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2.0. [bookmark: _Toc117592538]General Introduction
Generally, customer service management process is responsible for administering the product and customer service agreements (PSAs) developed by customer teams as part of the customer relationship management process. The key differentiating factor between the traditional customer service activity and the customer service management process is that the process is primarily proactive. The process involves the development of triggers and signals to identify situations that may become problems before they affect the customer so that the promises made in the PSA can be achieved without interruption. Standardized response procedures are developed to respond to recurring events and coordination mechanisms are put in place to deal with irregular events. Information systems are developed to provide visibility to the triggers and signals that identify events requiring a response. In this paper, the description of the customer service management process in detail to show how it can be implemented and managed. To do this, we identify the activities of each strategic and operational sub-process; evaluate the interfaces with the business functions and the other seven supply chain management processes; and describe examples of successful implementation.  
[bookmark: _Toc117592539]2.0 Meaning and concepts in consumer customer services 
Consumer customer service at this point can be understood as the values, social status and activities centered to consumption of customer services and goods (Slater, 2000). It comprises what a person values, does, and its definition in patterns of consumer customer service does with spending. In the economic perspective, the popular customer service is seen as the set of capitalist processes of production that are driven by motive of selling and having profits from consumers. This is the form of customer service that emphasizes consumption as the customer service in which selling and buying customer services and goods are the most important socioeconomic activity in the society.  
A consumer customer service focused on marketplace as the center of socioeconomic activities in the society where people define their identities based on what they consume, values attributed to their consumptions of good and customer services. Hence, this consumer customer service is a social form of activity that bring economy and customer service together with aims of creating a collective meaning of consumers’’ environment in order to guide their experiences to produced objects, texts and images. 
A consumer customer service attributes significance to social forms in which markets mediates the ways of life, customer service, material resources and social resources relationships (Klein, 2002). Thus, this implies that consumer customer service is a constructed customer service with overlapping and distributed norms, values, practices and identities based on the markets of produced commodities in certain customer service with their patterns of consumption. This is customer service organized around the customer services, leisure and goods consumption patterns where the consumed items represent the important symbols that form self-identity of the customer service.  
[bookmark: _Toc117592540]2.1 Globalization and customer service management
Globalization refers to the term that is used to refer to the interconnectedness between the people around the world by the advancement of new media technologies (Klein, 2002). This term was first used in 1960’s by Marshall McLuhan a Canadian media theorist who wrote about the newest technologies by that time of television and radio. But, today with internet, the media has made the people of the world more closer allowing everyone connect to internet to know what is going on in the corner of another hemisphere by just clicking on the mouse or touching on his smartphone (Ginsburg, et al., 2002). In this globalization era people can communicate with other in far place as they are together in one house that is the reason of globalization that lead consumer customer service to increase depending on the increase of demand due to interconnectedness. 
The late 1960s people witnessed remarkable changes in socio-customer service patterns of life due to advancement of technology cause people started seeing what is going on in other areas around the world hence the rise of flower power generation, sexual revolution, anti-Vietnam protests, women emancipation movements, movements for non-whites, minorities and homosexuals as the remarkable change in postmodern customer service (Harvey, 1989). 
The publication of McLuhan in 1967 described globalization as the first socio-customer service landmarks that shows the existence of globalization as technological, economic and political phenomenon that eases the interaction of the people around the globe in all aspects of life including socio-customer service aspect imbedded with increase of consumer customer service due to increase of demand and supply area. 
The globalization has increase the global consumer customer service as it drives the business extensions that are organized around principles of the market all over the world. The global consumer customer service is a process at the same time an ideology that continuously makes and remade through shifting from the practices, technologies and relations of the market mediation (Mazzarella, 2004). However, the global consumer customer service spreads on conditioned distinctive flow of customer service resources known in terms of currency and capital flows at various financial instruments that run the market around the globe.
The revolution of micro-finances drove the financial models of the market and consumption into the global poor hands. Thus, the global flow of information and mechanical technologies of simple and complex varieties across countries; with the help of the global revolution of cell phones and computers that increase the connectivity of the world to the consumer; hence global consumer customer service is dependent upon the media that creates that sense of identity around the globe and memory without which any customer service in terms of identity is incomplete (Smith, 1991). Hence, the televised global consumptions are consumed by many in this new era such as the televised festivals of Olympic, World Cup which are implicated in the spread by the customer service of consumption. 
