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Gandhiji’s ‘Talisman

I will give you a talisman. Whenever
you are in doubt or when the self
becomes too much with you, apply the
following test:

Recall the face of the poorest and
the weaKest man whom you may have
seen and ask yourself if the step you
contemplate is going to be of any use
to him. Will he gain anything by it?
Will it restore him to a control over
his own life and destiny? In other
words, will it lead to Swaraj for the
hungry and spiritually starving
millions? |

Then you will find your doubts and
your self melting away.
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FOREWORD

The National Education Policy (NEP) 2020 envisions an education system that is deeply rooted in India's

cultural heritage and achievements, while also preparing students to effectively engage with th e
challenges and opportunities of the 21st century. This aspirational vision is built upon the National

Curriculum Framework for School Education (NCF -SE) 2023, which outlines a comprehensive approach

to education across various stages. In the early stages , the NCF -SE 2023 fosters the holistic
development of students by focusing on the five dimensions of human existence, known as the
pafichakoshas, creating a solid foundation for further learning.

High -quality vocational textbooks play a vital role in bridgi ng practical skills and theoretical knowledge.
These textbooks must balance direct instruction with opportunities for hands -on experience, helping
students to apply what they learn in real -life settings. The National Council of Educational Research

and Tra ining (NCERT) is providing such high  -quality teaching -learning resources. A team of experts,
educators, and practitioners have collaborated to develop these vocational textbooks to ensure students

are well -prepared for the demands of their chosen fields.

The textbook on Physical Education Assistant (Early Years) for Grade 10 introduces students to
essential concepts in physical fithess, health, sports management, and first aid, while also highlighting

India’s rich tradition of sports and physical culture. | taims to equip students with practical skills, such

as organising sports events, assisting in fithess routines, and ensuring safety during physical activities

so that they are well prepared for the job role of Physical Education Assistant. The textbook al o]
emphasises values, such as teamwork, leadership, and discipline, which are crucial in the field of

physical education.

In addition to textbooks, it is important to encourage students to explore other learning resources, such

as school libraries, and eng age in physical activities and sports events. Teachers and parents play a

vital role in guiding students as they apply their learning outside the classroom.

| am grateful to all who contributed to the development of this vocational textbook and look forwar dto
feedback from its users to make future improvements.

New Delhi
May 2025
DINESH PRASAD SAKLNI
Director
National Council of Educational
Research and Training



ABOUT THE TEXTBOOK

The textbook for Customer Service Associate 0 Financial Services is a
comprehensive resource designed to prepare students for the vital role of
delivering customer -centric services in the banking and insurance sector.
Customer Service Associates play a cru  cial role in addressing customer
queries, providing accurate information, ensuring smooth transactions, and
maintaining high service standards while adhering to banking and

insurance requlations. The textbook emphasizes the development of b,
professional skil Is in communication, problem -solving, customer <&
relationship management, and compliance with regulatory frameworks. y
The content of the textbook has been meticulously aligned with the National

Occupational Standards (NOSs) to ensure students acquire the nece  ssary
knowledge, skills, and competencies for the job role. Developed with the
contributions of industry experts and academicians, the textbook integrates
both theoretical concepts and practical applications, thereby meeting the
performance criteria outlin ~ ed in the Qualification Packs (QPs) for Customer
Service Associate 9 Financial Services.
Key NOSs covered include handling customer queries and requests
providing accurate information about financial products and services,
ensuring service quality, mainta ining integrity and ethical practices, and
fostering collaboration within financial service teams. The student textbook
has been developed with expert inputs from subject specialists and industry
professionals, making it an inspiring and valuable teaching -learning
resource for vocational students. Adequate care has been taken to align the
content with the NOSs for the role of Customer Service Associate d Financial
Services, so that students gain job  -relevant competencies as per the
prescribed performance st andards. The textbook has also undergone expert
review to ensure quality, relevance, and alignment with NOSs.
The NOSs for the job role of Customer Service Associate 8 Financial
Services covered through this textbook are as follows:

1. BSC/N8415 : Handle custo mer queries and service requests

2. BSC/N8416 : Provide information about banking and insurance

products and services

3. BSC/N8417 : Maintain service excellence, integrity, and ethics
The textbook for Customer Service Associate d Financial Services is
structured t o comprehensively cover the essential aspects of the role,

ensuring a balanced blend of theory and practice. It is divided into five
modules , each addressing critical areas such as customer interaction,
service quality, regulatory compliance, ethics, and tea mwork, thereby

preparing students for effective performance in the financial services sector.

Punnam Veeraiah
Professor and Head

Department of Business and Commerce
PSSCIVE, Bhopal
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MODULE 1: INTRODUCTION TO BANKING AND
CUSTOMER SERVICE ASSOCIATE

Banking is a significant part of the financial system that provides services like
accepting deposits, giving loans, tr  ansferring money, and offering investmmp
products to individuals, businesses, and governments. Banks act as finan,ci%
intermediaries that ensure the smooth flow of money within the economy@@’y

provide various types of accounts, credit facilities, and di gital iNg services
to meet the financial needs of customers. In addition to supportin onomic
development, banks help customers manage their finances\eéciently and
securely.

A Customer Service Associate (CSA) in banking and fi a’mﬁtial service indust  ry has
important  role in delivering a positive customer experigte by assisting clients

with their banking needs. The CSA handles tasks s@ opening and managing
accounts, answering queries, guiding customers<on products and services,

resolving complain ts, and ensuring smooth -to-day transactions. The role
requires good communication skills, profe }alism, product knowledge, and
ethical conduct. CSAs act as the face o bank and are essential in building

trust and long -term relationships w@us tomers.

This module focuses on the @%duction to Banking and Customer Service
Associate. The first sessior%}}frs the fundamental aspects about banking. The
second session deals with<the qualities and importance of Customer Service
Associate in banking %&‘ financial services. The third session focuses on the
roles and responﬁ'ﬂu s of Customer Service Associate. And the last session
deals with the jintegrity, morale and ethics in mode of operandi and smooth
functioning@éﬁ.
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SESSION 1: INTRODUCTI ON TO BANKING

MEANING OF BANK AND BANKING

According to World Trade Organizati ol
entity that accepts deposits and uses those funds to make b’

i nvest ments or extend credi@.é

According to Crowther, c‘aﬁ}QBank i s
collects money from those who have in spare 0 are
saving out of their income and lends out those<2©require
Fig. 1.1: Bank it. 90 e
According to the Indian Banking Com dnles Act, 1949,
oObanking is the business ofKi¥accepting deposit
purposeof | endi ng or making i &est ment so.

So, Bank is an establishment dealing in money and its stltutes and provides
other money related services. There are two basjc rimary functions of Banks
i.e. acceptance of deposits and advancing (QV loans mostly for p roductive

purposes. @& o A

"_ e
l n most s i mmBhn&ing to abn act|V|tw_ 1v ol
taking money on interest from the 6&0 having surplus and &

lending it to the needy perso an interest. To earn profit,

Interest rate on lending is kep&her than the rat e of interest k M
allowed on deposits. G*}' Fig. 1.2: Banking
BANKING STRUCTUREN INDIA

Banking structure@fers various types of Banking entities; like Reserve Bank of
India , Region%ﬁR ral Banks (RRBs),  Commercial Banks , Co-operative Bank s,
Developme ks and other financial institutions . These are described in the
following

%% Banking Structure in India

ed Primary Agricultural tate Financial
nks redit Societies Corporalion’s 's|
PA
i

Public Sector al Develo

Banks 0-0pe rative Baﬂ Corporations (SIDC's)
Privala Seclor

Banks State Co-oper

o 14Ch ©
Foreign ClE
‘‘‘‘‘‘

Mutual Funds

Figure 1.3: Banking  Sturcture in India


https://papertyari.com/general-awareness/banking/banking-structure-india/#Reserve_Bank_of_India
https://papertyari.com/general-awareness/banking/banking-structure-india/#Reserve_Bank_of_India
https://papertyari.com/general-awareness/banking/banking-structure-india/#Commercial_Banks
https://papertyari.com/general-awareness/banking/banking-structure-india/#Co-operative_Bank
https://papertyari.com/general-awareness/banking/banking-structure-india/#Development_banks_and_other_financial_institutions

1. Reserve Bank of India

The bank was established on 1s  t April, 1935 under the RBI Act 1934. RBI, an
apex bank i s call ed t he O0Reserve Bankd as
commercial banks and Government of India. It prints currency in our country.

2. Commercial Banks

Commercial banks can be divided into two ¢ ategories:

AN
1. Scheduled Banks: The banks which are included in the 2nd schedule of
RBI Act 1934. These banks must have total paid -up capital 5 lakh or

more.

2. Non-scheduled banks: The banks which are not included in the list of
scheduled banks are called non -scheduled banks. These are not eligible

for getting loans from RBI except in case of emergency.
v \UJ
Private Sector Banks, Public Sector Banks a nd Foreign Banks put together are

called commercial banks.

1. Public sector banks: There are 12 public sector banks viz., State bank of
India, Bank of Baroda, Central Bank of India, Canara Bank, Punjab
National Bank, Bank of Maharashtra, Union Bank of India, UCO Bank,
Indian Bank, Punjab & Sind Bank and Bank of India. In India, 90% of
banking operations are conducted by public sector banks and State Bank
of India is the biggest commercial bank in terms of volume.

2. Private sector banks : These banks are owned by private shareholders.
E.g. ICICI Bank, HDFC Bank, etc.

3. Foreign Banks: The banks, having their incorporation abroad are termed
as foreign banks. E.g. CITI bank, Hongkong and Shanghai Banking
Corporation (HSBC), Standard Chartered Bank, etc.

Y

3. Regional Rurgl | Banks (RRBs)

These banks are owned by Central Government, State Government and
Sponsoring Banks. Their clientele includes artisans, small and marginal
farmers, agricultural laborers, etc. They receive short -term and medium -term
loans from National Bank f  or Agriculture and Rural Development (NABARD).

4. Co-operative Banks

Co-operative Act (1904) was passed for forming of Co -operative banks in India.
There are three levels of co -operative banking in India:



1. Primary Agricultural Credit Societies (PACS): Mini mum 10 persons of
an area can form a PACS. Most of these societies have been organized
mainly to provide credit facilities for productive activities among their
members.

2. DistrictCentral Co  -operative Banks (DCCBS): DCCBs occupy the middle
level position i n three -tier co -operative credit structure. They get loans
from State Co -operative Banks and give loans to PACS.

3. State Co -operative Banks (SCBs): SCBs are part of the cooperative
banking structure in India. They are regulated by the Reserve Bank of
India (RBI) and supervised by the National Bank for Agricultural and Rural
Development (NABARD). As on July 2024, there are 33 state cooperative
banks in operation across the country

N )
5. Other financial institutions
. . LN ~
St at e Financi al Cor por atXluustia Defe®pnt@dts ) ,
Corporations (SI DCbs) , %{Oc., ar e covered
institutions like LIC, GIC, Mutual Funds, etc. Theirsmain role as development

banks is promotion of economic development b)&way of promoting investment
and en terprise in the priority  areas. '.Q\’
x<

ROLE/FUNCTIONS OF RBI
<« O

RBI controls money supply, interest rates, credit and exchange rates. It also

plays a central role in maintaining stability, efficiency and development of the

banking structure. As the country's centra | bank, the RBI is responsible for:
Functions of the Reserve Bank of India

Monetary
Policy

(@)

Banking .
iﬁ ﬁéﬁsz':};?s:“d
N ZEN

Ve O
92 Currency
I, 7 ) Management
\

Payment Lender of Last
Systems Resort

Foreign

Exchange@

Management

g

Fig. 1.4: Function of RBI

1. Monetary Policy: This includes setting key interest rates, controlling
money supply and managing foreign exchange reserves.
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2. Regulation and Supervision: The RBI regulates and supervises all
commercial banks, co -operative banks and non -banking financial
institutions in India.

3. Currency Management: The RBI is responsible for printing and
distributing currency notes except 1 rupee note and ensuring an
adequate supply of money in circulation.

4. Lender of Last Resort: The RBI provides liquidity support to banks >
facing temporary cash flow mismatches or other financial distress,
acting as the lender of last resort.

5. Payment Systems: The RBI develops country's payment and settlement
systems i.e., National E lectronic Funds Transfer (NEFT) and Real Time
Gross Settlement (RTGS).

-
6. Foreign Exchange Management: RBI manages foreign exchange reserves

and regulates the foreign exchange market to ensure orderly functioning and
stability of the Indian rupee.

7. Banking De velopment: The RBI promotes financial inclusion and co
ordinates the expansion of banking services to unbanked and underserved
regions of the country.

IMPORTANCE OF BANKING INDUSTRY

The banking industry acts as a bridge between people who have surplus mone
(savers) and those who need money for various purposes (borrowers). By
collecting deposits from individuals and businesses and providing loans to
industries, farmers, traders, and entrepreneurs, banks help in the growth of
commerce, agriculture, and indu  stry. This, in turn, creates jobs and raises the
overall standard of living in the country.

Banks also make financi al transactions easy, safe  and efficient. People and
businesses use banks to transfer money, pay bills, receive salaries, and make
online pur chases. With the help of technology, services such as net banking,
mobile banking, and ATMs have made it possible to access banking services
anytime and anywhere. This convenience has increased public trust in the
formal financial system.

Another important  function of the banking sector is to encourage saving habits
among people. Banks offer a safe place to keep money and provide interest on
deposits, which motivates individuals to save. Savings accounts, fixed deposits,



and recurring deposits help people p  lan their finances, prepare for emergencies,
and invest in future needs like edu cation, housing, or retirement.

Banks also support government policies and welfare programs. They help in
distributing pensions, subsidies, and loans under various government
schemes. Special initiatives like the Pradhan Mantri Jan Dhan Yojana have
brought millions of people into the banking system, promoting financial
inclusion and reducing depend  ence on informal money lenders.

The maintaining financial stability in the economy is possible through the
Central banks like the Reserve Bank of India (RBI) regulate and supervise all

other banks to ensure that the banking system remains strong and trustworthy.

They control interest rates, manage inflation, and ensure that there is eno ugh
liquidity in the market. This helps prevent financial crises and supports the

smooth functioning of the economy.

X
PRACTICAL EXERCB%Q
Activity 1: Visit to a Local Bank Branch to o@rve the real time banking

Y

operations O

o &
Material required: Notebook, Paper , E{@ encil, and rubber.
Procedure: O

1. Ask the bank manager for permission and fix a date and time for the visit.

2. Divide students into s groups and give them simple tasks like
observing the cashier B 'customer service desk.

3. Bank staff will give ashort  talk about the bank and its services.

4. Students will w. how customers are helped, how money is handled,
and how staffAyork.

5. Students caw/ask simple questions to the bank staff after observing.

6. After@isit, students should write a short report about what they

lea
7. d}é next class, students can talk about their visit and what they found
%%’eresting.

Ac@ity 2:  Group Discussion on the importance of banking industry in our daily
life and economy

Material required: Notebook, Paper, Pen, Pencil, and  rubber.
Procedure:

1. Divide the class into small groups of 5 to 6 students each.



2. Give eachgroup 5 9810 minutes to think about the topic. They can write key
points like saving money, giving loans, helping businesses, etc.

3. Ask one group to begin. Each student should speak for 1 82 minutes and
share their ideas.

4. Other groups should listen carefully and wait for their turn to speak.
Encourage respectful behavior.

5. The teacher should walk around, help shy students speak, and make sure
the discussion stays on topic.

6. After all groups have spoken, the teacher or one student can give a sh%e’
summary of the main points shared. -\%

7. Talk about what students learned and give them simple feedback&@ ow
they spoke and shared ideas. QQ'

CHECK YOUR PROGRESS “06

A. Fill in the Blanks

| | O
The is the apex bank of India.

The main functions of a bank are accep tanc @%eposits and
The RBI was established on : é

Public sector banks are owned  and contr@d by the

The Pradhan Mantri Jan Dhan Yojana pr?ggotes :

agrwnNE

B. Multiple Choice Questions »g\
x<
1. Which of the following banks p@@turrency in India?
a) SBI
b) HDFC bﬁ
c) RBI oS
d) ICICI X

2. Which is the big qéé blic sector bank in India?
a) Punjab Natio%L ank
b) State Ba 0 ndia
c) Bank of Baroda

d) Indi nk
3. Regioral Rural Banks are owned by .
a) tral Government

tate Government
%) Sponsoring Banks
Q d) All of the above
4. Which of the following is not a scheduled bank?
a) SBI
b) ICICI
c) Any bank not listed in the 2nd Schedule of RBI Act
d) HDFC
5. The RBlI manages reserves of India.
a) food



b) gold
c) foreign exchange
d) ol

C. State Whether the Following Statements are True or False

1. Banks accept deposits and provide loans.
2. RBldoes not print 1 notes.
3. Public sector banks are owned by private individuals. b.
4. RRBs serve mainly urban and industrial customers. \QQ’
5. Co-operative banks function at three levels. "
D. Match the Column Y
>
S.no Column A S.no Column B Q
1 RBI A Works at state, district %@ village levels
xO
2 Public Sector Bank B Includes SBI and PNB
O
3 Commercial Bank C Sup ports rural@tomers
©
4 | Co-operative Bank D | Owned pg}Qovernment
N .
5 RRB E P{g@ﬁes currency and monetary policy
E. Short Answer Questions &
1. What is the meaning of bapking?
2. What the two main fun of banks?
3. Who regulates the % g system in India?
4. What is the function-of RRBs?
5. Name any two g&ate sector banks.

F. Long Answer@é’stions
1. De e&g)the banking structure in India.
2. Dj s the functions of the Reserve Bank of India.
3. at are the different types of commercial banks in India?

G.gheck Your Perfor mance

1. Prepare a chart on structure of banking.



SESSION 2: INTRODUCTION TO CUSTOMER SERVICE
ASSOCIATE 0 FINANCIAL SERVICES

INTRODUCTION

In the financial services industry, a Customer Service Associate (CSA) plays a
crucial part in preserving positive clien t relations between a financial institution
(such a bank or insurance provider) and its clients. They are in charge of giving
clients information, answering their questions, and making sure they ar&Q

satisfied because they are frequently the initial point o f contact. \»>@
Excellent customer service is not only a benefit but also a requiremegnthin the

cutthroat financial world of today. CSAs assist clients with dutiesSsuch as
account opening, transaction processing, service request process@g{ banking or
insurance product explanation and complaint resolution. Profi@ncy in financial
goods and services, effective communication, and the capgg)fty to manage client
interactions with professionalism and patience areéﬂ) necessary for their

position. @

Additionally, a CSA i s essential to establishi lient loyalty and trust, both of
which are necessary for any financial instituti@» 0 succeed in the long run. As
online services and digital banking have g@évn in popularity, the function has
expanded to cover phone, email, ch ,and mobile app support, making digital
literacy just as crucial.

KEY QUALITIES AND ATTR)IE&S

In order to perform better t@CSA in financial services field must have skill sets
which enables to perfo is/her task more effectively and efficiently. T hose skill
sets which are requifgd’in CSA role are listed below:

Q
& O

L ] L]
/ Professionalism

° . °
and Integrity
Customer-centric
Attitude

Fig.1.5 Key Qualities and Attributes
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1. Communication Skills: To communicate with consumers effectively, a CSA
needs to be a skilled communicator both in writing and speaking. They should

be able to clearly and simply explain financial policies, procedures and products.

