language.

 Website navigation: Make sure 
that your navigation links are 
easy to understand and clearly 
visible. Your reader should be 
able to easily find what he/she is 
looking for

 Graphics: Even in an age where 
broadband and high-speed 
Internet connections are much 
more accessible, your website 
should not have so many graphic 
that the download speed is 
affected.

The name of your 
website

Always try to choose a name that 
has a direct link with the name of 
your business, or is directly derived 
from the name of your business. 
This makes it easy for clients to 
remember your website. Also 
indicate your web address on all 
the correspondence of the business 
(letterheads, e-mail and marketing 
material).

Someone had the following to say about the web:

May your website prove to be a valuable marketing aid to your business.



14

The basic 
building 
blocks of 
a good 
service 
model
With this article I 
am going to provide 
a few useful and 
practical guidelines 
that may be used as 
the building blocks 
for a service model.
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 Have your staff members 
been well trained in all 
aspects of your product 
or service offering? Clients 
should experience that they 
are dealing with informed and 
competent people in your 
business.

 Do you have an objective 
feedback system in place to 
evaluate client satisfaction 
and to forward suggestions/
requests to you? These 
systems may be electronically 
sophisticated, or simply a 
short questionnaire completed 
by the client at your point 
of sale and dropped into a 
sealed container, or it may 
be a feedback screen on the 
website of your business.

 The important point is to 
act on useful feedback and 
suggestions by clients. Also 
make a point of rewarding 
good feedback and correcting 
bad experiences. If the 
contact information of the 
client is available, it will create 
a good impression if you 
personally indicate what you 
had done with their feedback.

 Is a client service 
measurement part of your 
staff’s key performance areas? 
Good client service is not 
negotiable and an objective 
feedback system may help to 
score the client experience 
at your business. Thereby 
good client service may be 
rewarded and bad client 
service addressed.

 How clear are the terms and conditions of 
your business? It is important that the client 
understands his/her rights and duties regarding 
the transaction and purchases undertaken at your 
business. Read through your terms and conditions 
and form an opinion as to the clarity, fairness and 
practicality thereof.

 How available are your staff members to service 
clients? I am sure that we have all had the 
experience of needing help in a shop or business, 
but being unable to find anyone to help, or when 
you do find someone, it looks as if the person does 
you an enormous favour to be of service. What 
happens in your business? Are you there to see 
how your staff members treat clients? What kind 
of example are you?

 How professional do your staff members act? 
Here I have the following elements specifically  
in mind:

• Language usage: Do your staff members 
at least have a good command of English? 
A second language will depend on the 
composition of your primary client base.

• Clothing: Does the clothing of your staff 
strengthen the good image of your business?

• Energy/Friendliness: Do your staff members 
have an infectious passion for your business 
and for their work? Clients like an environment 
where a positive energy may be felt.

Good client service practices 
are simple – just consider 
the basic expectations you 
have of the businesses where 
you spend your hard-earned 
money… and apply them in 
your own business.

Buy & sell Business Owner  
Who will be your new business partner if 
your current partner passes on?

FIND OUT MORE

Licensed Financial Services Provider

http://www.sanlam.co.za/businessowners/small-or-medium-businesses/Pages/business-continuity-and-risk-management.aspx?tp=1&sp=79&cp=001&bp=001#BuyAndSell
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After-
sales 
service: 
fact or 
fiction
As a consumer I get 
the impression that 
after-sales service is 
something granted 
to us by businesses 
as a favour, and not a 
right to which we are 
entitled. This article 
will take a closer look 
at this thorny issue. 
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A few general 
principles

 As business owners we are under a legal 
obligation to perform within the limits 
of our product or service guarantees. 
It is important that your point-of-sale 
staff inform clients of their rights and 
responsibilities with regard to the 
guarantee guidelines.

 If an item bought by a client is obviously 
broken or faulty, and there is no clear 
evidence of negligent actions by the 
client, such an item should be repaired 
or replaced immediately.

 It is important not to treat clients like 
criminals when they want to return 
a faulty product, or wish to have it 
replaced.

 If a client has met all the requirements 
of your guarantee and exchange policy, 
make it easy – in other words, keep the 
forms to be completed in triplicate (for 
example) to a minimum. Remember that 
they had paid you for something that is 
supposed to work. They just wish to be 
placed in the same position again.

 Make it a point to contact a client who 
had exchanged a product, or had it 
repaired, after a couple of days to find 
out whether they are satisfied with the 
exchanged or repaired product. A little 
bit of effort will take you a long way in 
terms of client satisfaction.

Good after-sales service is, 
in my opinion, an element 
that could distinguish your 
business from the rest. 
Is the after-sales service 
of your business only 
articulated in your product 
or service guarantee 
(fiction) or does it come to 
life in practice (fact)?

Dr Philip Kotler, 
internationally 
recognized marketing 
expert, provides the 
following as examples of 
good after-sales service.