The global consumer customer service has led to the privatization of empires dealing with commercial media and coexists with fragmented and decentralized small media diverse in social and economic organizations (Ginsburg, et al., 2002). The forms of media play an important role in shaping the imaginaries of the nation such as the national consumer prototypes including the well-known like the Chinese, Asian, Indian consumer prototypes (Davila, 2002 and Yang, 2002).  
The national ideologies and movements contending for authority and popular legitimacy has also place in standardization and globalization of the current consumer customer service that is known as modern consumer customer service which stimulates the heterogeneity and localization of demands, resistance to global brands and companies and contestation (Featherstone, 1991). The national ideologies related to consumer customer service are spread by global media and reactions related to anti-consumer no logo movements (Klein, 2002). Hence, this includes the rejectionists of the fundamentals of Islam takes music, fashions, film and other consumer customer service trappings as anathema, there are also the reformists movements on the slow food and local food movements. 
The globalization also refers to the encounters of customer service that proliferate the process of increasing the interest in identity constructive processes done through consumption (Friedman, 1994 and Akegaard, et al., 2009). Hence, the global consumer customer service engages globalization in seeking the sense of individual self in symbols of material, conform needs, market mediation attracted to the world of material of images homogenized the good life (Clammer, 1997). The fragmentation experiences the social life in reception ending globalization fueling rejectionist and idealists’ reactions (Hetata, 2004).  
[bookmark: _Toc117592541]2.2 Customer service intelligence 
The customer service intelligence (CQ) refers to a capability of persons to effectively function in the diverse customer service contexts (Ang & Van Dyne, 2008; Earley & Ang, 2003). Customer service intelligence defined a capability emphasis to potential people across the wide range of contexts of inter-customer service.  The customer service intelligence is totally different from the capability to function in a specific customer service rather the set of capabilities that helps the individual to effectively adopt to different customer service environments in the sense of customer service – free.
Customer service intelligence also differs from cross-customer service views of talent that emphasize the relativity of definitions of the brain based on unique customer service and ecological contexts (Berry, 1976; Sternberg, 2004). For example, hunter-gatherers need intelligences unique to those of farmers to survive in their respective ecological environments. Consequently, the importance of Genius varies from each subcustomer service in function of particular ecological context. While customer service intelligence no longer refers to these customer service-bound notions of intelligence, the murky information of these customer servicely true Genius views reproduces elevated customer service intelligence.
The customer service genius is similar to the social and emotional intelligence in the measure of customer service talent is a form of interpersonal intelligence. Social beer is a larger structure of beer in the actual world or interpersonal that refers to the capability to understand and control others. Emotional intelligence refers in particular to the ability to manage the feelings of oneself and others. Customer service talent shares similarities with social and emotional genius in that customer service intelligence consists in the capability to understand and manage the others, as nicely as to manipulate their emotions. Contrary to social and emotional intelligence, customer service talent explicitly considers the intercustomer service context.
Understanding customer servicely wonderful others requires an exceptional set of capabilities due to customer service variants in how human beings from unique parts of the world classify themselves verbally and non-verbally. Therefore, a man or woman who is excessive on Emotional Genius or Social Brain is no longer constantly high on Customer service Intelligence. Empirical research has shown that the customer service intelligence is impressively emotionally and socially intelligent. In numerous studies, confirmatory component analyzes have shown discriminant validity between customer service brain and emotional genius: correlations between customer service Genius and emotional genius ranged from 0.26 (Ang, et al., 2007) to 0.82 (Ward, et al., 2009).
Additionally, one learn about determined that the customer service brain discriminates towards social intelligence, with a correlation between the two constructs of 0.42 (Crowne, 2009). Customer service brain is also comparable to the impressive established cognitive ability. General cognitive potential is a key predictor of overall performance in all jobs and settings. Similarly, the customer service intelligence need to predict performance, however even greater so in cross-customer service contexts (Ang & Van Dyne, 2008). Customer service genius is additionally distinct from prevalent cognitive capability because the latter includes solely the cognitive locus of genius and excludes motivational, behavioral, and organic loci.
Empirical research show disastrous correlations between customer service motivation Genius and normal cognitive ability, and good sized correlations ranging from zero to 0.11 for the other three factors of customer service genius (Ang, et al., 2007; and Ward, et al., 2009). Empirical literature also shows that customer service Genius is higher correlated with mission overall performance in cross-customer service contexts than usual cognitive ability. Hence, customer service intelligence incrementally predicts performance in intercustomer service situations beyond cognitive ability (Ang, et al., 2007; and Rockstuhl, et al., 2011).