To completely comprehend the questions and concerns of customers, active
listening is also as important as speaking.

2. Patience and Empathy: Managing clients, particularly t hose who are
struggling financially, calls for composure and patience. By understanding the
customer's emotions and responding with compassion and encouragement, th{\ej
CSA can establish rapport and trust. \\’

3. Problem -solving ability: Customers may have a vari ety of.Qué€stions and
concerns about financial services. In order to handle client complaintstand find
satisfactory solutions to potential problems, CSAs need to hav d problem
solving abilities.

xO

4. Professionalism and Integrity: Maintaining a p@xfessio nal attitude, even
under pressure, is necessary. A CSA must har@ confidential financial
information responsibly and follow all ethical guideli@ and company policies to
ensure customer trust and legal compliance. Q

5. Customer -centric Attitude: A &must focus on providing a positive
experience, a nswering questions re ully and striving to meet or exceed
customer expectations at every interaction. Then only CSA can fulfill the needs

of the customers. bﬁ

6. Technological Knowled X7 As digital banking has  grown, CSAs need to feel
at ease with computers, inte rnet platforms, Smartphone apps and banking
software. Additionally, tltey must to be able to assist clients in making efficient

use of these tech

IMPORTAN@Z CUSTOMER SERVICE ASSOCIATE IN BFSI

Wheth ?Cja bank, insurance company, or financial service provider, CSAs

re sent the institutionds i mage and val
cu@ ers. Their ability to communicate effectively, solve problems, and

maintain a friendly and professio nal approach directly impacts customer
satisfaction and loyalty.

I n todayds competitive and digital financi

accurate, and personalized service. CSAs help meet these expectations by
answering queries, qguiding customers through services, assisting in

10
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transactions, and resolving complaints. Their role is especially important in
building trust, which is essential when dealing with money and financial
security.

CSA helps in promoting financial products and services. With pr oper knowledge,
they can help customers choose the right type of account, loan, insurance plan,

or investment option that suits their needs. This not only helps the customer but

also contributes to the institution's growth and business targets. @b'

0>

Moreover, C SAs support the organization in compliance and data accur %y
following procedures, updating customer information correctly, and e 5:??’{Dlng
proper documentation. In doing so, they help prevent fraud and ma@ the
integrity of the financial system.

“O
PRACT ICAL EXERCISE \,O

Activity 1:  Identify and list out the good and bad exzﬁm’}&s’ of customer service

Material required: Notebook, Paper, Pen, Penc@n rubber.

Procedure: . @\/

1. Divide the class into small groups qﬂt@(\/ 05 students.

2. Provide each group with a few, ca se studies or role -play scenarios
that depict both good and b ustomer service situations in financial
services. %n

3. Ask the students to r & scenario carefully and identify whether it
shows good or bad er service.

4. Instruct them to Qﬁﬁ] ht the a ctions or behavior that make the service
good or bad (e ely response, rude behavior, lack of knowledge).

5. Encourage é&o list out at least 3 good and 3 bad examples from the
given s

6. Let e édroup present their findings to the class with reasons for their

7. tate a class discussion to compare different viewpoints and reinforce
gualities of good customer service.
Q Conclude the activity by summarizing key takeaways and the importance
of professionalism, empathy, and communicat lon in customer service.

Activity 2:  List out and discuss the key responsibilities and skills of Customer
Associate

Material required: Notebook, Paper, Pen, Pencil, and rubber.

Procedure:

11



1. Dividing the class into small groups of 3 05 students.

2. Give each gro up a set of real -life role -play situations or short case studies
related to customer service in banks or financial institutions.

3. Ask the students to read and discuss the roles being performed in each
case and identify the responsibilities shown.

4. Next, have them list the skills that the CSA is using in each situation (e.g.,
communication, problem  -solving, digital literacy).

5. Allow each group to present their observations to the class. E}v

6. Facilitate a discussion where other groups can agree or suggest addition{\ej
responsibilities and skills. )

7. Conclude the activity by summarizing the main duties and esgg ial
gualities of an effective CSA. A

CHECK YOUR PROGRESS <

. O
A. Fill in the Blanks

O

1. A Customer Service Associate (CSA) is often the ini(ig)% between a
financial instit  ution and its clients. Q)

2. In the financial sector, excellent is a negessity rather than a
luxury.

3. CSAs assist customers in understanding é> products and resolving
complaints. A

4. Digital literacy is important for CSA&@J to the growing use of
banking. Q

5. Professionalism and @essential traits for a CSA while handling
client data.

B. Multiple Choice Questions bﬁ

1. What is one of the k ponsibilities of a CSA?
a) Approving loans
b) Processing le ocuments
c) Resolving g%@omer complaints
d) Managiri@‘u estments
2. Which sKill is most important for handling angry or frustrated
cust ?
a) /\shnological knowledge
&tience and empathy
Data analysis
d) Marketing skills
3. Why is digital literacy important for a CSA?
a) To prepare tax documen ts
b) To conduct internal audits
c) To assist customers with online and mobile banking
d) To develop new banking software
4. A CSA contributes to business growth by:
a) Ignoring customer queries

12



5.

C. State Whether the Following Statements are True or False

CSAs play a role in maintaining customer loy
It is not necessary for a CSA to understand digital platforms.
CSAs do not require professional communication skills.

agbrwnE

b) Promoting suitable financial products
c) Avoiding technology use
d) Closing customer accounts

Which of the following is

a) Empathy

b) Communication skills

c) Aggression
d) Integrity

NOT a required quality for a CSA?

alty and trust.

o

CSAs should update customer information accurately to avoid?&.
al’institutions.

A CSA is responsible for product development in financi

D. Match the Column

\06

Q

S.no Column A S.no Q\gh"mn B
e
1 Patience and A Resolve iss nd complaints
empathy @
bl Ivi . \y
2 Prc_). em -soiving B Use e@b’nline and mobile banking
ability \‘@
Technological (0" . .
3 C$ Understanding customer emotions
knowledge
AQ
- 10
4 Co_mmunlcatlo : \}7’ D | Explain policies and services clearly
skills %
5 Professionalis@ E Follow ethical and company guidelines
L

E. Short Answe

1.
2

3.
4.
F.Q
2.

3.

NEstions

rimary role of a CSA in the financial sector?
ion skills important for a CSA?

What is@
Whya@ ommunicat

H /\ioes a CSA contribute to data accuracy?

at i s

t he

Answer Questions
Describe the key responsibilities of a Customer Service Associate in the
financial services sector.

Explain the importance of communication and prob

a CSA.

Discuss how CSAs help in maintaining the integrity of the f

system

si g

ni ficance of empathy

lem -solving skills for

inancial
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SESSION 3: ROLES AND RESPONSIBILITIES OF CUSTOMER
SERVICE ASSOCIATE

Customer Service Associates (CSAs) are the frontline representatives of an
organi zation. They serve as the bridge between the company and its customers,
ensuring that customers receive prompt, respectful, and helpful service. Their

role is essential in creating a positive customer experience and building long e} -
term customer loyalty. "

O
&
S

The key functions of customer service associate are given below; QQ«

KEY FUNCTIONS OF CUSTOMER SERVICE ASSOCIATE

1. The CSA acts as first point of contact for customers fi_dn person, over the
phone, or through digital channels.

2. Providing accurate information and res olving QQ customer queries,
complaints or concerns promptly and efficiently. XU

3. Offering clear and complete information about pés@cts, services, pricing,
policies and procedures.

4. Understanding customer needs and en&kr,e their feedback reaches the

appropria te department. O~
5. They act I n the eﬁmstomerés best i nterest
policies. X0

6. Collaborating with internal teq@@fjch as sales, logistics, and technical
support to deliver seamless&a ice.

PRIMARY RESPONSIBILITI%& A CUSTOMER SERVICE ASSO CIATE
The primary responsibil&t&s CSA are given below:

Greeting and (,r%éging with customers politely and professionally.
Handling mer inquiries via phone, email, chat, or face -to-face.
Resolvj omplaints and escalating complex issues when necess ary.
Mainfa#hing customer records and documenting interactions.
P@ sing orders, forms, applications, and requests.

6 %Iowing communication procedures, guidelines, and policies.
%ﬁ(eeping updated on product knowledge and service updates.

. Promoting addition al products or services when appropriate (cross -

selling/up -selling).

STANDARD OPERATING PROCEDURE (SOPs) in CSA

abrwnNE

As a CSA in financial sector, he/she must follow certain set of principles with
respect to mode of operandi for smooth functioning in the organi zation. In order

14



to achieve this following standard operating procedures are given to CSA o}
Financial Services:

Greeting and Providing Product/ Managing Maintaining Records End-of-Day
Welcoming Customers Service Information Customer Complaints and Documentation Reportmg

0 0 0 0 _
© 0 0 0

Identlfylng Handllng Follow- Ups E al ion
Customer Needs Transactions ,\Oatocol

Fig. 1.7 Standard Operating Procedure (SopS).in Csa
1. Greeting and Welcoming Customers s '

A CSA should always greet customers promptly Warml y to set a positive tone
for the interaction. A courteous and friendly gre®efing within 30 seconds, whether
in person or over the phone, helps establl& ust and shows the customer that

their presence | (Dalued Using phr glassist | i ke ¢
you today?déd creat an inviting atmosphere an
experience. b,

A

2. Identifying Customer Ne%&

Under st andl%“g the customerds needs is essenti .
or service. A CS @t'ask open -ended questi ons to encourage customers to

share details a d%ﬁ(?uld listen actively to what the customer says. Confirming

or paraphra %)their concerns helps in avoiding misunderstandings and

demonstr hat the CSA is attentive and committed to helping.

3. Pr@ g Product/Service Information

AQCSA should offer accurate and complete info
products or services. Whether itds explaining
the communication must be clear and easy to understand. Supportin g materials

like brochures, catalogs, or digital displays can help in making the explanation

more effective and ensure the customer is well -informed before making a

decision.
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4. Handling Transactions

When it comes to processing sales, service requests, or payments, the CSA must
follow standardized steps to ensure accuracy and transparency. This includes
generating invoices, collecting payments, and issuing receipts. Using reliable

tools like point -of-sale (POS) systems and ensuring that the transaction deta ils
are correct helps maintain financial integrity and builds customer confidence. e}

5. Managing Customer Complaints “QQJ

Handling compl aints professionallic,%is an ess
associate should |isten to the %@ﬁm,a;hawr()s cor
empathy, and respond calmly. Apologizing and reassuring the customQ at the

i ssue wil |l be resolved shows &ccountability.

authority, it should be escalated to a supervisor, following the %ﬁr protocol.

6. Follow -Ups

O
After resolving a customer query or providing a service, fellowing up ensures that
the customer remains satisfied and feels valued, This step may involve a phone
call, email, or message to confirm that everythingyg'in order. Collecting feedbac k
during this stage is important as it helps in&@(/e services and strengthen the
customer relationship. (b”&

7. Maintaining Records and Documentation

Proper documentation of custogg'lnteractlons transactions, and complaints is
essential for future referenge’a” nd accountability. A CSA must accurately record
all necessary details |n<&%)mer service systems or logs, while also ensuring
customer confidentiality”and compliance with data protection laws. These
records help in tra@ service history and improving s ervice delivery.

8. Escalatio @ocol

Not all i @ can be resolved at the CSA level. For complex or sensitive matters,

the iate must follow the escalation procedure by notifying the immediate

SQD rvi sor or manager. Thi s eonsemnriseaddressédat t he
efficiently by the appropriate authority, minimizing delays and improving

resolution quality.

9. End -of-Day Reporting

At the end of each working day, the CSA should prepare a summary of tasks
performed, customer feedback received, and any challenges faced. This report
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should be submitted to the supervisor to maintain transparency and help in
monitoring daily operations. It also assists in planning improvements and
ensuring continuity in customer service.

COORDINATION WITH INTERNAL TEAM S

A crucial responsibility of a Customer Service Associate is to maintain effective
coordination with other departments such as sales, billing, logistics, technical
support, and administration to ensure smooth and timely service delivery tg &
customers. When a customer raises a concern or requires a service that inva@%

ot her departments, the CSA must arly
follow up on the status, and ensure the resolution is delivere%ax@hin a
committed timeline. For example, if a prod uct return or technicabissue arises,
the CSA must promptly inform the respective team, provid necessary
documentation, and act as a bridge between the customer\}o and the concerned
department. X,

Maintaining accurate internal communication helps a mis understandings,

ensures customer satisfaction, and promotes a col@orative work environment.
The CSA should also update the customer .095\; the issue is resolved or the
request is completed, reinforcing transparenn;yvand trust. Coordination should
be profess ional, timely, and always foc on meeting the customer's needs

efficiently. ®®'

RECORD -KEEPING AND DOC NTATION PROCEDURES

Accurate and timely recor \';Qéeping is one of the important responsibility of a
CSA to ensure operati % iciency, legal compliance , and consistent service
quality in banking a inancial sector. CSAs must maintain detailed and
organized docurgfa lon of all customer interactions, service requests,
complaints, feedbaek, transactions, and follow -up actions. Each entry should
include r elgwamt details such as date, time, customer name, issue summary,
actions t /\ and the final outcome. This information is typically recorded using

Custo elationship Management (CRM) systems, service logs, digital forms,

or calregisters,dependi ng on the organizationos

Documentation should be completed in real -time or immediately after the
interaction to avoid errors or missing information. It is essential that all records

are factual, clear, and written in a professional tone. CS As must also ensure that
all sensitive customer data is handled in accordance with privacy regulations

and organizational policies, maintaining confidentiality and securing access to
records appropriately.

17
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Proper documentation allows the organization to tr ack customer history, resolve
recurring issues, improve service delivery, and generate useful reports for
performance monitoring and decision -making. It also serves as legal evidence in
case of disputes. Regular audits of records and adherence to data rete ntion
policies are recommended to maintain consistency and compliance.

PRACTICAL EXERCISE

O

Activity 1. Role-play on customer interaction \Q@

Material required: Notebook, Paper, Pen, Pencil, and rubber. '\’@

Procedure: 6’0

1. Divide the class into pairs 0 one plays the CSA and ti@ ther plays the
customer. O

2. Distribute scenariocards t o t he oOcust q@er 6 (e.g., asking
info, reporting a card issue, product enquiry).

3. The CSA begins the interaction by  greeting th omer politely

4. The CSA should then askquestions t @ nderstand t haed cust or
respond with appropriate, accurate information

5. After 3 85 minutes, ask the studentsto . ch roles with a new scenario.
6. Each student notes down how they han &}the interaction, what went well,
and areas for impro vement. X0

O
CHECK?&UR PROGRESS

A. Fill in the Blanks bﬁ

1. A CSA must maintain aCeUrate of customer interactions and
transactions. %
2. Handling complaﬁ@s with empathy and professionalism helps to build

customer E;& .
3. CSAs mus@ w standard procedures to ensure consistent

service%?ll y.
4. End Q y helps track customer issues and daily
p ance.
B. Muttipte Choice Questions
ich of the following is NOT a responsibility of a Customer Service
Q Associate?

a) Resolving customer compla ints
b) Creating company policies
c) Processing customer transactions
d) Providing product information
2. What should a CSA do when a problem is beyond their authority?
a) Ignore the problem
b) Ask the customer to leave
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3.

c) Escalate the issue to a supervisor

d) Tell the customer to wait

What tool is commonly used by CSAs for maintaining customer
information?

a) Excel sheet

b) Customer Relationship Management (CRM) system

c) Calculator

d) Web browser e}
4. Which of these is an example of proper customer service etique tte? ¢,
a) Talking while using the phone O
b) Ignoring complaints '\,%
c) Greeting customers politely O
d) Arguing with customers QQ’
5. Coordination with internal teams helps in:
a) Delaying services \OQJ
b) Avoiding responsibilities o)
c) Delivering seamless customer service X
d) Reducing customer feedback \V
C. State Whether the Following Statements are Tru alse
1. A CSA should only maintain records when tl@e Is a complaint.
2. Providing clear an compl ete product
3. A CSA must never follow up with a cus 0" omer after service is provided.
4. Record -keeping helps in tracking cu er history and resolving issues.
5. Escalation of complex issues is a of standard procedure for a CSA.
D. Match the Column
4
S.no Column A A @) Column B
A
1 Greeting customer@ A Building tr ust
eX
N
Recording m&mer
2 interacti »{ B CRM systems
3 Coqg t C After service completion
m ement
N4
cE?EscaIation protocol D Involving supervisors for complex issues
oo )
I\g Follow -up E Within 30 seconds

E. Short Answer Questions

1.
2.
3.

What is the mainrole 0 fa Customer Service Associate?
Why is greeting the customer important?
What should a CSA do when a customer's issue is too complex?
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4. What is the importance of end  -of-day reporting?
5. Why is record -keeping essential in customer service?

. Long Answer Questions

1. Explain the importance of following Standard Operating Procedures (SOPS)
for a CSA.

2. Describe how a CSA manages customer complaints effectively. b’
3. Discuss the role of coordination with internal teams in customer serwce

4. How does record -keeping benefit botht he customer and the organi n’)
5.

What are the key responsibilities of a CSA during a customer mterae&
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SESSION 4: MORALE AND ETHICS

MEANING OF MORALE AND ETHICS

Morale refers to the overall attitude, confidence, enthusiasm, and satis faction
that individuals or a group feel about their work, role, or environment. High

morale means that employees are motivated, cooperative, and positive about

their tasks and the organization. Low morale, on the other hand, can lead to b,
reduced productivi ty, poor teamwork, and dissatisfaction. \QQJ

Example: When employees feel valued, supported, and part of a posm% m
culture, their morale is high, which leads to better performance and coo on.

Ethics are the moral principles and values that guide indi V@J | behavior and
decision -making about what is right and wrong. In a Workplace@ntext, ethics
involve honesty, integrity, fairness, respect for others, and res&@sibility Ethical
behavior helps in building trust, maintaining a good r L&’Stmn and ens uring
compliance with rules and regulations. %

Example: Being honest with customers, treating €0 r\,\@rkers respectfully, and not
misusing company resources are examples of cal behavior.

PROFESSIONAL BEHAVIOUR IN CUST&@ER SERVICE

Professional behaviour in cu  stom ervice refers to the conduct, attitude, and

communication style that a C er Service Associate (CSA) consistently
demonstrates to represent the nization positively and build strong customer
relationships. It includes b punctual, polite, respectful, well -groomed, and

maintaining a positive attitude during all customer interactions. A professional
CSA listens actively t tomer concerns, responds calmly even under pressure,
and uses appr e language n free from slang, sarcasm, or negati ve

expressions. @

Maintaini /\,confldentlallty, integrity, and responsibility is also part of
@g behaviour. For instance, a CSA should never share customer

profe

infg&uon without permission, and should take ownership of problems by
following through un til they are resolved. Displaying empathy, being patient with
dissatisfied customers, and staying composed in challenging situations reflect
maturity and professionalism.
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Being knowl edgeabl e about t he companyos pr o
standard ope rating procedures, and being responsive to both customers and

team members contribute to professional conduct. This behaviour helps build

cust omer trust, enhances satisfaction, and c
positive image.