 A satisfied client buys more 
and stays loyal to your 
business or brand for longer 
periods.

 A satisfied client speaks 
positively about your business 
and product or service.

 A satisfied client takes less note 
of competing brand names and 
advertisements and is less price 
sensitive.

 It is easier to promote new 
products of a business to a 
satisfied client.

 It is cheaper to service a 
regular client than to recruit a 
new client.

Business Owner? Signed surety for 
business debt? FIND OUT HOW TO REDUCE THIS RISK

Licensed Financial Services Provider

https://www.sanlam.co.za/businessowners/signsurety/Pages/default.aspx?tp=1&sp=79&cp=001&bp=001
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Client service: 
do people talk 
about ours?

When I came across the quote 
from Dr Ken Blancard, business 
writer, which reads: “Providing 
good service, on time, every 
time, is not good enough”, I 
was astounded. Is this not the 
essence of service excellence?

In this article I quote some of Dr Ken Blancard’s tips 
that brought about a positive change in my way of 
thinking about service delivery.
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Business Owner, are you Financially Fit?  
Get a free Financial Fitness Analysis. 

Three tips
In his book “Raving Fan Customers” Ken gives 
the following three tips to establish “raving 
fan” clients.

01 Decide on  
what you want. 

 This implies that you compose a clear, 
client-centered vision for your business.

02 Find out what  
the client wants.

 There are two actions that embrace 
listening: (a) Understand what the 
client is saying and (b) decide whether 
you want to implement the client’s 
suggestions.

03 Deliver on your business’  
vision plus one percent

 This means that you have to deliver 
on your promises and look for ways in 
which this delivery may be improved.

 This implies, inter alia, that your front 
line staff should be empowered to use 
their discretion and common sense in 
the implementation of the vision and 
values of the business.

Who is a 
satisfied 
client?
A satisfied client will most probably 
not complain or argue with you 
about the price or terms of payment, 
but if they have to do another 
transaction in the future, they will 
probably try to find or negotiate a 
better price somewhere else. That 
is, they will not necessarily return to 
your business as their first choice.

We need “raving fan” clients – 
people who are truly committed 
to our products and services and 
would not even consider taking 
their business elsewhere; and who 
are prepared to sing the praises of 
your business from the rooftops.

To create this type of client experience 
we need to establish a client service 
culture within our businesses that joins 
together everyone in the business 
to live out service excellence both 
internally and externally.

This starts, inter alia, with the 
relationship that exists between 
management and the front line 
staff. If they are not being treated 
decently and with respect, they will 
reflect this on to your clients.

I conclude with the words of Sam Walton, founder of 
Wal-Mart: 

“There is only one boss. The 
customer. And he can fire everyone 
in the company, from the chairman 
on down, simply spending his 
money somewhere else.”

FIND OUT MORE

Licensed Financial Services Provider

http://www.sanlam.co.za/businessowners/business-tools/Pages/financial-fitness-analysis.aspx/?tp=2&sp=79&cp=001&bp=001
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How do i link 
my value 
proposition 
to service 
excellence?

Service standards in South 
Africa, on the whole, leave 
much to be desired. That is 
why we decided to focus our 
Cobalt Business Tips this year 
on the rendering of service, 
with the subject. “Make a 
difference through service 
excellence”

In order to effect any meaningful interaction 
between the value proposition of my business 
and service excellence, I need to know what 
my “forms of value” and “knowledge of the 
service experience of my client” are.
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Forms of value
The value proposition of my business should distinguish me from the 
competition with regard to one or more of the following elements:

 The quality of my value proposition.

 The professiona limage of my business.

 The convenience of doing business with me.

 The timeliness of the solutions I offer to the client’s needs.

 The competitiveness of my prices.

 How safe it is to make use of my product and service

 The soundness of my advice, or product, in solving the 
client’s problem, or meeting the client’s needs.

Knowledge of my client’s 
service experience
The following questions may help you to evaluate your level of service 
rendering:

 Do I render a level of service that exceeds the expectations of my clients?

 Do I really listen to my clients’ needs and do I meet those needs in 
particular? Clients are usually looking for simple solutions, but product 
and service providers are inclined to overcomplicate.

 Do I know which clients I regularly do business with?

 Do I see the individual behind every client?

 How do I deal with dissatisfied clients?

 Have I placed myself in my client’s shoes? How would I experience my 
business?

When I have identified the building blocks of value in my business and I know 
what my value proposition entails, I am able to evaluate my service by using 
the feedback from my clients to identify the shortcomings in my service and 
to address these effectively.

It is therefore of the utmost importance to realize that I cannot deliver on the 
value proposition of my business if my service standards do not support it.

“You can start right where you stand and apply the habit 
of going the extra mile by rendering more service and 
better service that you are now being paid for.” 
Napoleon Hill
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