IMPORTANCE OF INTEGRITY, CONFIDENTIALITY AND RESPECT

O

1. Integrity 9
Integrity means being honest, reliable, and doing
the right thing even when no one is watching. In Ve
customer service, integrity is essential because it
builds trust between the customer and the ?Xi (

organization. A Custome r Service Associate (CSA)
with integrity provides correct information, takes
responsibility for mistakes, avoids false promises,
and follows ethical practices. When customers see % 7N

that a CSA is truthful and dependable, they are @ _ _
more likely to return and rec  ommend the si%e to Fig.1.8 Integrity
others. Integrity also promotes a positive' rk

culture and strengthens the reputation of tﬁ/@organization.

o QO
2. Confidentiality

Confidentiality  refers to pro %ng sensitive or private information from
unauthorized access or shari{{g}} In customer service roles, CSAs often deal with
ersonal data like contact details, account
+ information, or complaints. It is important to keep this
information secure and only share it with authorized
personnel. Respecting confidentiality not only
compli es with legal and organizational policies but
also ensures that customers feel safe and respected. A
breach of confidentiality can damage the
organi zationos credibility and
X consequences.

Fig.1.9 Confidentiality

Respect

Respect means treating others with dignity,
politeness, and consideration regardless of their
background, behavior, or opinions. In customer
service, showing respect to customers i even when

Fig.1.10 Respect
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they are upset or demanding i helps de -escalate tense situations and fosters
positive relationships. Respect mus t also be shown to coworkers, supervisors,
and all team members to maintain a healthy and collaborative work
environment. Respectful behavior improves communication, reduces conflicts,
and contributes to overall workplace harmony and customer satisfact ion.

ETHICS IN HANDLING CUSTOMER GRIEVANCES AND FINANCIAL
INFORMATION
&

Ethical conduct is must when managing customer complaints and financ:iag?,Q
data. It ensures that customers are treated fairly, their concerns are add@d
honestly, and their sensitive informa  tion is protected. Qov

<&

ETHICS IN
HANDLING CUSTOMER
GRIEVANCES AND
FINANCIAL
INFORMATION

Fig.1.11 Ethics in Handling Custome@rigvances and Financial Information

1. Ethical Handling of Custom ievances

X
When a customer rais %grievance, the Customer Service Associate must
respond with empat)}&atience, and integrity . Itis important to listen actively
without g@ errupting, acknowl edge the cust ome
others or maki cuses. The CSA should handle the issue honestly i never
hiding fact ﬁiving misleading information. If a mistake has occurre d,
admittin '\and taking responsibility shows ethical maturity. Escalating the
issuet right department when required, and following up until it is resolved,
ref a strong commitment to fairness and customer rights. Ethical handling
of ghievance s builds trust, enhances customer satisfaction, and strengthens the

organi zationds reputation.
2. Ethical Handling of Financial Information
CSAs often deal with sensitive financial data such as account numbers,

transaction details, payment history, or iden tification documents. This
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information must be handled with strict confidentiality and security S
unethical to share, misuse, or disclose any financial information without proper
authorization. Access should be limited only to relevant staff, and data should
be stored and processed in line with the organization's privacy policies and
applicable laws (e.g., data protection regulations). Ethical behavior in this area
not only protects customers but also prevents fraud, identity theft, and legal
liabiliti es.

O

PRACTICAL EXERCISE \QQJ

Activity 1. Group discussion on ethical dilemmas \\’
Material required: Notebook, Paper, Pen, Pencil, and rubber. QQ’
Procedure: &

AS)

1. Students will be given simple case studies showing exafaples of unethical
behavior in customer service (e.g., rud e behavigr, dishonesty, breach of

N

confidentiality). §
Each student or group will read and analyze on

3. They will identify what unethical actions took in the scenario.

4. Students will discuss the possible conse u&ces of the behavior i such as
customer dissatisfaction, company rep n damage, or legal issues.

5. Each group will suggest how the situ could have been handled ethically.

6. The teacher will guide a short cl?, iscussion connecting the case to key

values like integrity, respect, and respon sibility.
7. Students will write a brief sun@é&y of their analysis and what they learned.
8. This activity helps in un anding the real -world impact of ethics and
promotes responsible sion -making.
Activity 2:  Analyze @§§ studies on unethical behavior and its consequences
Material requwedQ'gNotebook Paper, Pen, Pencil, and rubber.
Procedure:

1. The t\@@r will provide short and simple case studies that depict unethical
be in customer service roles.
2. nts will be divided into small groups or pairs and assigned one case
ach

3. Each group will read the case and identify the unethical actions involved.

4. They will list the negative consequences of such behavior for the customer,
the employee, and the organization.

5. The group will discuss what ethical actio ns should have been taken in the
situation.

6. Each group will present their analysis and ethical suggestions to the class.
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A. Fill in the Blanks
1.

in customer service.

Students will reflect on the case an

act ethically in a similar situation.

ok w

B.

1.

2.

Q

5.

CHECK YOUR PROGRESS

a) Arrogance
b) Integrity
c) Silence

d) Delay

25

. The teacher will summarize key lessons and reinforce the importance of ethics

d write one paragraph on how they would

refers to the overall attitude, confidence, and satisfactiorbb’

A
r@@maﬂon.
tching.

S wW orkplace

customer

individuals feel about their work.
are the moral princip  les that guide individual behavior%@?ms

of right and wrong.

A CSA must maintain when handling custome

means doing the right thing even when no one is
behavior improves communication and r
conflicts .
Multiple Choice Questions \,O
What does high morale among employees indi%@\}
a) Lack of discipline
b) Motivation and cooperation @
c) Frequent complaints . @\/
d) Increased absenteeism Ay
Which of the following is an exam ef ethical behavior in
service?
a) Sharing customer data wi ends
b) Avoiding responsibility &;. mistake
c¢) Providing misleadin ,@%uct information
d) Taking ownershi[@g\a customer complaint
Confidentiality re%ﬁis to:
a) Discussin fiice gossip
b) Protectiél ivate information
c) lgnorifig, customer feedback
d S [%passwords
ssional behavior does NOT include:
sing slang in customer interaction

) Maintaining a positive attitude
c) Being punctual and respectful
d) Listening actively to customer concer  ns
Which value ensures customers trust the CSA?



C. State Whether the Following Statements are True or False
1. Ethics help in building trust and maintain
reputation.
2. A CSA can share financial det ails with their friends if needed.
3. Low morale can lead to poor teamwork and dissatisfaction.

4. Professional behavior means responding rudely to customer complaints.
5

. Respecting coworkers and customers improves workplace harmony. e}
D. Match the Column \QQ’
%
S.no Column A S.no Column B NO\\’
1 Morale A Trust and honesty Q
2 Ethics B Protecting private mformaﬂ@
O
3 Confidentiality C | Positive attitude at W{’ﬁ*
O
4 Integrity D Right and wron havior
72D
J
5 Professional behavior E Punctua(l}}(,and politeness
. il
E. Short Answer Questions 6&

. . v
What is morale in a workplace ok
Define ethics in customer service.
Why is confidentiality im H%nt in customer service?
What is meant by profe al behavior?
Mention one exam ethical handling of customer grievances.

F. Long Answer Ques}g;ﬁs
<

1. Explain th@waning of morale and its impact on customer service.

2. Disctfﬁy Importance of ethics in handling customer grievances.

3. Whatis\the role of confidentiality in financial services?

4. H a\o integrity, respect, and confidentiality contribute to customer
ggfaction?

P

aokrwnE
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MODULE 2: Greeting and Addressing Customers

A pleasant tone always helpful for every engagement when clients are greeted
with warmth and treated professionally. A warm greeting that includes a smile

and eye contact demonstrates respect and welco mes the client. Being attentive
and professional is demonstrated by using courteous language and customizing
greetings to the situation (e.g., "Welcome," "Good morning," or "Nice to see you<d,
again"). An essential component of customer service is greeting a n 1§;:ting
with clients. Greeting is the essential component of customer service is ting

and interacting with clients. It affects the customer's experience andgow they

view the company, and it sets the tone for the entire exchange. “0)

| | | xO_ |
This module focus on greeting and Addressing Customegs = . The first session
covers concept of first impression and role of prof%@waﬁsm in greeting and
addressing customers , the second session dea@w greeting techniques , the
third session focuses on  empathy and prof esg alism , the fourth session
imparts about professional etiquette with cus{/@ners
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Session 1 : Shaping Customer Experience

What | std @rge ?
When a consumer walks into a mall, store and calls a customer service

number, or starts a conversation on a we bsite, they are interacting with a

business for the first time. This is known as greeting customers. It can have a e}
big impact on a customer's entire experience because it's their initial “QQJ
impression of the company. \,>%
About First Impression QQ'

The term "firstim pr essi on" i s the firs@ opinion

services and company and customer service agent during the firs¢¥ew seconds
of contact, frequently influenced by the way they are Welcom&&nd spoken to.
In customer services point of view, t  he first impressi%ﬁmeans to feel, view and

realized the services quality, professionalism of a bu ss based on how they
are welcomed and spoken to. \
Why First impression is important? ‘,\/(D‘

1 Itis helpful to build the relationship)@h the client.

1 Setthe tone converts the enﬁ@xchange.

1 It establishes whether a clieht will use the service again or suggest it.
Examples of Greeting: ")

1 Eye to Eye contact

1 Smile on Face

1 PoIiteI%to say 6Good morning6, ©O6May

1 On theggye side avid the customers and using the bad tone creates a
dback.

Role o essionalism in Greeting and Addressing Customers

Cu ers' first impressions of a company are greatly influenced by
professionalism. Regardless of the circumstance, profes sionalism in greeting
and interacting with clients guarantees a polite, respectful, and constant
exchange. In the context we can say that professionalism always help to

achieving the target in the business.
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Importance of professionalism
1 Increases credibili ty and trust
1 Produces a satisfying client experience
1 Reflects the norms and values of the organization.
1

Aids in managing challenging circumstances in a composed and

courteous manner QJG
Major aspects of professionalism in customer greetings . %Q
1 Language should be courteous and respectful, such as "Good n@n\’g

"How may | help you?" or "Thank you for waiting" etc. QQ’
1 Well-groomed look and body language for example eye c.g&%ct, smile, and

keep your posture straight. &Q

Voice tone for example Speak with assurance, frie&\a dliness, and clarity.
Actively listening - Pay close attention to\ the customer and react
accordingly. \

1 Regularity - Treat every consumer wi "p{%fessionalism, regardless of their
background, state of mind, or pro%’&gﬁ

Brief about Customer Perception @
The impr ession that consume%"%ave a view about the product, brand and
services depend on their e ience, impression and thinking. Some of the way
where consumer alwa)ﬁﬁd think such as Advertising, reviews, product
quality, and customg{ rvice. A fare perception can lead to loyalty, referrals,
and increased s@, making it a major aspect for businesses to manage.
Businesses@ Create a stronger, more positive brand image by comprehending
and improving customer perception, which is essential for long -term success and

gaini@ competitive edge in the market.

Significance of . customer perception
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Fig. 2.1 Significance of customer perception

Customer Loyalty: Customers are more focused to stick with a brand over the
long run when they have a favorable choice on it. Beyond only making repeat
purchases, loyalty can result in consumers referring the brand to others,
building a devoted following. b&
Competitive advantage: A favorable consumer perception can opera}e%@a
differentiator in crowded markets. Even when the products are ;@&r
consumers prefer brands they like over rivals. A
Brand Equity : A favorable perception raises a company's magket value and
standing. It contributes to the development of credibility and t@?ﬁ/o qualities

that are crucial for any company. X,

Increased Sales: Positive p erceptions motivate co@gers to make purchases,
which boosts sales. It clearly shows how satisfied @tomers are and how likely
they are to keep purchasing from the compan \/(b'

Customer Advocacy : Happy consume;&/@u guently promote a brand. They tell

others a bout their good experienc ,%ich generates useful word -of-mouth
advertising that may be more g'%able and successful than ot her forms of
advertising.

N e X
Significant positive |m£€©t on customer

Customer satisfaction §s.greatly increased by addressing. A prop er explanation
of how and why is@/en below:

R\

% Creates a favorable Increases Client Increases Patience
initial impression Loyalty and Trust and Decreasas
Q ° % Frustration
Personal Connection Aids in improving
comprehension of
Boosts Contentment i
client needs

Fig. 2.2 Significant positive impact on customer
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Creates a favorable initial impression: The following point will be considered
such as
1 Warmly welcoming for the clients and demonstrates the product.

1 A pleas ant tone creates a good atmosphere and interaction.

1 Clients always should feel herself/himself valued and welcomed.

Increases Client Loyalty and Trust : The following points will be considerin%}
such as \QQJ
1 Providing fast service to the clients in an effectively manner v& some

good gestures. 0“’0\
1 Always feel their customers his/her presence and att8ption are
appreciated. \QQJ
1 Grow the chances of repeat business and long -tex{,ﬂoyalty.
Increases Patience and Decreases Frustration: w&é following points will be
considering such as @é
1 A simple greetings and obey can reduce tration.

1 If customers feel heard and seen, th%‘a\t’e more likely to comply and

stick around. (D’
Personal Connection Boosts Contemtment: The following points will be
considering such as b%
1 A link is formed ers onalized care (using names, remembering
preferences).

In addition @8@ g transactionally invested, customers feel an emotional
t

connecti the service.
Aids in im ng comprehension of client needs: The following points will
be considering such as

Q%m ployees that actively attend are able to listen well and ask questions.
i Better service, fewer complaints, and greater satisfaction are guaranteed
as a result.

SOPs for customer interaction
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Standard operating procedures (SOPSs) for customer service have many
advantages that greatly improve the efficacy and efficiency of support teams.

Here are a few of the main benefits:

Consistency in service delivery: Delivering services consistently is essential
for fostering customer pleasure and trust. SOPs make sure th at all tam
members adhere to the same protocols and give each client the same experien%el
Enhanced efficiency: Employees may respond to consumer inquiries fas@%nd
more efficiently when they have clear instructions, which shortens r nse

times and boo sts output.

Better onboarding and training: When there have clear, cﬁ@prehensive SOPs
in place, new hires may become up to speed more quickl;&gOPs help ensure

that alltime interaction meets the quality s tandard% &Xpected by customers.

Error reduction : Standardized processes g@tly lower the possibility of
mistakes and misunderstandings. This lesse e effort required to fix errors

while simultaneously enhancing the user e@erience.

o
Improved accountability and comr&a e:
behavior and performance, vlg'@

SOPs offer a precise standard f or

is essential for internal evaluations and

regulatory compliance. Th 0 make it simpler to hold employ ees responsible
for their work. %&,
Easy manageme 'é’%' scalability: Standard operating procedures (SOPS)

facilitate the §3n gement of larger teams and the maintenance of good service
guality eveg“tithe face of increased volume or pressure as a firm expands.

Activit CJ Watch and discuss sample videos of customer greetings with your
fri% yAfter watching the video of the activity do the group discussion among

the'group and find out the best way to customer interaction.
Activity Link
Customer greeting https://www.youtube.com/watch?v=2TxVyxrOp0s&pp=yq

UrbGF0ZXNOIHNhbXBsZSB2aWRIb3Mgb2YgY3VzdGotZX
10Z3JIZXRpbmdzlA%3D%3D
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Activity -2 Find out good and bad practices in customer greeting and understand
their impact on cust ognap dssussomametheadf acti on by
1 Group of person @b'
Script of role play . %Q
D

White Board 0

A
Marker, Pen and Pencil Q
Audio Visual Room *QQJ

Step -1 Overview (five minutes) \,O

Material requirement for an activity
1
1
1
1

X
Explain about the activity %O
Step -2 Demonstrate the activity between te @her and student.
Discussion will be held on bad practices and ,@ZE practices

Good Practices:

x<
>
1 With smile say Good Morni

n
1 To ask How can | help ymb%
1 Using polite words s% please, thankyou

Bad Practices: ;{&J
QQ

1 Simple say
1 No eye contact
1 Conv@ on ve ry rudely

Step 3: C(c}b Discussion: Question can ask

)

? hat is the wrong in the first example?
What improved the second example?
1 How does it make you feel when someone gives you a kind greeting?

CHECK YOUR PROGRESS

A. Fill in the Blanks
1. A proper ¢ é éfiési sep in gnogiding excellent customer service.
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A positive tone always effectséééée. iIimpres
How can | éééé. .you today? A positive way
A first step to develop the éééééééwith cu
When employees fail to propeayfegligioredt é écust o

B. Multiple Choice Questions

1.

What are the SOPs for customer interaction?
(a) Consistency in service delivery

(b) Enhanced efficiency b.
(c) Better onboarding and training <
(d) All of the above .\%Q

What are the Significant positive impact on customer? O

(a) Creates a fav orable initial impression O
(b) Decrease Client Loyalty and Trust Q
(c) Both Aand B <

(d) None of these O

How do you know making a good first impression on %@)mers?
(a) Requesting feedback X,

(b) Ignoring the client %O

(c) Greeting them with courtesy

(d) Giving them a bill ©

How you call when you do not know the pﬁ\,tomer:

(a) Hey ,g\

(b) Customer \’6

(c) Sir and Madam Q-

(d) Excuse me

If customer not satisfied s at he will feel?
(a) Valued 842?

(b) Ignored \’9’

(c) Not satisfies %

(d) Not interested’~

C. State whether the wing statements are True or False

1. Greetir@ is the best way to infract with customers
2. Cu ers are more focused to stick with a brand over the long run

wh ey have a favorable choice on it.
% en you are busy ignored the customers.
Is customers always remember that someone has treated rudely?

%%5. Greetings always support to create a good relationship with customers.
D. Match the Column

S. No Column A S. No Column B

1 Smile shows A Make customer feel

respect
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2 Name the customer if you B Shows politeness
know

3 Body lang uage effect C Build Trust

4 Wish Good morning Sir D To do something

5 | Say please E Greed b,

A

E. Short Answer Questions ,\,@ 7
1. Define Greetings. «Q\

2. Explain professionalism. QO

3. What are the SOPO6s of cust\é@her i nteraction
4. Explain the significant impact on consumer. \,O

F. Long Answer Questions O\J

1. Why first impression is important? Discuss. %

2. Discuss the role of professionalism in Greetin%QAddressing Customers.

3. What are the significance on customer perie&'on.

G. Check Your Performance \,@

1. Draw a sheet o f good words ande@%vords.

2. Do the activity of role play on @Pmer satisfaction among the group.

. Discuss the importance of@omer interaction.

w
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SESSION 2: GREETING TECHNIQUES

Different types of Greetings
Depending on the situation, greetings c an be either formal or casual and are

used to acknowledge or welcome people. While informal greetings are

appropriate for friends and family, Formal greetings are used in professional

settings. Whether to use "Good morning," "Good afternoon,” or "Good even @Q’
depends on the time of day. )

A more thorough examination of the various greeting forms and their *{}"\

applications can be found here: Q

<
Formal Salutations : ~O

xO
"Hello": It is a common word and versatile, it is used in m%&r,ity of formal

settings. %

The phrases "Good morning/afternoon/evening.. @Jsed at the right times of
day. For example, .

from sunrise to noon, midday to sunset, and@@er sunset.

"Dear is a formal greeting that is used in‘@mails and letters.

"It's a pleasure to meet you" is ugﬁ)as a forma | meeting.

"How do you do?" is a mor%’o]ﬁal guestion that is frequently asked in
business contexts to find)& ow someone is doing.

"It's a pleasure to "How do you
meet you" do?"

Fig. 2.3 Formal Salutations

Informal Greetings:
T "Hi": A casual and common greeting, used in an informal way.

T "Hey": A shortened version of "Hello," used with friends.
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"What's up?": A very informal way, basically used among friends.
"Hi there": A less formal used for casual situations.

"Good to see you": A warm greeting, used when someone meet after a long time
back.

"Nice to meet you": A polite way of saying hello when meeting someone for the
first time.

"How areyou?': A - common way of asking howds everythi

"Long time no see!": Used when you haven't seen in a long time.

“Long time no

“ l)” b
How are you? e

“Nice to meet
you”

“What's up?” “Hi there”

“Hi”

Rigy. 2.4 Informal Greetings

%\z
Others typ e of greetin%

Inside Jokes and Ni @fmes: These are used inside a certain group of people.

area or cul

C

V%ﬁ) and Non -Verbal Cues in Customer Greetings

Slang Welc@such as "Howdy" informal greetings used within a particular

The spoken words a nd body language used to start a conversation are both
considered verbal and nonverbal greetings. Greetings can be expressed verbally

with words like "hello," "good morning," or "nice to meet you," or nonverbally with

gestures like a hug, a smile, anod, o r a shaking of the hands.
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Verbal and Non-Verbal Cues
in Customer Greetings

A
(

Vv

‘ Verbal Greetings ’ . Non-Verbal Greetings

v s O
«cz= X
Crmsoms ) NG

<

| Hugging

&
G O
xO
Fig. 2.5 Verbal and Non -Verbal Cues in Cust@\er Greetings

Verbal Greetings

O

)
Formal: "Good morning,” "Good afternoon," "Good evening," "How are you?"

Informal : "Hi,"” "Hey," "Morning," "What's up?"
Non-Verbal Greetings:

Non -Verba | Greetings:
AN

Eye contact : Eye contact can convey attentiveness and sincerity.
Handshakes : It is a respectful gesture.

Smiling: Itis used for friendliness and warmth.

Nodding : Used for acknowledge or agree.

Hugging : Itis used among close relatives.
Facial expressions:  Conveying enthusiasm through facial expressions.
)
Tﬁe of voice in greetings
When you say "hello," your tone of voice encompasses more than just the words

you speak. It all depends on how you greet the other person, expressing your
dispo sition, emotions, and the point you wish to make. Some of the components

of tone of voice in greetings are given below:
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Components of th e Tone of Voice in Salutations:

1 Friendliness: A kind greeting can establish connection and trust with
others right away by making them feel at ease and appreciated.

1 Politeness & respect: A respectful tone makes good impression.

1 Empathy and Understanding: By making others feel understood, a kind
and sympathetic tone can promote candid dialogue.

1 Informality :Ideas are exp ressed through informal greetings; it is 66'

applicable with friends. «Q
1 Professionalism : Formal welcomes are more reserved and uphol%@
certain level of formality. 0«’0
How tone affect greetings Q
91 First impression : Tone is the first and last imp ion. It effects
significantly or adversely.

1 Developing Relationships : While a negative tor’g{ﬁwght cause distance,
a warm and upbeat tone can strengthen bonds. Q)

1 Effective Communication . Using the a priate tone of voice can
guarantee that your message is heard and L@ers tood as intended.

Script guidelines for greetings ‘\,@’
Use professional and courteous wor '@&while writing greeting scripts,

particularly in formal contexts. So%&f the common greetings like Good

morning, Good evening, Hello, it is{niCe etc. Addressing per sons by their titles
(e.g., "Dr. Smith," "Mrs. Thomas\)-and maintaining a formal tone ar e suitable in
formal Cb\' settings.

The following is a sum@ of rule s for writing greeting scripts:

<
Formal Salutati n@

Use Title: %%en you sent a message or mail to som  eone use title such as, Mr.

Miss, Dé@ Mrs. Etc.

Usq@appropriate language: It indicate that when you sent mail, message or
call to someone use appropriate language such as Hello, Nice to meet you and
thankyou etc.

Shake hands : A handshake is afo rmal greeting to express the politeness.

Stand up : Itis considered courteous to stand up to meet them.
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Maintain eye contact: It demonstrate interest and focus.

Smile: Itis helpfulto create a favorable impression.

General Guidelines:

Be friendly: A positive tone will enhance the greeting.

Greet by name:  Greet customers by their name to make them feel recognized.
Be attentive : Focus on the person.

Avoid rushing : Time to respond and ask questions from the people.

Personalize the greeting : Match the situation or the person you arigreeting.
PRATICAL EXERCISES <
Activity 1 ©
ctivit
y xO

Customer Greeting Role  -Play Q\’

The main objective of this activity to provide the op@tunity to practice
professional customer greetings based on stapq@;d operating procedure (SOP)

by using both verbal and nonverbal clues. @&\
>
Guidelines to be follow: @

[1 Group Divination: Make a s@roup

X
[J Given the task of the stlﬁénts, one will be the customer and the other will

be employee. @%&
1 To give the pri@‘ut of SOP and discuss the standard greeting steps for:

1 Persgmgéeting
1 %ﬂl\e greeting
O Q@y grou p of the students will play a role of given two situations:
1 A customer entering a mall.
1 A customer calling for getting the information.

SOP for Greeting a Customer

In -Person SOP :
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1. Use verbal greetings line Smile and make eye contact.

2. Tosayinaverywarm manner like Good morning/afternoon.

3. Ask May | help you?, OHow may | assist you

4. Use attentive tone and very polite.

Phone SOP : @b.
1. Give the answer of the customers within 2 -4 ring call. . gQ
D

2. Greet the customer via phone and introduced first with the concer \

name then your name then wishes to the clients to say Good g,

and then ask May | help you?

*QQJ

3. Listen very carefully and respond quickly. o)

4. At the end disconnect the call in a very politely manper and say Thank
you for calling. Have a great day.

Role -play scenario @

NS
After discussion t he'\@'OP of both parameteros
start the activity among the group and wi @%y the role of the customers and

employees in between demonstrate thesifyiations and also ask the questions and

answer s. &

Activity 2 bﬁ
Title of the activity - R@d a Mock Customer Call

The main objective of activity to assess students' communication abilities
and assist them i ticing professional phone manners.

Instructi op&@oe followed:
1. %@ a group of the s tudents.
Q?Act as a customer service representative and Customer.
3. Provide the detail of the mock call.
4. Record a phone conversation using with phone.
5. At the end evaluate the call.

Sample Scenarios

41

p
C



1 To enquiry about the price of the product
1 To call and expres s dissatisfaction about a delayed delivery.
1 Aclient calls for book the appointment for the meeting.
1 Aclient calls to ask about the discount and offers.
CHECK YOUR PROGRESS @b'
A. Fill in the Blanks \@
1. Hel Il o dear sir, Howéééé..you)
2. Two peopl eééééé. doiianq aceo poalit at
3. When conversation with customers, refrain from seeming
or utilizing vocabulary. \O@
4. Respond on call within rings. o
5. Always greet customers warmly and with a '5: before engaging
with them. o)
C. Multiple Choice Quest ions A

1. Which one is the best techniques of the greeting over the phone?
(@) "Hello, I'm calling you
(b) Good morning/afternoon/evening
(c) Hey anything you need it
(d) Hello, can I help you i
2. If you meet someone irbt{% night, what you say?
(a) Good morning
(b) Good afternoop= v
(c) Good evem%V
(d) Goodnight oy
3. Which salutatlon used, when you meet with your friends for
coﬁee7»
(a) ‘%eetlng with you
od to see you after a long time
WhICh coffee would you like to have
Q d)None of the above
4. Which greeting use for formal business meeting?

(a)Hey
(b) Nice to meet you
(c)Howds everything is going on

(d) All of the above
5. Businesspeople greet one another with:
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(a)Hug
(b) High five
(c) Handshake
(d) None of these
tate whether the following statements are True or False

. Afirst impression can be made with a kind greeting.

D.S

1

2. If you are busy, it is not important to greet customers.
3

4

O

. A good greeting should be courteous, straightforward, and considerate. ¢,
. A clear and courteous voice is the best way to greet someone over the%
phon_e. _ \‘,\,
5. A polite greeting promotes strong customer.
D. Matc h the Column QQ'
S.No | Column A S. ColumnB g,
No O
1 Eye Contact A Good irdptession
2 Give the answerswith2 - |B Sho&&nhe Professionalism
3 ring
3 Conversation over the C @550d lasting impression
phone N
4 Say thankyou DAY | greeting etiquette
5 Say your name ,(QE" Tone should be polite
E. Short Answer Questions (0"

Define 6Greet. :
Explain Components of the To&éﬁaf V0|ce in Salutatlons

. Explain Verbal and Non Cues in Customer Greetings
. Explain the formal and i%&l salutations.
Long Answe r Question
. What do you mean4§&reeting? How its affect in the business?
. Discuss the vari omponents of Tone of Voice in Salutations.
. Explain the ty of verbal and nonverbal cues in customer greeting.
. Explain the ggript guidelines of gr eeting with suitable examples.

. Check o& erformance
. Draw @ of salutations and practices to learn.

POAONPTIAONER

3. nstrate the importance of greeting in the company.
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SESSION 3: EMPATHY AND PROFESSIONALISM

Meaning of Empathy
The capacity to see things from another person's perspective, realize what they

are feeling, and put yourself in their is refer as empathy. It involves placing
oneself in another person's parameters and experiencing their emotions. e},
The empathy word came in the year of 1909 by psychologist Ea\@rd B.
Titchener . It can be challenging to enter different person's thoughts, e \kn though
people can be highly sensitive to their own sensations and emotions. e Who
possess empathy are able to "walk a mile in another's shoes," @s 1t were. It
enables people to comprehend the expressions that O\Oother people are
experiencing.

Sign of Empathy %O

The person should the quality of good listener. @

The person should have a quality to under& d the others.

The person should have an appropria dy language.

The person should have quality of Ktent and Calm.

The person should have a qtg’m{$ f helps of other.

Kinds of Empathy

o M 0D PRE

Depending on the cwcumstéimes empathy can take various forms. The following

are some examples ofé&e\i/arlous forms of empathy these are given below:
Emotional Comp

The capacity &mprehend and react to diffe rent person's feeling is known as
affective thy. Such feelings and believes always understanding may lead

some? eling for the other person well  -being, or maybe experience personal

Somatic Compassion

Having a physical reaction to someone e  xperience is known as somatic empathy.
Sometimes people can physically feel what someone else is feeling. For instance,
you may blush or feel queasy when you witness someone else experiencing

embarrassment.
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Cognitive Empathy

To know the person's mental sta te and potential thoughts in reaction to the
circumstance is known as cognitive empathy. This has to do with thinking about
other people's thinking, or what psychologists call the theory of mind.

Benefit of the Empathy

Being able to experience empathy has ~ many beneficial uses:
1. Empathy permit you to develop social connections with others.
2. Empathizing with others helps you learn to regulate your own

emotions NOX\’(
3. Empathy promotes helping others behaviours. A
4. Empathy helps us notice other people's needs, understand their

distress, and inspire us to alleviate their suffering.
5. To experience empathy can impact your relationships.
\1\/

X

Meaning of professionalism @)
Professionalism refers to an individual's skills, profic@n , behavior in a specific
field. It creates a good rel  ationship with clients ;n 0 -workers. Being a business

professional means keeping your word, deliveri p -notch work, and  projecting
an air of expertise. 6&

Characteristics of professionalism (D’&

In practically every business, tru ofessionals possess a few essential

characteristics which are given b

/
[ Appearance |
/

\  Proficiency

R
Ethlc‘rb% .

Fig. 2.6 Characteristics of professionalism

1. Ethics : A strict code of professional ethics must be adhered to by
physicians, Lawyers and public accountants. As a profession it always acts

as a professional using the code of conducts.
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2. Dependability: Reacting promptly to messages and keeping your word
when you commit. If person have excellent communication skills is
essential to meeting expectations.

3. Proficiency: Professionals always want to stand out from the competition
by becoming experts in their field. To do this, they continue their education

by taking classes, going to conferences, and obtaining the necessary E}

professional qualifications. . O

4. Appearance: Observe how you seem whenyo u meet potenti@tomers
or clients, and take style cues from their attire.Make sure you your
company's dress code it indicates the professionalism. <

5. Responsibility: Professionals are invariably aC@TJ?table for their
functioning. Professionalism s ays if you done agy mistake admit it and
: O
work on it.
6. Interaction: Effective interaction is one of@ crucial important qualities
of a professional. Listening carefully, co hending it well, and effectively

communicating a message are all q@'(énts of co mmunication.
Concept of Patience &

Patience is the capacity to toler%’ delays, pain, or provocation without losing
your angriness, is called pa@e. It entails accepting circumstances without
having an adverse rea tiocbright away, as well as being even -tempered and
tolerant. In essence, nce is a quality that enables us to wait, endure, and
maintain compos@in trying conditions.
Why is Patig&g)mportant?
A
T Goal Achievement :

f—‘v
C Patience enables us to endure through challenging times and refrain from

“maki ng snap decisions, it is frequently necessary for reaching long -term
goals.

1 Relationship Building:

Patience enables us to listen, comprehend, and react composedly in
difficult situations, it is essential for preserving wholesome relationships.

46



1 Personal We Il -Being: Patient can help you manage your emotions
better, feel less stressed, and be happier overall.

T Wisdom and Understanding:
Patience enables us to see the wider picture and refrain from reactive

action, it is sometimes regarded as an expression of wi sdom and
understanding.

Key aspects of Patience <

Controlling g gq e . O1. Endurance

9 Emotions / 7 /f

_——=
| -Q
1@? | Key aspects u
/ of Patience /-

Calmness 03 ‘1/,02. Tolerance

. | A\ )
g / N - : 4

@QJ«.‘

Fig&bﬁﬂey aspects of Patience

Endurance: The capaci@’d withstand challenging circumstances, such as
waiting for something tQ»Kbappen or putting up with unpleasantness, is a key

component of patien@
Tolerance: It%g@ut the tolerance to face the delays without losing your temper

or becomin@’l atient.
r

Calmness: Despite difficulties, maintaining composure is frequently linked to
patience.

Perseverance: It's the trait of remaining resilient in the face of difficulty, pushing
past obstacles to achieve an objective.

Controlling Emotions: Controlling one's emotions and avoiding unfavorable
reactions are key components of patience.

Concept of Politeness
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In a nutshell, being polite means treating people with respect and
consideration in your words. being polite, thoughtful is the way that gives
others a sense of worth and respect. Additionally, it may entail speaking softer

or communicating less directly.

Key points of Politeness

Uses appropriate language,
follows social norms, and e

ts courteously in cultural Jgiyes being kind,
acks y helpful, and considerate
settings of others' needs

Uses indirect or

i ]
‘gentle wording Builds a smooth,

pleasant social
environment

Fig. 2.8 Key points o ,,Qi@eness

T Being polite shows that you respeq{@ﬁier people's thoughts and feelings

and are aware of the potenUa?&(s of your actions.

T Utilizing suitable language, abiding by social conventions, and acting in a
manner that is customa@b’egarded as courteous in a certain setting or
culture.

1 Being kind, h : and considerate of others needs are common
component liteness.

T Using indirect or gentle wording can be a form of politeness.

1 I(}ay politeness creates a pleasant and social e nvironment, making
%Qj}nronment very smoothly.

<

Cultural Sensitivity

The awareness, comprehension, and respect for the cultural customs and
distinctions of people from different backgrounds is referred to as cultural

sensitivity. It entails acknowledging t hat cultural norms, values, and behaviors
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can vary greatly throughout groups. In order to promote polite and happy
relationships, it is important to consciously recognize these distinctions and

modify one's interactions accordingly.

Importance of Cultural Sensitivity

Cultural sensitivity must be incorporated for a number of reasons: b’

\ \\ /
\
\ rO’
Increases

Encourages Employee

Inclusivity Engagement
Improves Encourages

p_ Communication Innovation

— \\\\ 2 / ' O\,

Fig. 2.9 Importance of Cult%@nsitivity

Encourages Inclusivity: Cultural sens'%ﬁﬁ/’ fosters an inclusive atmosphere
where everyone feels appreciated and %ected. Coll aboration and team
dynamics may improve as a result.gf this inclusivity.

Improves Communication émmunication is the important factor which can
improved by being awar@f cultural quirks. Person that are known the
communication can ha‘é&)}a’ all the miscommu nication or an any situations.
Increases Employ@&ngagement : When companies put cultural sensitivity
first, employ e more likely to feel like they belong, which can boost
productiv@‘gnd job satisfaction.

Enco s Innovation . Culturally sensitive , tend to be more creative. Culture

inspireé innovative problem -solving a nd a wider variety of concepts.
PRATICAL EXERCISES

Activity 1 Fix the conversation
The main objective of this activity is to enhance discussions when

miscommunications occur.
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Directions:
1. Discuss the short dialogues with students in the classroom that contain a
misunderstanding or poor communication.
2. Make a group of students or individually must rework the conversation to

make it more clear and precise.

Activity 2 E}'
<

>
The objective of this activity to assist students in honing their prof&“@ﬁal
communication, empathy, active listening, and problem -solvi:Q ilities while

dealing with challenging circumstances. <
Instructions: AS)

xO

1. Create a gr oups of three person X
2. Assign the roles of the students %O

o Client -Upset @

o Employee/Service Staff

o Feedback Provider . \’
3. Every group will choose a  scenarig {\\Where the customer is upset.
4. Permit students 5 -6 minutestop re theirrole  -play script.
5
6

Role play title  d dealing with an upset customer

. Every group willg etthe 2 -3 ints for performs their role  -play.
. End of the performance, ask:

T  What worked well? b’
T What might be mad %r?
T Was the client trw with professionalism?

Role -Play Sample: &(&

Situation 1 Q

Client: Afte Aplag\)ng the order of the product through onl ine, | received the
wrong pr t.
Employge—Apologies and a solution must be provided.

Si@%n 2

Client: | came for the lunch in the hotel, Waited too long for service in a hotel.
Employee: Listen carefully, take heartfelt apologies and possible compens ation.
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Situation 3

Client: purchased a damaged product, wants to give return back.
Employee: Review the bill and receipts, follow return policy politely.

Situation 4

Client: Feels ignored by staff in a store. e}
Employee: Give respect his/her feelings and off er individual support. <

A. Fill in the blanks Q’O'

1.

3.
4.

5.

CHECK YOUR PROGRESS \'}/%

/////

The aimofaclient -centric policy anderstandseeeee

client. O

In a situation client mood is not good, it is necess@to
sayééééé X

We shoul dééééee. car ully when ckustomers
To show theéééééééwhen helps to clients
his/her value.

NS
I n a dealing Wi,{\g"a customer, the empl oy
<

B. Multiple Choice Questions

1.

2.

4.

S
G

What do you understand b e’b't)'&'pathy?
(a) Avoid others feeling
(b) Understand others ings
(c) Solve the pr oblets
(d) Giving order(«:!y ther
Somehow, client mood is not good, what is the most
empatheti swer?
a) Iti@ot my mistake

b patience
‘c; I know your words please, be relax, let me help you
}) It is your problem

According to you, professionalism is:

(a) Bad conversation with the client

(b) Dress up vey casually in the work place

(c) Behavior is respectfully in the workplace

(d) Always do what you feel good

What kind of professional employees?

(a) They are mean for money only

(b) Follow the guidelines
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(c) Complains to others
(d) Not believe team work

5. In the following statements, which is not a professional behavior:

(a) Clam and Patience

(b) Follow the guidelines

(c) Speak carefully and polite
(d) Shouting to others

C. State whether the following statements are

A

True or False

1. The meaning of Empathy is to understand the understand the someone

feeling.

Professional indicate the ignore the work
Good behavior, respect is the quality of

»wn

Any person those who are professional always behave very respectfully.

pressure in the workplace.
the good professional.

5. Showcase your calm behavior can change the mood of the clients.

D. Match the Column

S

S. No Column A S No /%o nB
\Q
1 Professionalism A\‘:b' Feelings to others
s
2 Empathy & B Indicate the responsibilities
3 Customer centric w. b’ C Pay attention
4 Listening vé&warefully D A managed way to solve the
O,g@' problems of the clients
Y
5 «.Qogzmit mistake E Pin point to customers need
AN

E. Short Answer Questions

1. What is the meaning of Empathy?

2. What is the meaning of professionalism?
3. Define the concept of patience.

4. Why politeness is important? Explain.

F. Long Answer Questions
1. Define empathy and also discuss its kinds.
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2. What are the significance of the empathy? Discuss.
3. Explain the characteristics of professionalism.
4. why patience is important? Explain the key aspects of patience.

G. Check Your Performance

1. Draw the chart of good points of professionalism and learn it.

2. Draw the chart of effective words to make polite in the workplace.

3. Do role play activity  in the class of being professional in the workplace.

4. Make a presentation on the following topic such as Customer centric services,
Empathy and professional in the workplace etc.
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SESSION 4: PROFESSIONAL ETIQUETTE WITH CUSTOMERS

Meaning of Profe ssional Etiquette

You better understanding of yourself, personality's, strengths and

weaknesses, it's time to consider how you present yourself in a professional
setting. How do you want others to look you depends on your interactions in

the organization? Can you showcase your personality effecti vely in a e}
professional setting? "8
The culture that specify how you react in a professional setting are known %Q

as professional etiquette. It involves various components such as youio\\/
attitude, language, way of talking, a ttitude, demeanor, manneris@,

inter actions and communication etc. Q

Professional etiquette is very important because it promo @alance and
harmony in the working place, which encourage result. é%uette always
helpful to make more professional and credib le and"Bstablish an image as a
capable and trustworthy person. Professional etiquefte” demonstrates your
understanding of social conventions and respect téhers. Additionally, you

show that you are maintaining the c y's conduct standards.
Consequently , this creates avenues, & prospect s and professional
advancement. S

Here are major strategies that can su :
1. Focus to the dress of staff to the level of professionalism.

2. Inthe duration between the person, try to understand their work ethic,
commu nication style, and attitude.
3.To notice that how employees talk to each

(verbal and non - verbal), to understand the communication style.

Creating First Impression: Developing Your Presentation Skills at Work

Let's now examine six specific strategies to pres ent your best self at work are:
Dress professionally  : Wear clothing that corresponds to the degree of formality
needed in the workplace

Express yourself politely and clearly: Be modify your communication style to
meet the ¢ ommunicat ion standards of the workplace.

Be responsible:  Be on time in every manner, finish your task assign and action
items on time and explain your tardiness to others.
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Treat everyone with dignity: On the basis of your dignity, treat everyone with

prof essionalism and civility.

Company's principles  : For the perfection in the work and making the output,
required to Understand the ~ company's objective and vision.

Be flexible:  Your personality should reflect that you are doing adjustment and
mai ntaining wor kplace effectively.

T Dos and Dondts in | anguage, dress,
Here's a guide on cultural sensitivity, covering language, dress, posters, and
broader cultural awareness, some of the factors which effect: S

Language:

Dods:

@,

T Be clear : Whi le communication avoids slang, jargon may not to
understand. Communication way always should be in an understandable
manner, particularly when speaking with someone whose first language
is different from yours.

ostur e,
&

1 Be Clam: Calmness is always creating a goodi  mpact in the workplace.

This action permit to react information.
1 Be mindful of tone: Tone can be interpreted differently across
cultures. We have to be very carefully in terms of words used while

conversation. It said words can have different meanings in d ifferent

contexts.

1 Use neutral language:  The person should use which language where he

and she is comfortable to speak to someone.

1 Learn some basic phrases: Phrases show the respect, in between
communication use phrases show the effectiveness.
N\Y
Don'ts :
Avo id using comedy or sarcasm . In some cultures, anything that is

humorous may be offensive.

Avoid assuming anything about someone's language skills: Every person has a

different personality, style and preferences.

Avoid talking over or interrupting others: Everyone should have a right to

express theme self.
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T Avoid attempting to "fix" someone else's: Mutual understanding is must in
the workplace rather than correcting grammar or pronunciation.

T Avoid using your native tongue: Use the such language which sho w the
respect to someone.

[ ] [ J [ ] [
Be clear Avoid using comedy or
Be Calm sarcasm
Be mindful of ton Avoid assumm'g anything
about someone's language
Use neutral language skills
Learn some basic phrases Avoid talking over or

interrupting others

Avoid attempting to "fix"
someone else's

Avoid using your native
tongue

Fig.2.10 Do s \abnd Dondts in | anguage
A\
Dress:

Dos:
ANUT
1 Recognized local customs: Dress up like a local custom in any specific event.

1 Dress modestly: Dress should be bear in a decency manner.

T Show consideration: Consideration the ¢ ulture always shows the significance
of clothing.

T Be open -minded: always ask the questions to someone about appropriate
attire.

Don'ts:
Y

1 Don't presume that everyone will appreciate of your personal
fashion sense.

1 Avoid the dress up that might be seen offen sive

1 Avoid the clothing which is inappropriate for the occasion.

1 Never hesitate to seek in front of some one.
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1 Avoid assuming that someone dress style is better than another.
Posters and Visuals:
Dos:

1 Utilization of images that at culturally appropriate.

1 Pay attention of colors and symbolism, both the aspects have a different
meaning in different context.

1 Ensure your information is clear and concise:

1 Beinclusive: Poster reflects the diversity of your audience.

1 Take into account the design and layout, it means poster should be
appealing .
Don'ts:
X.
1 Avoid using any potentially offensive or insensitive language or
pictures.

1 Avoid images that don't accurately indicate your target audience.
1 Do not think that your design will be accepted universally.

1 Avoid to put unnecessary information in the posters.

1 Avoid to make images wh\ere huge graphics involved.

a L

Cultural Sensitivity:

Dos:
X,

T Always respect for all the cultures of universe, every culture learns the
different values.
1 Always welcoming different culture people.
T Always learn the values from the different cultures.
9 Dondt fear to ask the cultural di fferences
4q Cultural differences do not always lead to conflict

b4

Don'ts:

1 Avoid assuming anything about people based on their cultural
background.

Dealing with difficult customers professionally
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Prioritize active listening, be composed and sympathetic, giving solutions, and

conduct yourself professionally at all times when dealing with challenging

clients.

Keep a record of the circumstances and, if necessary, seek

assista nce. Here are the following factors which are given below:

il

Listen actively: Professionalism says be attentive always with customers,
allow them to express their concerns and show empathy and give respect
their felling

Maintain Your Professionalism and Ca Im: Don't raise your voice or

become defensive. Keep your attitude calm and upbeat.

Pay attention on Solutions: While blame or making excuses to others,
concentrate of providing solution that meets the demands of the client.
Empathy and Understanding: Focus on customer ds

acknowledge their irritation and handle the situations in a great full
manner.

Clear Communication: Communicate should be clearly and concisely.
Documentation:  keep a record of all the details of interaction with clients
and time to time give the detail about the things.

Seek Support : To take the support always help to achieve the goal. If the

perspec

situations are not good dondét hesitate to

Positive Relationship: Even after fixing the customer's concern, make an

effort to keep the relationship positive.
X,

Tips of Dealing with difficult customers professionally:

=A =4 =4 =4

~Y
To identifying the customers causes.

Difficult customers always needed extra patience and understanding.
To set the clear boundaries to sta  rt the interaction with customers.
Manage challenging clients with professionalism

%v
Q PRACTICAL EXERCISES

Activity 1 Checklist for Workplace Etiquette and Peer Assessment

The objective of this activity give the understanding about how to assess

professional behavior in the workplace
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Materials Needed:

1 Prepare a print and digital copies of workplace etiquette
1 Create a role -play situation
1 Prepare an evaluation sheet

Step of Activity

O

1. Introduction <

0>

In this stage teacher will discuss the etiquettes of workplace sucl'\'e?

>
Honesty Q
Respect to others <
Team work O
Proper communication @)

Clam and patience \,\J

Dress code %O
2. Give the task to the students: @

=A =4 =4 -4 -4 A

Create a small group of 3 -4 students and g%&he 3 -4 points of workplace
etiquettes

<
>
Examples: @

Work as a team sprit 0@

Respect to others .
Eye contact when s@king
e

Use a good lan &ég
Do not use m@b phone in between meeting

Give gratit o others
Us e hhe polite words OPleased and O6Thankyo
Formekessup

Li arefully, do not interrupt while listening
good body language

Perform Role play:

,@ =4 = —a —a _—a _—a —a _a _a _9

Every group will be performing of the given situations. They have a time
to perform 2 -3 minutes of each group.

4. Evaluation of each group of role play:
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After completion of the role -play of every group. Evaluator will fill the
checklist and he/she will tick the right and wrong circle according to the
group performance and discuss the result among the group of students.

5. Feedback Evaluation:

After the completion and declaration of the result teachers will give the

feedback such as what was done well? What we can improve? Do you knowb,

you have follow the etiquettes? What parameters you can used? Etc. <
Activity 2 Analyze Video Clips for Workplace Etiquette %Q

The main objective of this activity is to assist students in recogniz»j@’

appr opriate and in appropriate workplace behavior. QQ’
Material requirement: <
1 Required a Video of Good and Bad etiquette in the\%rkplace
1 Analysis worksheet &O
1 TV/Smart panel and Computer will be req%@o show the clips
Step 1

Teacher will give the introduction ab out the &t@y in the classroom and give
the detail about the guidelines, procedures etc, @)

Step 2 6&\’
Teacher will play the video of Good, bad Mixed behavior in the workplace.
Time duration will be 20 Minutes. &

Step 3
Teacher will provide the workshé, a  mong the students and ask them to fill what
you have observed in the v}_ﬁo. Example can be what do you do in the different
situations? How will yo%{%{ he etiquettes in the video (1 -5) etc.

Step 4 Q
Teacher will giv@e feedback of each students abo ut their performance
héck

according to t list. Who did the best video analysis? And give the tips to

do this activi tter in the future.
» CHECK YOUR PROGRESS

A ﬁ"_l) in the Blanks
Q% 1. The communication in the workplace should always

2. tone to create a friendly atmosphere.
3. Keep a proper to indicate the confidence.
4, is not good when customers speck.
5. If a mistake commit to say

B. Multiple Choice Questions
1. Interaction with customers

60



a) Direct question from the customers
b) Give re spect to the customers
c) Talk with a polite way
d) Handshake with customer
2. What is the example of professional etiquette?
a) Interrupting while speaking
b) Using polite language
c) Avid customer complaints e}
d) Have something while taking &
3. If a customer is annoyed, wh  at should you do? “Q
(a) Increase your voice '\,%
(b) pay close attention O
(c) End conversation QQ’
(d) Correct it
4. Saying opleased and ot ha»{D@ youod sign of:
a) Wasting time o)
b) Good manners LY

c) Professionalism O\J
d) Uncertainty %
5. Why is eye contact important? because: @
A. It sh ows you are up sad \
B. It shows you are not liking ‘\(&

C. It create trust and confidence
D. It creates the customer ne S
C. State whether the following st@nts are True or False

1. Speaking politeness white specking with customers is the part of
professional et iqu

2. When two peopl communicating to each other and somebody
interrupt in b n, is it good sign.

3. Confidencgsshows an eye contact from one person to another.

4. Using squ%’anguage is acceptable in professional conversation

ers.

with
5 If aﬁtomer is annoyed, you should respond with a louder voice.
D. Match olumn

S. Co@n’A S.No | ColumnB
No C:‘Q
1 %wéreeting of the client A Indicate you are giving the value to the
Q very cordially client
approach
2 Actively listen client B Builds positive relationship
issues
3 Polite and respectful C Provide the solutions
language
4 Eye contact helps D Showcase accountability
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Commit a mistake

Create a friendly environment

E. Short Answer Questions

1
2
3
4

T

1
2

. Define professional

etiquettes .

. What a re the factors affect language?
. How we can deal with difficult customers?
. Explain the tips for dealing the difficult customers.

. Long Answer Questions

. Discuss the strategies to support of

. What is cultural sensitivity?

Def i n

e

posters

3
4 . Di scuss the
G. Check Your Performance

Ma k e

a

Professional Etiquette.

Di scuss its doos
and visual an
Dods and Dondt s

wor ksheet

of
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. Draw work sheet of Good habits and bad habitats.

Dods

and

and Donot .

d also d
of using

1

2. Plan the Role-Play activity on Workplace Etiquette and Peer Assessment.
3.
4

. Discuss the importance of Professional Etiquette.

Dondt s

i scuss

t he

whi

e
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MODULE 3: Customer ldentification and Information
Accuracy

Custo mer identification and information accuracy are foundational elements in
building strong, trust  -based relationships between a business and its clients.
Identifying customers accurately involves collecting key personal or

organizational details that confirm their identity, preferences, and eligibility for e}
certain products or services. This process not only supports effective service <
delivery but also helps ensure compliance with legal and regulatory “Q
requirements, such as data protection and anti -fraud measur es. \QQ’\’%

Equally important is the accuracy of the customer information coIIect%Q’
Inaccurate or outdated data can lead to communication breakdown iled
transactions, poor customer experiences, and even security risks@%éintaining
precise and up -to-date recor ds enables businesses to perseRalize interactions,
make informed decisions, and deliver services efficiently. = %0

This module focus on Customer Identification and Iﬂ%tmation Accuracy . The
first session covers Meaning and need for custor@ identity verification

protocols , the second session deals with sigaifjcance of customer information
accuracy , the third session focuseson to ‘NYderstand legal obligations  for
maintaining confidentiality  , the fourth s@slon imparts about Cross -verify
customer records to ensure d  ata z@tﬁ&(cy.

K
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Session 1 Identify customers using appropriate verification
protocols.

The identification process of a customer in financial services by customer
service associates is an important function which ensures all compliance with
legal and reg ulatory standards, necessary security, and supports effective e},

customer relationship management. CUSTOMER IDENTIEICATION

This process strictly follows Know PROCESS CYCLE -\,@
Your Customer (KYC) and Anti - _ - N
Money Laundering (AML) protocols. Reporting '“'t'a@act

It begins with the initial contact,
where the purpose ofthec ust omer §,8inq

Authentication

visit or inquiry i such as opening an Monitoring

account or making a transaction A is

determined to assess the level of Documem@o Identification
identification needed. For existing Fig. 3.1 Customer Identification Process Cycle
customers, authentication involves \ - By

verifying their full name, date of \f&

birth, account number, or customer , often supported by multi  -factor

authentication and security question ,@E‘ing tools like CRM systems, IVR
platforms, and secure login portals. @ew customers, identification requires

the collection and verification of ils such as full legal name, date of birth,
address, contact information, a government -issued photo ID. This step
may involve electronic imcation, face  -to-face checks, or video KYC
procedures. Following@s, a risk assessment and Customer Due Diligence

(CDD) is conducted t@p.-’classify the customer as low, medium, or high risk, and
determine the or Enhanced Due Diligence (EDD), especially in cases
involving poL?;all exposed persons or matches on sanctions lists. All
identificati ocuments and interactions must be thor oughly recorded,
includin date, method, and personnel involved, with retention for a

ma &éd period, typically five to seven years.

Ongotrg monitoring includes tracking transactions for suspicious activity,
updating customer records, and re  -verifyin g identities for high -risk actions. In
cases of fraud or discrepancies, associates must escalate issues to the
Compliance Officer and file a Suspicious Activity Report (SAR) as per the
internal and legal protocols. Tools such as KYC/AML software (e.g., Jum io,
Onfido, Trulioo), CRM platforms, document verification systems, and biometric
technologies support these processes. Best practices for associates include
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strictly following prescribed scripts and checklists, never bypassing ID
verification, safeguardin g customer data under laws like GDPR and CCPA,
staying informed about regulatory updates, and promptly reporting any
inconsistencies.

U Meaning and need for customer identity verification protocols

Meaning of customer i dentify verification protocols -
Custome r identity verification protocols refer to the standardized procedures
used by customer service associates to confirm the identity of a client before ij’

providing access to financial services or sensitive information. These protocols&Q
typically involve checkin g official documents like Aadhaar card, PAN Car{\,%
Passport, or other digital methods such as OTP authentication or biometn’Q
verification. The goal is to ensure that the person requesting access |§<Lyy the
account holder or an authorized representative.
Need of customer identify verification protocols - \QQJ
1 Need to Prevent from Frauds and ldentity Theft: \,O By verifying the
identity it helpsto protect customers and t organization from
unauthorized access, impersonation, and finan%& aud.
1 Need to Ensure Regul atory Compliange; Financial institutions are

required to follow Know Your Customek (KYC) norms and Anti -Money
Laundering (AML) laws. Proper verifica,ti@&nsures compliance with these
legal requirements. @&\

1 Need to Build Trust and Security: X Customers feel safe r knowing their
data and finances are protect(%@ugh stringent identity checks.

1 Need to Enable Secure Trahsactions: Accurate identity verification
ensures that only legitima ers can initiate high -value transactions or
changes to account detai

1 Need to Maintain?ata Accuracy: Verification ensures that all

s

individual, reduging errors and improving service quality.

Regulatory Secure
4 Compliance Transactions
L ] L]

N i
X D

L] L] L
Fraud Trust and Data
Prevention Security Accuracy

transactions an§ vices are correctly associated with the verified

= )L &

Fig. 3.2 Need of customer identify verification protocols
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In summa ry, identity verification is a critical function that safeguards financial
systems, supports legal compliance, an  d enhances customer confidence.

U SOPs for customer ID verification
It is important to ensure accurate and compliant verification of customer
ide ntity in line with all regulatory requirements like rom RBI guidelines,
for KYC and AML norms, it helps in minimizing possible frauds and
ensuring required security for customer transactions. e}
1. SOPs for initial Preparation and Awareness «QQJ
1 Follow the KYC Gui  delines: '\%
the customer associate should be Familiarize with current KYC no@
issued by the Reserve Bank of India (RBI), SEBI, IRDAI, and (22@
regulatory authorities.
T List of Authorized Documents : &
Maintain an updated list of officially valid documents acc O epted for
identity and address verification. These include:

Aadhaar | PAN Passport | Driving | Vot NREGA Other
card card license l% job card issued by
Gouvt.
D
AY

2. Expected SOPs while interacting with Cus@&’rs
Greet the customer courteously a@z request t he original identity and
address proof documents. Briefly €xplain the importance of verifying these
documents as part of Kno ur Customer (KYC) norms, which are
essential for ensuring acc&security and regulatory compliance.

3. Document Verification P S
To ensure customer identificatien is accurate and compliant, it is essential to
check document authenticity by verifying that all submitted documents are

original, not photocopie§’er scans, unless explicitly allowed. Documents should

be carefully ex amineffor signs of tampering or forgery, and the photograph and
signature must m '%(hose of the customer. Additionally, data matching should

be conducted by cross -checking document details such as name, date of birth,
and addresswith'the records in the system. For financial accounts, especially in
tax-relat@l\;ansactions, it is crucial to ensure that PAN details are correctly
match applicable, biometric or OTP authentication should be carried out,
parti&y when using Aadhaar, following e -KYC guidelines through biometric
de@es or OTP verification.

Document Check Details

Category
Check Document Ensure documents are original, not photocopies or scans
Authenticity (unless explicitly permitted).
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Check for signs of tampering or forgery.

Verif y photograph and signature match the customer.

Data Matching

Cross -check document details with system records (hame,
DOB, address, etc.). e}

cC
A\
Ensure PAN details match, especially for tax %ég
0

transactions.
A,
Qf’

Blometr!c/O_TP . If using Aadhaar, perform authenticatio, biometric
Authentication (if . o
. device or OTP as per e -KYC guidelines:
applicable) Q
’\,&
%O
4. Recording and Uploading Documents - @

1 Scanning and Capturing required Images:
When scanning or capturing images of d@n

ents, it is important to use

secure and approved devices to main data integrity and confidentiality.
The images must be clear and comp%‘a avoiding any glare, cuts, or blurs to

ensure that all necessary informa@g

accurately recorded and legible.

1 Uploading documents wit ‘é;urity to Sy stem:
Upload the documents intQ“tite customer verification system or CRM tool,
ensuring that each file | perly integrated into the system. It is essential

type, and the date

verification, to maintain organized records and facilitate

to accurately tag aI;?e‘z nt metadata, including the customer ID, document

easy retrieval %ép eeded

mer Consent

beforé using and storing their identification documents. Th is step is essential

5. Obtaining
Obtai?(} icit consent from the customer, either in written or digital form,

t ply with data privacy regulations and ensures that the customer is

re of and agrees to the handling of their personal information

6. Getting Verification Confirmation

After the customer submits the required documents, a conf

irmation

receipt should be generated, and if applicable, an acknowledgment or
reference number should be provided to the customer. Additionally, the
customer must be notified about the expected time for the completion of

the verification process and inform ed of the subsequent steps
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7. Escalation Protocol
Any suspicious, mismatched, or forged documents should be promptly
reported to the compliance or fraud detection team as red flags. In cases

where documents are unclear, it is important to pol itely request the
customer to resubmit clearer versions or offer assistance to help correct
any errors.
Category Action QJG
ADN
Report any suspicious, mismatched, or for%e&d;g"
Red Flags documents to the compliance or fraud de{ts jon
team. A
Politely request resubmission of cledvgr
Unclear Documents documents or offer assistance in cafrecting
errors.
xO
8. Compliance and Confidentiality X,

Customer data protection is paramount; there@ustomer documents

must never be shared or stored outside secube systems, ensuring fu I
compliance with data protection laws such ‘as’ the Digital Personal Data
Protection Act (DPDPA). Additionally, ,it(igu ssential to maintain detailed

logs of all verification activities tocsupport audit and compliance
requirements. X

O
9. Training and Updates
Regular training sessions &%{attended to stay updated on KYC and AML

regulations, the use of t‘)g' icand e -KYC tools, and best practices for
fraud prevention. O
U Types of verification do ents
In financial servicesg‘é:‘stomer service associates must verify customer
identity to com%ﬁzah Know Your Customer (KYC) norms, Anti -Money
Laundering regulations, and to ensure safe and secure transactions.
Verificati cuments generally fall into several categories. Proof of Identity

docur@s, which mustin  clude a photograph, include Aadhaar Card, PAN

Ca% ssport, Voter ID Card, Driving License, NREGA Job Card, or any
Q@ nment -issued photo identity card. Proof of Address documents validate

he customerds residenti al addr eedutigynd 1 ncl u

bills (not older than three months), bank or post office statements, Passport,
Voter ID, Driving License, registered Rent Agreement, or letters from
recognized public authorities or employers. Proof of Date of Birth, if required
for specific se rvices, can be provided via Birth Certificate, Passport,
Matriculation Certificate, Aadhaar Card, or PAN Card. Additionally, a recent
passport -size photograph may be required for account opening or
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identification rec

conducted to complete the process.

ords. In some cases, In

-Person Verificat ion (IPV) is also
In some cases, physical presence

is

required for verification or a video KYC (especially for digital accounts).

Document
Category

Purpose

Accepted Documents

1. Proof of
Identity
(Photo ID)

Confirmscus t omer 0
identity and includes a
photograph

Aadhaar Card (with photograph)x
PAN Card o
ar O

Passport

N Y
AN

Voter ID Card A%

Driving License @Y’

NREGA Job Card (signed by a state
officer) O

Any QQ@nment -issued photo ID

2. Proof of
Address

,A%agﬁar Card (with address)

Utility Bills (electricity, water, gas,
ﬁelephone) 0 not older than 3 months

Val i dat
residential ad

>
A

Bank/Post Office Statement o not
older than 3 months

Passport

Voter ID Card

Driving License

Registered Rent Agree ment

Letter from recognized public
authority or employer

9

L

3. Pr gf//\,
D%éi;gl‘i%irth

Birth Certificate

Confirms date of birth

Passport

(required for some
services)

Matriculation Certificate

Aadhaar Card

PAN Card

4. Recent
Photograph

Required for account
opening or identity

Passport -size photograph

records
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5. In -Person Physical or video Mandatory physical presence or
Verification verification to confirm video KYC, especially for digital
(IPV) applicant identity accounts

Points to be cared wh ile verifying the above documents

Documents submitted must be valid and unexpired. In many institutions,
photocopies are required to be self -attested by the customer. Digital or e
verification is permitted through UIDAI Aadhaar authentication. For fore “Q
customers, additional documents such as a visa, passport, and proof of&\,%
address may be necessary. O

U Importance of secure verification
Secure verification of documents is a critical step in customer identification,
especially in the financial service s sector, where the risk of‘&, identity theft,
and regulatory non -compliance is high. Customer service associates play a key
role in this process to ensure the legitimacy of customer inl’&gﬁation and
protect the institution and its clients. Here are key O’feasons why this is

important: ‘$

1 Prevention of Fraud and Identity T ef@ . Verifying identification

documents like Aadhaar, PAN card, or p orts helps prevent the use of
false identities, ensuring that services rovided to legitimate customers

only. \,@

! Com pliance with Regulatory Reguirements : Financial institutions must
‘&&C), Anti  -Money Laundering (AML), and

follow Know Your Customer
other legal regulations. P
to these norms and avoi alties.

1 Risk Management tifying customers accurately helps assess the risk
level they pose. Thisis especially important when offering credit, loans, or
investment prod .

r document verification ensures adherence

1 Protection of JCustomer Data : Secure handling and verification help
protect se@ve personal and fi  nancial information from unauthorized

access@msuse.
1 Builgi rust and Reputation : A secure and transparent identification

pr{cz S boosts customer confidence in the institution, thereby
gthening its credibility and reputation.

Q@ccurate Record Keep ing: Verified documents form the basis for

maintaining accurate customer records, which are essential for future
transactions, service upgrades, and dispute resolution.
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Prevention of Fraud

and Identity Theft
Compliance with

Regulatory Requirements

Risk Management

Protection of
Customer Data

Building Trust and b'
Reputation QJ

O
.\,@
S

Fig. 3.3 Points to be cared while verifying the above docume 8

Accurate
Record Keeping

bovids

"Ensuring the secure verification of customer identification do \Qents by service
associates is crucial for upholding financial integrity, ’«Sﬁjering to legal

requirements, building customer trust, and safegung\/ g the organizati
security."

PRACTICAL EXE(g{,éC%ES

Activity 1:  Practice Checking IDs Using DWDocuments as per SOP
Materials Required: 0

1 Printed dummy ID documents (e.g., Aadhaar Card, PAN Card, Passport,
Voter ID, Driving License both genuine and altered versions)

1 SOP checklist for | vetification (including signs o f forgery, photograph
and signature matchydocument type validity, etc.)

Magnifying gIasé?ptional)
Markers or pe r marking doubtful areas

Notepads verification log sheets
Timer opwatch
Rolexapla\ name cards for "customer” and "CSA"

N

Proce .

Q%Dntroduction (5 minutes)
Trainer briefly explains the importance of ID verification in
financial services.
Review the key points from the SOP checklist (original document,
photo/signature match, expiry date, signs of tampering).
2. Demonstration (10 minut es)

Trainer shows a sample dummy ID and walks through the steps of
verification as per SOP.

= =2 2 -4 -4 -



Points out signs of forgery and mismatch (e.g., blurred photo,
wrong format, overwritten text).
3. Group Division & Distribution (5 minutes)
Divide the class into pair s or small groups.
Each group receives a set of dummy IDs (a mix of genuine and
forged ones) and the SOP checklist.
4. Activity Practice (15 minutes)
Each group acts as CSAs and practices checking the IDs.
They must: &
A Identify whether the document is valid or suspicious. “Q
A Record their observations on the verification log sheet\\,%
A Justify their decisions based on SOP points.
5. Role Play (10 minutes) QQ’
Select a few pairs for arole -play in front of the class.
One student acts as a customer presenting an ID; &@ ther ac
the CSA verifying it. o)
Trainer/facilitator provides instant feedback. XU
6. Review & Discussion (10 minutes)
Trainer asks students what challenges t %ced while checking.
Recap common red flags and best pr@rces in ID verification.
Reinforce the importa nce of conhQ, lality and compliance.

Activity 2:  List out and prepare a chart shom@erent types of customer ID and
documents verification \'6

Materials Required: %

1 Chart papers or whiteboar, %

1 Markers, pens, sketch p

1 Reference documen ﬁle Aadhaar  Card, PAN Card, Passport, etc.
can be photocopleséprinted images)

T Sticky notes

1 Handout with @:/AML guidelines (optional)

T Glue, scis Jé@f cut -paste is needed)

Procedure: 4@

Step 1: | uction (5 mins)
The traj riefly explains the importance of ¢ ustomer ID and document
verifj n in financial services for regulatory compliance, especially KYC
(K Your Customer) and AML (Anti  -Money Laundering).
Step 2: Group Formation (5 mins)
Divide the class into small groups of 3 05 students.
Step 3: Task Ass ignment (20 mins)
Each group will:
T Listout different types of documents used as:
o Proof of Identity (Pol)
o Proof of Address (PoA)
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o Proof of Date of Birth (DoB)
Use colored markers to create  a comparative chart that shows:
o Name of the document
o Type (Pol/PoA /DoB)
o Issuing authority
o Key features to check (photo, signature, hologram, etc.)

Step 4: Display and Presentation (15 mins)

Each group will paste their chart on the wall or present it to the class,
explaining their findings.

Step 5: Trainer Feedback and Discussion (10 mins)
The trainer highlights correct points, clears misconceptions, and adds misso@,%
documents if any (e.g., NREGA job card, utility bill, driving license, etc.) O

<

CHECK YOUR PROGRESS <

A. Fill in the Blanks

1.

O

Customer identity verification protocol s are sta@/é’dized procedures
used by customer service associates to confirm the) of a client
before providing access to financial services.
The verification of identity helps financial ins@tions comply with legal
regulations such as and laws.
For Proof of Identity, accepted document$’must include a of the
customer. <
During document verification, a seé}ates must ensure that documents
are original and check for sign%‘ or

r docu

Secure verification of custog ments plays a key role in preventing
and protecting information.

B. Multiple Choice Questi(ﬁ;’

1.

What is the prim
financial servi
a) To spe

urpose of customer identity verification protocols in

ransaction processes
b) To p@({a t fraud and ensure regulatory compliance
c) To ote new financial products
d) llect customer feedback
of the following documents is NOT typically accepted as valid
of of identity in financial services?
a) Aadhaar Card
b) Driving License
c) Library Card
d) Passport
During verification, what is important to check in submitted identity
documents?
a) The document's age only
b) The document's authenticity, photograph, and signature matching the
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customer
c¢) The color of the document
d) The size of the document

4. Which regulatory guidelines must customer service associates be familiar
with for KYC and AML compliance?
a) RBI, SEBI, IRDAI
b) FDA and WHO
¢) UNESCO and UNICEF e}
d) WTO and IMF &
5. What should be done if suspicious or forged documents are ident ﬁ@d
during verification? &\,%
a) Approve the documents immediately O
b) Request the customer to submit new documents and reportQ\}’
compliance or fraud team
c) Ignore and proceed with account opening \OQJ
d) Keep the documents without further action o)
o
C. True or False O\/
1. Customer Due Diligence (CDD) helps in classify@ customers based on
risk levels.
2. Multi -factor authentication is rarely used'suﬂrlng customer identification
for existing customers. N
3. Customer identity verification docum%ﬁs can be photocopies without
self-att estation in all cases. X0
4. Secure uploading of customer@&ments IS necessary to maintain data
confidentiality.
5. Customer consent is optio@ efore storing their identification
documents. A
%\/
D. Match the Colum S
O\
Column A XY S.No | ColumnB
s 9
No L9
1 | KY@(Kriow Your A Process to verify customer identity
gustemer)
2 cw (Anti -Money B Prevents financial crimes and illegal funds
- aundering)
Q Customer Due C Risk assessment of customers
Diligence (CDD)
4 Enhanced Due D Additional checks for high  -risk cu stomers
Diligence (EDD)
5 Suspicious Activity E Report filed when fraud or discrepancies
Report (SAR) detected
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E. Short Answer Questions

1. What is the purpose of Know Your Customer (KYC) protocols in financial
services?

2. Name three documents accepted as valid Proof of Id entity for customer
verification.

3. Why is obtaining customer consent important before storing
identification documents? E}

4. What actions should be taken if a customer submits suspicious or forgedQ
documents? \,,\’

F. Long Answer Questions 0

1. Explain the step -by-step pr ocess of customer identification and
verification in financial services, highlighting the importan
compliance with KYC and AML regulations. &O

2. Discuss the role of Customer Due Diligence (CD &Sﬁld Enhanced Due
Diligence (EDD) in managing customer risk pr files.

3. Describe the SOPs that customer service@sociates must follow when
verifying identity documents, including to handle document
authenticity checks.

4. Analyze the importance of sec%@énﬂcatlon in protecting both the
financial institution and it stomers from fraud, identity theft, and
regulatory penalties. 0

G. Check Your Performan

1. List at least threéeasons why customer identity verification is necessary

in fmanmal@ ces.

2. Wha@zﬂd a customer service associate do after verifying al

do@gents successfully?

B&ntify two tools commonly used to support KYC/AML processes.

g What is the significance of escalation protocols during the verification
process?
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Session 2 : Accurately collect and record customer details as
per SOP.

In the fin ancial services industry, precise collection and recording of customer
information in line with Standard Operating Procedures (SOPs) is critical for
ensuring regulatory compliance, preventing fraud, delivering quality service, and
enhancing customer satisf action. Customer Service Associates (CSAs) play
vital role in maintaining data accuracy by rigorously following these SOPs.
Properly documented customer data supports compliance with KYC (Know Yo &
Customer), AML (Anti -Money Laundering), and other legal mandates -)@jl also
safeguarding against identity theft and fraud. Accurate data entry builds &@t
minimizes delays, and contributes to a smooth service experience. nsure
reliability, CSAs must use approved forms and tools, verify iddt%iation
documents such as PAN, Aadhaar, or Passport, and intain clear
communication to confirm each data point. It is also essential to secdre customer
consent, protect confidentiality, and promptly update record&@en information
changes. While digital systems are  preferred for their speed, accuracy, and audit

capabilities, manual data entry serves as a necess ckup during system
outages, as outlined in SOPs. Avoiding common mistakes A such as misspelled
names, incorrect document numbers, date errors, mismatched addresses,
incomplete fields, and unverified documents is crucial. By carefully following

these protocols and selecting the appropriate(,ﬁxethod for data entry, CSAs help
ensure data integrity and contribute to tk(@bperational efficiency of financial

services. § Q-

U Significance of customer i%’ mation accuracy

The significance of custo ormation accuracy by customer associates
in financial services is cr% or multiple reasons:

o

Z’ Regulatory Risk Operational Customer Strategic
Compliance Management Efficiency Trust and Decision-Making

Satisfaction

Fig. 3.4 Significance of customer information accuracy
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1. Regulatory Compli  ance

Accurate customer data ensures compliance with legal and regulatory
frameworks such as KYC (Know Your Customer), AML (Anti -Money
Laundering) , and data protection laws (like the RBI guidelines in India or
GDPR globally). Inaccurate data can lead to pen alties, audits, or license
revocation

2. Risk Management

Correct customer details help in assessing creditworthiness, risk profiles @Q'nd

detecting fraudulent activities . Inaccurate data can result in ~ wrong d ?@ions

on loans, insurance, or investments , leadi ng to financial losses. \‘,\,

3. Operational Efficiency 0

Proper data entry reduces errors in transactions, delays, and reWOQ Ct

enables smooth processing of applications, claims, fund transfgg@and

account updates , improving overall service delivery.

4. Custom er Trust and Satisfaction \,O

When associates maintain accurate information, it enh né‘s’ customer

experience through personalized services and reliaﬁommunicaﬁon.

Mistakes can cause frustration, loss of trust @ even loss of customers

5. Strategic Decisi  on-Making . N

Accurate customer data feeds into analyti'gs\and reporting systems that

guide product development, marketing str&{gtjies, and business planning.

Inaccuracies compromise the quality ofNrnsights and lead to poor strategic

decisions .

In short, ensurin g the accurac&)ﬁ customer information is not just a clerical

responsibility buta  strategie\priority that impacts compliance, risk, service

guality, and% he financi al institutionds repu
U Guidelines for ccﬂ(éoting customer data

Here are the ke (@uide lines for collecting customer data for customer

identification Vhstomer service associates in financial services i as per

industry stand@s, including RBI (Reserve Bank of India) norms and general
data privacyprinciples:

Q 1 2 3 4
b ‘:"hm‘;" KYe Obtain Informed Ensure Data :::u;:;:yl’rwacv
( u“"’:’ our o Consen t Accurac: y

Protocols

Maintain Proper Follow RBI and
Documentation Internal Policy
and Audit Trail Updates

wvoid Excessive

Ay v Handle Sensitive
Data Collection

Cases Carefully

Fig. 3.5 Guidelines for collec ting customer data
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Adhere to KYC (Know Your Customer) Norms

Customer data must be collected in accordance with the KYC (Know Your
Customer) guidelines mandated by the Reserve Bank of India (RBI). The essential
documents required for this process include P roof of Identity (Pol) such as
Aadhaar Card, PAN Card, or Passport, and Proof of Address (PoA) like utility bills,
bank statements, or rental agreements. Verification should be done using

Officially Valid Documents (OVDs) to ensure authenticity and complia nce with
regulatory standards . e}

. .
Obtain Informed Consent *éQ

Customers should be clearly informed about what data is being coIIected"\[
purpose of collecting it, and how it will be used and stored. It is importagb o
maintain transparency in data handling pra ctices to build tru ﬁditionally,
explicit consent must be obtained from customers, especially wt&e}n ensitive
information like Aadhaar details or biometric data is involved.

Ensure Data Accuracy \JO

Customer data should be verified thoroughly before reco dO\J ing to ensure accuracy
and reliability. It is important to double -check spségs, identification numbers,
and address details to avoid errors. Wherever pogsible, automated verification

tools such as PAN validation and AadhaareKXC should be used to enhance
accuracy and speed up the process. '&\/@»

Follow Data Privacy and Security Protoc PS.,@
All personal data must be handled Wi‘% ct confidentiality to ensure customer
privacy and data protection. Customerinformation should never be discussed in
public spaces to prevent unauthgrized access or misuse. Data entry and storage
must be carried out using secu stems that protect sensitive information from

breaches. Additionally, ac to customer data should be restricted based on
roles and responsibiliegsl, with a Il access being properly monitored and
auditable. Q

Avoid Excessiv @?Collection

Only collect t ta that is necessary for identifying the customer and providing
the requirezglrvice. Avoid requesting any personal information that is unrelated
or exces@ , as this can compromise privacy and may not be relevant to the
purp f the interaction.

MaﬁTain Proper Documentation and Audit Trail

As per regulatory requirements, it is important to keep copies or digital scans of
KYC documents. The date andti  me of document collection, along with details of
the associate handling the data, should be properly recorded. This ensures
complete traceability and supports compliance during audits.

Follow RBI and Internal Policy Updates
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Customer service associates mu st stay updated with the latest guidelines and
regulations to ensure compliance and effective service. This includes regularly
reviewing RBI circulars related to Know Your Customer (KYC) and Anti -Money
Laundering (AML) requirements. In addition, they shoul d be aware of any
changes or updates to the organization's internal Standard Operating
Procedures (SOPs) to maintain consistency and accuracy in their daily
operations.

Handle Sensitive Cases Carefully b’
For minor customers, senior citizens, or Non -Resident Indians (NRIs) “@ecial

provisions must be followed during the onboarding process to address their
specific needs and regulatory requirements. In cases where the onbo “@19 is

non -face-to-face, alternative verification methods such as video g%r OTP -
based Aadhaar authentication should be used to ensure secure a@d compliant
customer identification.

xO
U Digital Vs manual entry O\J
Here is a comparison between digital and manuﬁéntry methods for collecting
customer data for customer identification b@ustomer ser vice associates in

financial services : \

Using computers to enter data is better t 'ﬁrwriting by hand in many ways.
Computers help reduce mistakes by catehing errors like incorrect spellings or
missing details, which are more com handwritten entries. They also speed
up the process, as they can autofill some information and check details quickly,

unlike manual writing which takeéﬁjre time. Information such as Aadhaar or

PAN can be verified instantly usihg computers, while checking handwritten data

take s longer. Computer re S are easier to save and search, whereas physical
papers can be misplaced or take time to locate. Data stored on computers can

be protected with pasgwords, making it more secure than paper, which can be

lost or damaged. ghco mputers may require more investment initially, they

save money in,theMong run by reducing errors and improving efficiency. They

also make i y to track changes by keeping a log of who updated the
informatio when, which is difficult with handwritte n records. Additionally,
using é;ﬁters allows customers to fill out forms online from home, making

the s more convenient compared to handwritten forms that usually require

Vis{ an office. We can list out the various point of benefits for digita | entry as
giveh below -

1. Accuracy
1 Digital Entry

High accuracy due to automated validations (e.g., format checks,
mandatory fields).
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1 Manual Entry
Prone to human errors like spelling mistakes, incomplete information, or
misreading handwriting.

2. Spee d and Efficiency
1 Digital Entry
Faster data entry, especially with auto -fill, scanning (OCR), and real -time
verification. e}
T Manual Entry
Slower process; each data point must be written or typed individually. gQ
D

3. Verification and Validation *Q\
1 Digital Entry Q'Q’
Can be instantly verified against databases (e.g., PAN/Aadhaa
verification). O
T Manual Entry
Requires later verification by a separate process, w)f{dﬁgan delay

identification. %O

4. Storage and Retrieval @
1 Digital Entry \
Data is stored in centralized systems; e&@» y to search, retrieve, and
update. S

1 Manual Entry &6
Paper-based or disconnected@&dsheets; time  -consuming to retrieve or

cross -reference. %

5. Security A
T Digital Entry X

Can be encrypte ,ng)access -controlled, offering better data security if
managed prop

1 Manual En%'(,.

Vulnerable t9/oss, theft, or unauthorized access to physical records.
6. Cost an ‘h&rastructure

1 Digital Entry
%quires investment in systems, training, and IT infrastructure.
Q anual Entry
Lower initial cost, but higher long -term costs d ue to inefficiencies and
errors.

7. Compliance and Audit Trail
1 Digital Entry
Automatically records timestamps, user IDs, and actions A helpful for
audits and compliance.
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1 Manual Entry

Difficult to track who made which entry and when.

8. Customer Experienc e
1 Digital Entry

Often smoother for customers; supports remote data submission (e.g.,
via mobile or online forms).

1 Manual Entry

Requires physical presence or long interactions; can feel outdated to

tech -savvy customers.

O

&
X

Summary Table: Digital entry Vs Ma nual entry Q’Q’
(@,
Aspect Digital Entry ;Q Manual Entry
Accuracy High (due to validations) \, Low (prone to human
K O error)
N
Speed Fast © Slow
[ ] \»
Verification Instant, auto@&e'd Manual, delayed
lrd
Centr li Vnd Paper-based or
Storage
fragmented
Security %1 Kmth proper Low (vuln_erable to
rols) physical risks)
Cost ’C Higher upfront, efficient Lower upfront, costly
X long -term long -term
Audit Trail ,(,@' Automated logs Hard to maintain
[‘\

Customer Ex@ence

Smooth and modern

Time -consuming,
traditional

o4

U“Common errors  to avoid
Here are common errors to avoid while collecting customer identification

customer service associates in financial services with the possible rectification

suggested:

Accepting Incomplete or Expired Documents

1 Type of Error:
validity, or expiration.

Collecting documents
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1 Rectification by: Verifying that all submitted documents are current,
complete, and legible.

Not Matching Documents with Customer Details
1 Type of Error:  Failing to ensure that the details (e.g., name, date of
birth, address) in the documents match the customer's application or
system records.
1 Redctification by:  Carefully cross -verifying every field for accuracy and e}
consistency. \QQJ
Ignoring KYC (Know Your Customer) Guidelines &\,%
T Type of Error:  Not follo wing prescribed KYC procedures and
documentation requirements as per regulatory standards (e.g.

SEBI).
T Rectification by:  Staying updated with the latest KYC and
internal compliance checklists. O

Poor Quality or lllegible Document Copies
T Type of E rror: Accepting blurred, cropped, oq@ﬂgear
scanned/photocopied documents. @
1 Rectification by:  Ensuring high -resoluj'» clear images or physical
copies are obtained.

(\/
Overlooking Signature or Photo Mismatc ’6gJ
1 Type of Error:  Not checkin erthecustomer &6s photograph or
signature matches that on ths- icial ID.

1 Rectification by:  Physi verifying the photo and signature on the ID
with the customer in fron\i}

X
Not Collecting Mandato, y&ll@
T Type of Error' cepting documents that are not among the list of
officially v uments (OVDs) for customer identification.

ﬂReCtIflcal Referring to the organizationds af
(e.q., aar PAN Passport, Voter ID, Driving License).

Data Ent rors
%pe of Error:  Typing mistakes or incorrect tr ~ anscription of ID details
to the system.
g Rectification by:  Double -checking the entry before submission and
using document scanning tools where available.

Failing to Obtain Customer Consent (for Aadhaar or Sensitive Info)
T Type of Error:  Using Aadhaar data without informed customer consent,
which is against UIDAI norms.
1 Rectification by:  Taking explicit consent in writing or digitally before
collecting or using sensitive IDs.
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Skipping Face -to -Face Verification (When Required)
T Type of Error:  Not performing in -person verification when mandated
(e.g., high -risk accounts or large transactions).
1 Redctification by:  Scheduling or documenting in  -person verification when
prescribed by policy.

Not Maintaining Audit Trails
T Type of Error:  Failing to record who collected and verified the ID, Iea@%’
to gaps in accountability. “Q
1 Rectification by:  Logging the identity of the staff handling venﬁcaﬁo@,
along with time and method used.

Poor Quality or Failling to \/
Not Matching lllegible Obtam\/
Documents with Document Net Collecting Cuy tog Not Maintaining
Customer Details Copies Mandatory IDs Audit Trails

!
Accepting Ignorlng KYC klng Data Entry Skipping
Incomplete or {Kncw Your ature or Errors Face-to-Face

Expired Customer) Photo Verification

Documents Gu|del\2e Mismatches

Fig.%e Common errors in KYC Documentation

'(/% PRACTICAL EXERCISES

Activity 1: ing Mock Cust omer Forms & Verifying Documents
Materials ired:

1 g&k customer information forms (printouts)

1 mple identity and address proof documents (Aadhaar card, PAN card,

% assport, etc.)
Pens, clipboards

1 SOP checklist (for document verification)

1 Magnifying glas ses or document scanners (optional, for advanced
simulation)
Role-play badges (Customer / CSA)
Projector/Whiteboard (for instructions and sample forms)

= =
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Procedure:
Step 1: Introduction (10 minutes)
T The trainer briefly explains the importance of filling cus tomer forms
correctly and verifying KYC documents as per financial regulations.
1 Discuss examples of acceptable documents for:
o Proof of Identity (must include photo)
o Proof of Address
Step 2: Distribution of Materials (5 minutes) b’
T Give each student (acting as a Customer Service Associate )a m\%@

form.
1 Distribute mock document sets to other students acting as cds@ers
Step 3: Role -Play Activity (20 minutes) @
T Students pair up in CSA -Customer pairs. Q
1 The "customer" gives their mock documents and verbally pr@des their
details. *Q
1 The CSA:
o Cross-checks document validity (photo matqQ:érgnature match,
issue authority) Q)
o Looks for signs of tampering or forgery %

o Fills the customer form with correct a@complete details
o Marks checkboxes confirming doc‘;g'nent type and verifica tion
Step 4: Peer Review (10 minutes)
T Students exchange forms with anok@'(group and verify:
o Allfields are filled correctly,
o Documents mentlonedéc what was provided
o No errors or missing jaformation
Step 5: Feedback & Discussion (10 tes)

1 Trainer rev iews com errors made during the activity.
1 Discuss consequen of incorrect or incomplete data entry in financial
services. Q;,

1 Emphasize im nce of confidentiality and professionalism.
Activity 2:  Gro tscussion 0 Digital vs Manual Entry during ~ Customer
tion

Document Ver

Materlals R\) ired:
oard and markers

art paper and markers (for group notes)
rojector (optional & for presenting pros/cons of each method)
? Sample customer documents (printed examples of Aadhaar card, PAN
card, etc.)
1 Notepads/pens for students
9 Timer or stopwatch
1 Assessment Sheet (communication skills, teamwork, critical thinking)

Procedure:
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Step 1: Introduction (10 minutes)
T Instructor briefly explains:
o The role of a Customer Service Associate in identifying and
checking cus tomer documents.
o The two methods of data entry: Manual (paper forms, logbooks)
and Digital (tablets, CRM systems, scanning software)
o Importance of accuracy, security, and speed in customer data

entry. e}
Step 2: Group Formation (5 minutes) "8
1 Divide students in to two main groups . %Q
o Group A: Supporters of Manual Entry N

o Group B: Supporters of Digital Entry O
1 Each group gets 5 minutes to prepare arguments (pros, cons,@ples)
using chart paper or notes.
Step 3: Group Discussion (15 minutes) &
1 Each group presents their v iewpoint (4 -5 minutes group).
1 Open-floor rebuttal: both groups get 3 minutes to qke/ fon or respond to

each otherds points. %O

Step 4: Instructor Wrap  -up (5 minutes)
T Summarize key takeaways:
o When and where each method is me appropriate.
o Best practices f or accuracy an Gstomer confidentiality.
o The future trend toward digitiz@i\ﬁ and hybrid approaches.

Step 5: Feedback and Reflection (5 minutes X0
T Students reflect: Which metho@?ﬂd they choose in a real -life scenario
and why?
T Instructor may provide ind@% idual or group feedback.

K YOUR PROGRESS

A. Fill in the Blanks Q&
1. Accurate cust&l%r data supports compliance with and
regulation

2. Befo@eéting Aadhaar or biometric data, customer must be
obtaj

data entry helps red uce human error and improves speed and

cepting or documents can lead to regulatory issues.
The Reserve Bank of India mandates the use of Valid Documents
(OVDs) for KYC.
B. Multiple Choice Questions
1. Why is accurate collec tion of customer information important in financial
services?
a) To promote new products
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b) To reduce staff workload
c) To increase profit margins
d) To ensure compliance and prevent fraud
2. What is the preferred method for data entry in financial services today?
a) Manual notebooks
b) Spreadsheets only
c) Digital systems with automated validation

d) Verbal confirmation only E}v
3. Which documentis not considered an Officially Valid Document (OVR@Q’

a) PAN Card -\’%

b) Aadhaar Card «Q\

c) Passport Q'

d) Utility Bill Q

4. What shou |d CSAs do before collecting sensitive customq)@lformation

like Aadhaar? Q)
a) Skip verification for regular customers X
b) Notify their manager Q\’

c) Obtain explicit customer consent %

d) Ask for secondary contact number only @
5. Which of the following is a benefit of ital entry over manual entry?

a) Easier audit trail maintenance ,g\/
b) Requires physical storage \'6
c) Slower processing Q-
d) More prone to errors @
C. State Whether the Following ments are True or False
1. Manual entry systems ster and more secure than d igital systems.
2. Customer service a@xciates must only collect necessary data relevant to
the service. X,
3. Accepting expiregdocuments is a common mistake that should be

avoided. 9
4. Itis acceptable to collect Aadhaar data without customer consent if the
custo@ is familiar.
5 R r updates on RBI and internal SOPs help maintain compliance
accuracy.
atch the Column

S. Column A S. No Column B
No
1 KYC Guidelines A Avoid collecting unnecessary data
2 Data Accuracy B Ensure names, dates, and IDs are corr ect
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3 Customer Consent C Required before using Aadhaar data

4 Data Minimization D Follow RBI norms for customer
identification
5 Audit Trall E Tracks who performed data entry and when

E. Short Answer Questions
1. What is the importance of obtaining cust omer consent during data E}v

collection? \QQJ

2. List two key differences between digital and manual data entry. \»>@
3. Why is it necessary to follow KYC norms while collecting customef~\O)

information? g
4. Mention two common errors that CSAs should avoid during gustomer

data collec tion. O
F. Long Answer Questions xO
1. Explain the significance of accurate customer |nf0 |0n In ensuring

compliance, risk management, and customer s% tion.

2. Describe the guidelines that customer servi ociates must follow
when collecting customer data  accordi SOPs.

3. Compare digital data entry with manual entry in terms of accuracy,
speed, verification, and auditability.

4. Discuss the consequences of poorqgéumentation and data errors in
financial services, and how CSAs‘€an prevent them.

G. Check Your Performance

1. Can you explain what OV re and give three examples?

2. How would you handle uation where a customer provides an expired
document? Y

3. What steps wouIQ;s(ou take to ensure data accuracy while entering
customer det&

4. Why is ma ing an audit trail important in customer identification

and v @tlon’?
%Qé
Q‘%
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Session : 3 Understand legal obligations for maintaining
confidentiality.

In India, customer service associates in financial services are legally and ethically
obligated to maintainthe  confidentiality of customer information while collecting

and recording personal data. These obligations are governed by a combination

of laws, regulations, and best practices that aim to ensure responsible data e}

handling and privacy protection. e
The Inform ation Technology (IT) Act, 2000 , particularly Sections Egoand
72A, penalizes unauthorized disclosure and requires organizations t pt

reasonable security measures for handling sensitive personal.. data or
information (SPDI).
<

The Banking Codes and Standa  rds Board of India (BCS@@ mandates that
banks treat customer information as confidential, allowing di@sure only with
customer consent or as legally required. X,

O

The Reserve Bank of India (RBI) further en@c data privacy through its
Master Directionso n Know Your Customer (KYC),requiring institutions to collect
only relevant data, inform customers of its purpese; and protect it from misuse.

Additionally, the proposed  Personal Da%@’rotection Bill will introduce stricter
compliance on consent, processi (land data sharing. In practice, customer
service associates must follow key identiality practices such as collecting

only necessary data, obtaining in ed consent, using secure systems, limiting

access to authorized personnel fding unauthorize d disclosure, and promptly
reporting data breaches.ﬁ%re to comply may lead to legal penalties,
reputational harm, and re ory action, including fines or license suspension.
Therefore, strict adhere%ge to these legal and regulatory standards is essen tial
for protecting customéZbrivacy and ensuring trust in financial services.

U Legal pdlicies
Whe llecting and recording identification data, customer service associates
in @ cial services must follow strict  legal and regulatory policies to
@ ect customer information and ensure compliance. In India and globally, the
llowing key legal frameworks and guidelines apply:

1. Data Privacy Laws

Digital Personal Data Protection Act, 2023 (India)

1 Consent must be taken before collecting personal data.

Only necessary and relevant data should be collected.

1 Customers must be informed of how their data will be used, stored, and
shared.

==
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1 Individuals have the right to access, correct, or delete their data.

2. RBI (Reserve Bank of India) Guidelines

T KYC (Know Your Cu stomer) norms are mandatory for all financial

institutions.
1 Documents like Aadhaar, PAN, passport, etc., must be verified.
1 Physical or electronic KYC must be secure and tamper -proof. b'
1 Banks must retain KYC documents for a minimum period (currently 5 <

years a fter the relationship ends). S

N

A

1 Mandatory to collect and verify identity and address of custo&e
prevent illegal activities.

1 Customer Identification Procedure (CIP) is required bef@e establishing

any fin ancial relationship.
T Suspicious transaction reports must be filed whe g ded.

3. Prevention of Money Laundering Act (PMLA), 2002

4. Information Technology Act, 2000 (India) @

1 Imposes penalties for unauthorized ss, data breaches, o r failure to

1 Provides legal recognition for digital reg@é and electronic signatures.
protect sensitive information. (53'

5. Internal Company Policies %

1 Use only authorized sy{?fréms and tools for recording customer data.

1 Access to data mus estricted to trained and authorized personnel.

1 Periodic audits ag{sUraining to ensure data p rotection and legal
compliance.

Recommended-Best Practices for Customer Service Associates
T Al ‘ébbtain informed consent before data collection.
1 ecure methods  (encrypted systems) to record and store data.
1 rify identity documents thoroughly and avoi d photocopying unless
? ecessary
Avoid sharing  customer data through unsecure channels like WhatsApp

or personal email.
1 Report any data breaches or discrepancies immediately.

U Confidentiality
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In financial services, confidentiality during the collection and recording of

customer identification data is critical to protect customer privacy and comply
with legal regulations. A customer service associate must observe the following
confidentiality practices:

1. Secure Collection

1 Private Environment : Ensure that i dentity documents and sensiti\6

information (like PAN, Aadhaar, or passport details) are collected in a

secure, non -public setting to prevent unauthorized viewing

<

eavesdropping. \',\,
1 Need-to -Know Basis : Share information only with authorized onnel
involv ed in the verification process.
1 Avoid Unnecessary Copies : Do not photocopy or duplicat® documents
unless strictly required by company policy or regulations.«o
2. Accurate and Secure Recording \J\,O
T Limit Access : Store digital and physical reco@ of identification data in

secure systems accessible only to authoriz mployees.

1 Password Protection : Use password -'p(,o ected systems and encrypt data

when recorded or transmitted. .

1 No Personal Storage : Associates t not store or record customer data

on personal devices, notebooks(g@unoﬁicial platforms.
3. Compliance with Data Protectio%L S

1 Follow applicable Iaws,é[)@s as the Information Technology Act (India)

RBI Guidelines , a ata Privacy regulations (e.g., DPDP Act once fully
enforced).
T Always obtain plicit cus tomer consent before collecting or using

personal id ication information.

4. Discreetp&%unicaﬁon
A\

)l \ﬁd discussing customer identity details over phone or email unless
ured and authorized.
g ~Ma

sk sensitive data when displaying on -screen in customer
interactions.

Maintaining confidentiality not only protects customer trust but also helps the

institution avoid legal and reputational risks.

U Secure handling
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To ensure secure handling of customer data while collecting and recording
identification d ata, a customer service associate in financial services should
follow these key practices:

1. Follow Regulatory Compliance

1 Adhere to data protection laws such as the Information Technology Act,
2000 (India) and RBI guidelines on KYC and data privacy.
1 Collect only the minimum required information as mandae@ by
regulations. .
s \\,@
2. Obtain Customer Consent 6,0
T Inform the customer about why their data is being colleefed, how it will
be used, and who it may be shared with. O
O
1 Secure written or digital consent before proce,g/éfng with data collection.
3. Use Secure Channels for Data Collection %O
1 Enter data directly into  authorized, enmép ed systems instead of paper
forms or unsecured devices. ‘\(b'

T Avoid using public or shared netwo)«gjfor transmitting customer data.

4. Verify Docume  nt Authenticity S&&?
1 Handle original docume@&refully; avoid making unauthorized copies.
T Use secure scanne \rlapps for digital verification if required.

X
5. Mask Sensitive Inf'&@g}ltion

T When Q@aying or sharing documents internally, redact
unne r ysensitive details (e.g., mask full Aadhaar number).

6. Acc<%€9/\ontrol & Confidentiality
Q%?zestrict access to customer data to authorized personnel only

1 Never discuss customer information in public or over unsecured
channels (e.g., personal WhatsApp or emai ).

7. Secure Physical and Digital Records

1 Store physical documents in  locked cabinets  with restricted access.
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1 Use password -protected systems , firewalls ,and anti -virus software
for digital records.

8. Regular Training and Awareness

1 Stay updated on the lat est data protection protocols and phishing or
fraud techniques.

1 Participate in regular  cybersecurity and privacy training : ij'
9. Report and Respond to Breaches .\/éo

1 Immediately report any suspected data leaks, unauthorized acce Qr
loss of documents to the desig nated data protection ofﬁcerQ

By following these practices, customer service associates can saegljjard
customer identity data, build trust, and comply with indy&y standards.

U Need for confidentiality and data protection O\/

The confidentiality and protection of customer @a are critical when a
customer service associate in financial services éqllects and records

identification data. This need arises due to sey important reasons:
x<
Legal and (D’

Internal Security and

Accountability ‘

Preventin Ensuring Data ‘Bu'siness _
Theft Accuracy and Continuity and Risk

,g(b" Integrity Management

<

4 Fig.3.7 Need for confidentiality and data protection

Regulatory
Compliance

1. L@and Regulatory C  ompliance : Financial institutions are bound by
such as the Information Technology Act (India) , which mandate
e secure handling of personal and financial data. Failure to comply can
Q result in legal penalties and sanctions.

2. Preventing ldentity Theft a nd Fraud : Identification data (like PAN,

Aadhaar, passport, or financial details) can be misused for fraudulent

transactions or identity theft. Protecting this data helps prevent such risks

and safeguards the customerds financial we
3. Maintaining Cus tomer Trust : Customers expect their sensitive

information to be handled securely. Any breach of confidentiality can
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damage the organizationds reputation
and loyalty.

4. Ensuring Data Accuracy and Integrity . Secure processe s help ensure
that customer identification data remains accurate and is not altered or
tampered with. This is vital for KYC (Know Your Customer) verification and
subsequent transactions.

5. Internal Security and Accountability : Confidential data, if accessed  or
misused by internal staff, can lead to insider threats. Proper protocols, e}
encryption, and access controls help maintain accountability and secure ¢,
handling by associates.

6. Business Continuity and Risk Management : Data breaches~4§%’result
in service disrup tions, legal action, and financial loss. By cting
customer data, financial institutions ensure operational cont@@md
minimize risk.

In summary, confidentiality and data protection are essential %@hold legal
r

standards, prevent misuse, build cus tomer confidence, an tect the financial
institution from reputational and financial damage. \J\J

PRACTICAL EXERCI%
Activity 1:  Data Breach Case Study Analysis an@a e Data Handling
Materials Required:
1 Printed or digital copy of a  real -Wrggt&ita breach  case study (e.g.,
Equifax, Capital One, or a relevant | n case like the Mobikwik breach)
T Whiteboard or smartboard (5&
T Markers or pens
1 Handouts on legal obligations> under:
IT Act, 2000 (India) @
RBI Guidelines on Da@ecurity
1 Safe data handling @ list
1 Grou p activity sheet
Procedure: Qr

Step 1: Introductior@ﬂu‘ninutes)
1 Briefly introddce the concept of data breaches and data confidentiality
role of Customer Service Associates in maintaining data

1 Explai
pri in financial services.
Step tudy Dis tribution (5 minutes)

2:
ﬂ%%bide the class into small groups (3 85 students).
Q istribute the selected data breach case study to each group.

Step’3: Case Analysis (15 minutes)
Each group will:
T ldentify how the breach occurred.
1 Analyze what data was compromised (  e.g., PAN, Aadhaar, passwords).
1 Identify what mistakes or failures led to the breach.
1 Discuss the impact on customers and the financial institution.
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Step 4: Group Discussion 8 Legal Angle (10 minutes)
Each group will:
T Match the breach with  violated legal o  bligations (e.g., failure in
KYC/AML safeguards, IT Act violation).
T Listatleast 3 legal or regulatory consequences faced by the company.
Step 5: Best Practices Presentation (15 minutes)
Each group presents:
1 How the breach could have been  prevented by a C ustomer Service b’

Associate (e.g., not sharing passwords, verifying email authenticity, <
locking systems).

1 3 Dods and oBsaf®databanding for CSAs. &\,%

1 Recommendations to improve internal confidentiality protocols. O

A~

Step 6: Instructor Wrap  -Up (5 minutes )
T Summarize the activity by highlighting the importance %ggal
compliance

1 Reinforce the idea that each associate is responsibleo for safeguarding
customer data. X
T Distribute a Safe Handling Quick Guide a e&keaway.
Activity 2:  Group Discussion on the Nee d for Co%entiality and Data

Protection @
Materials Required: \
1 Whiteboard and markers ‘\’@‘

1 Printouts or digital copies of: o9
Data Protection Laws (e.g., RBI g{?pgﬁnes, IT Act, GDPR basics if

relevant) %

Case studies or news articles on data breaches in financial se rvices
1 Role cards (Customer Ser, Associate, Manager, Customer, Regulator)
1 Pens and notebooks fg{:@articipants
1 Timer or stopwatch (‘O

Procedure: X,
Step 1: Introduction ( inutes)
T The facilitag;)’fﬁ roduces the topic and explains why confidentiality and
data protection are essential in financial services.
T Discu | -life incidents where data breaches led to loss of customer

tru &Q legal action.
Step 2: Pre) -Discussion Briefing (10 minutes)
ﬂ%A re key points from relevant legal frameworks  (e.g., KYC nhorms, | T
% ct 2000, RBI's data privacy rules, GDPR basics).
Explain roles and responsibilities of a Customer Service Associate in
maintaining data security.
Step 3: Group Division and Role Assignment (5 minutes)
1 Divide students into  small groups (4 -6 participants  each).
1 Assign each member a role (CSA, manager, regulator, customer, etc.) to
encourage multi -perspective discussion
Step 4: Group Discussion (20 minutes)
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1 Each group discusses the following questions:
o Why is protecting customer data important?
o What are th e legal consequences of a data breach?
o How can a CSA ensure data is not shared with unauthorized
persons?
o What are some best practices in handling physical and digital
customer records?
Step 5: Presentation and Sharing (10 minutes) e}
1 Each group presents key takeaways from their discussion.
1 The facilitator records common points and insights on the whiteboard. %Q

Step 6: Summary and Reflection (5 minutes) A
1 Facilitator summarizes the importance of legal compliance and etHi¢a
responsibility in data protection. N2
1 Ask s tudents to write one action they will take in the workplaégo
protect customer data. O

CHECK YOUR PROGRESi\JO

O
A. Fill in the Blanks %

1. The Act, 2000 provides legal recogl@n for digital records and
imposes penalties for unauthorized acce sensitive data.

2. The mandates that banks trea@’astomer information as
confidential and disclose it only wit nsent or legal requirement.

3. According to RBI guidelines, %cuments must be retained for a
minimum period of __ years after the relationship ends.

4. Customer service associa g’nust always obtain before collecting
or using perso nal i% ifiCation information.

B. Multiple Choice Questio

1. Which of the fol )ﬁ'ng acts penalizes unauthorized disclosure of sensitive
personal dataxn4ndia?
a) Informa echnology Act, 2000
b)Prevegtion of Money Laundering Act
c) Banking Regulation Act
d) panies Act

2. Wju t must CSAs do before collecting Aadhaar or other sensitive

formation?
Q a) Make photocopies of all documents

b) Store data on personal dev ices
¢) Share information with third parties
d) Obtain written or digital informed consent

3. Under which law must financial institutions verify customer identity to
prevent illegal activities?
a) Data Privacy Act
b) Prevention of Money Laundering Act
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4.

5.

c) Comp anies Act

d) Consumer Protection Act

What is the recommended environment for collecting customer
identification data?

a) Public area

b) Private, secure setting

c) Customer &s home

d) Over phone calls

Which of the following is NOT a confidentiality practice?

b) Limiting data access to authorized personnel

O

<

a) Storing data on password -protected systems %Q
D

¢) Sharing customer details on WhatsApp O
d) Encrypting customer information QQ’

C. State Whether the Following Statements are True or False
The RBI requires banksto  keep KYC documents for a t 5 years after

1.

2.

3.

the business relationship ends.

Customer data can be shared with unauthorized persdﬁa@el if requested
by a colleague. o)

The IT Act, 2000 provides penalties for failure te-protect sensitive
personal data. Q

Photocopy ing customer documents is all without restrictions.

4.
5. Customer service associates must repo& y suspected data breaches
immediately. <
D. Match the Column &(b”&,
S. Column A ] %N\b Column B
No O
1 RBI Guidelines G)\' A KYC compliance and data retention
2 Data Priv acy L%ﬁ, N B Consent and data protection rules
O\
3 Prevention ney C Customer identification procedures
Launderinw
4 Information Technology D Legal recognition of electronic records
Act
5 nfidentiality E Secure collection and limited acc  ess
(CRrdctices
<~

G

ort Answer Questions

What is the importance of obtaining customer consent before collecting
their personal data?

Name any two legal acts in India that mandate the protection of
customer data.

What are two key practices a customer service associa te should follow to

maintain data confidentiality?
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4. What is the role of the Information Technology (IT) Act, 2000 in data
protection?
F. Long Answer Questions
1. Explain the significance of confidentiality in the financial services
industry and its impacton ¢ ustomer trust.
2. Describe the key features of the Digital Personal Data Protection Act,

2023 and how it impacts the responsibilities of customer service
associates. ij’
3. What are the consequences of mishandling or leaking customer \Q
identification data in financial institutions? '\,@
4. Compare the legal obligations under RBI Guidelines, IT Act, and PNIL
regarding secure handling of customer data. Q’Q’
G. Check Your Performance &

AS)

1. Can you list at least three best practices for secure ha@ing of customer
identification documents? X

2. Do you understand the key regulations like R%&QC norms, IT Act, and
PMLA related to data privacy?

3. Are you able to identify what qualifies as sef@ive personal data and how
it should be stored? O

4. Can you confidently explain why C%Qb'mer consent is essenti al before
collecting personal information?  X§
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Session 4 Cross -verify customer records to ensure data
Accuracy.

The process of cross -verifying customer records to ensure data accuracy during

the collection and recording of identification data by a customer s ervice associate
in financial services involves several key steps. Initially, original identification
documents such as Aadhaar card, PAN card, or passport must be collected, e}
avoiding reliance on photocopies unless officially attested. All required fields "8)
including name, address, date of birth, and ID numbers are checked \Q
completeness to ensure no sections are left blank. The information enteredsb%

the system is then cross -verified against the physical documents Qonfirm
accurate spelling and matchin g of details. The associate au@nticates the
customer's photo and signature by comparing them with those o ubmitted

ID. Documents are also screened for signs of tampering or8r ery, including
inconsistencies in fonts, photo alignment, holograms, or XU~ lamination, and any

suspicious findings are reported to the compliance or rj am. System -based
validation checks are used to identify formatting err% or duplicates. Where
applicable, identity details are cross  -verified Wil@fficial databases such as KYC
registries, UIDAI, or credit bureaus to en consistency. Before final

submission, the recorded data is confirmed b{(}he customer. Any discrepancies
or mismatches are escalated for correcﬁ& Finally, all verification steps are
documented, and reco rds are n‘@&ﬁed with an audit trail showing who
performed the verification. This struc¢tured approach ensures the accuracy,
authenticity, and compliance of @éomer identification data in line with KYC
regulations X
Meaning record and custor@ record

v
In th e context of eﬂ,@éting and recording identification data by a Customer
Service Associat financial services , the terms "in general record" and

"customer r:gﬁg" refer to two distinct but interrelated categories of data
documentatien. Here's a detailed  explanation of each:

@

1. In?ral Record
Mg

ing: "In general record" refers to broad, non -customer -specific
information maintained by a financial services organization. This includes
operational, regulatory, and compliance -related data that may pertaint o
customer identification processes but are not

Purpose: The purpose of maintaining general records is to ensure standardized
procedures, legal compliance, and internal control mechanisms during the
customer onboarding and verification process.
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Examples of In General Records:

1 Standard Operating Procedures (SOPSs) for verifying customer identity.

T Templates or checklists used for KYC (Know Your Customer)
documentation.

1 Records of identity verification tools or software used (e.g., biometric
systems, e -KYC platforms).

T Logs of training programs conducted for staff on customer identification b’
procedures.

1 Internal policies or guidelines related to Anti -Money Laundering (A nd
KYC. S

1 Records of system audits and compliance checks related to d&@\iandling.

Importance: Q
<
1 Ensures consistency in customer service practices. ONO
1 Helps in regulatory reporting and audits. LY
T Facilitates staff training and performance evalua i%\z
1 Serves as reference in legal or dispute situatioré

©

2. Customer Recor d \

.\/@,
Meaning: "Customer record" refers to t specific and individualized data
collected and stored about a parti customer during identification,
onboarding, and account servicing pr. es.
Purpose: Customer records ar intained to verify the identity , assess the
riskprofile, and provide perso ed financial services to each client. They
form the basis of customer ionship management and regulatory compliance.

Examples of Custome;zgééords:

Full name, e of birth, address, and contact details.

)l

T Proof gf\gdéentity (e.g., Aadhaar, PAN card, Passport, Voter ID).
1 Proc;@ address (e.g., utility bill, rental agreement).

1 PHotograph and signature.

1 tomer ID and account number.
Q—Eiometric or digital identification (if applicable).
$ Records of customer inte ractions and service history.
1 Risk profile, income details, and financial background (for investment
services).
T Notes or alerts on any suspicious activity flagged under AML norms.

Importance:
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1 Ensures accurate identification and verification of the customer

1 Facilitates effective customer service and issue resolution.

T Supports compliance with legal and regulatory obligations (e.g., RBI, SEBI,
PMLA).

T Aids in fraud prevention and risk management.

1 Enables account recovery and transaction tracking when needed.

U Importance of Data Validation b’
.

Data validation is critically important in the process of cross -verifying mer
records to ensure data accuracy, especially after a customer service assoc'rskﬁg n
financial services has collected and recorded identification data. rves as a
key quality control step that helps detect and prevent errors, inco cies,
and fraudulent information before the data is entered into the sys@m or used
for decision -making. O

T @ e X X ) X
: ’ Ensuring Accuracy ki ’ Preventing Fraud t‘\ Improving Compliance
s ®e L @ X ¥ )
Enhancing Customer Facilitating Efficient Supporting Decision
b Trust Operations ) Making
XY

Fig. 3.8 Imp e of Data Validation

L(

The importance of data validati@u this context includes:
1. Ensuring Accuracy: ata validation checks that the collected
identification details-"stich as name, date of birth, address, and
identi fi tion numbers are accurate and
documents. Thi g&elps maintain the integrity of customer records.
2. Preventing a(y?g' By validating data against trusted sources or through
verification processes, the likelihood of accepting forged, fake, or tampered

docu is reduced. This safeguards the financial ins titution from
ide heft and fraud risks.
3 In@ ing Compliance: Financial services are heavily regulated.

urate and validated customer data ensures compliance with legal and
Q%egulatory requirements such as KYC (Know Your Customer) and AML
(Anti -Money Laundering) norms, avoiding penalties or legal issues.

4. Enhancing Customer Trust: When customer records are accurate and
properly validated, it leads to smoother service delivery and fewer disputes,
which enhances customer confidence and satisfaction.

5. Facilitating Efficient Operations: Accurate data helps in reducing errors
in subsequent processes such as account opening, transactions,
reporting, and audits. This improves overall operational efficiency and
reduces the cost and effort of correcting errors | ater.
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6. Supporting Decision Making: Reliable and validated customer data
provides a sound basis for risk assessment, credit decisions, marketing,
and personalized service offerings.
In summary, data validation during the cross -verification of customer record  sis
vital to ensure that the data collected is correct, trustworthy, and compliant,
thereby protecting the financial institution and its customers while enabling
efficient and secure operations.

O

U Tools for cross -checking with existing records “QQJ
In the proce ss of cross -verifying customer records to ensure data accurab;zsa er
collecting and recording identification data, a customer service assogiate in
financial services can use several tools and methods. These tools alidate
the entered data against exis  ting records and ensure consistenC)@a curacy, and
authenticity. Here are some commonly used tools and techniques)

&ig. 3.9 Tools for cross -checking with existing records

1.C éér Relationship Management (CRM) Systems

g Tools like Salesforce, Microsof t Dynamics 365, or Zoho CRM maintain
centralized customer databases.
1 These systems enable associates to cross -check entered data against
existing customer profiles for discrepancies or updates.
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