Diversity in customer service management has been defined in different ways but in this case, it will be discussed in the context of a workplace. According to Sharma (2016), it is any mass distinction between people, such as age, race, religion, role, profession, sexual orientation, geographical region or lifestyle. Therefore, the administration of customer service variety is any super difference of race, nationality, language, ethnicity, belief that is displayed within a local (Martin, 2014). Management of variations and similarities of employees who work in a place of business and additionally say as the diploma of 'otherness' felt via people (D'Netto, et al., 2013).
With growing globalization, human beings of various customer services, beliefs and backgrounds are forced to engage more in modern times (Mazur, 2010). For years, accurate range administration has been used as a guide and a defense against discrimination (Shen, et al., 2009). It grew to become fascinating to find out the variety in an administrative center. Diversity in customer service management is imperative in business to be given and adapt to trade barring difficulty, and to be extra innovative (Shen et al., 2009). Further, Shen, et al, (2009) add that distributional problems come to be more essential and an applicable issue, and particularly for the future, as populace versions expand in many countries. Valuing and managing range is key to really helpful human management, which in turn can enhance place of job productivity (Mazur 2010). The internationalization of business, they enlarge in labor flexibility, the improvement of the global market and the focus of the diversity in customer service management of people, the results of how vary administration can take gain growing multi-customer serviceism.
In this sense, customer service is a method in which a unique customer service or societies have the equal rights and opportunities and no one is considered unimportant. Having equality in the staff leads to an company who is in a position to appeal to and retain a skilled workforce. Additionally, rank management now no longer solely identifies the massive workforce, however also values and monitors the service workforce, such as backgrounds, man or woman characteristics, orientations, and non-secular beliefs, to make the most of and use the non-public abilities of employees to attain organizational dreams (Shen, et al., 2009).
Global leadership in customer service management as leaders who operates on an worldwide stage with the mentality of the world in a problematical and diverse environment with blessings such as networking and flexibility. Freshwater (2014), pointed out that world leaders recognize the ambitious, forward-thinking and modern perspectives that have driven the agenda to date, it's about legacy issues, and the electricity wanted to reshape and pull constructed on these successes to date and, more importantly, they are capable to hold themselves together in innovative tension. Ding (2013) stipulated that international leaders have distinct skills to lead large numbers of personnel and shut down criminal buildings and commercial enterprise operations of sure countries.
The doable of the world leaders to present him nicely inside a variety of subcustomer services is prolonged by way of the interest and adoption of the environment of the host countries. To do this, world leaders have to encourage their followers and can at once enter the relationship and conversation between the world chief and humans and construct beliefs via sensitivity to their context and customer service empathy (Popescu, 2013 and Pear, 2013). Conger (2014) writes that the commercial enterprise employer can make the luxurious mistake of deciding on large regional leaders for global leadership in customer customer service management positions, in addition to proper assessing their ability to lead in world contexts (Ongori and Agolla 2007).
[bookmark: _Toc117592542]2.3 Global leadership in customer service management 
Hassanzadeh (2014) described global leadership in customer service management as leaders who operate on an international stage with the mindset of the world in an surroundings that is problematic and several with advantages such as networking and flexibility. Freshwater (2014), noted that world leaders understand the ambitious, forward-thinking and progressive perspectives that have pushed the agenda to date, these being the legacy issues, and the electricity to reshape and construct on these successes to date and, what greater importantly, they are able to maintain themselves in creative tension. Ding (2013) stipulated that international leaders have special capabilities to lead quite number personnel and end the criminal buildings and business operations of particular countries.
The world leaders’ potential to feature correctly within a variety of customer services extends with attention and adoption to the environment of the host countries. To do this, world leaders should motivate followers and can enter immediately thru the relationship and conversation between the international leader and the humans and build believe thru sensitivity to their customer service empathy and context (Popescu, 2013 and Pear, 2013). Conger (2014) writes that the business organization can make the luxurious mistake of selecting regionally tremendous leaders for world leadership positions, besides evaluating, as it ought to be, their capacity to lead in global contexts.
Therefore, the workers who are not able to effectively become the leaders in the local context could not manage the international context of becoming the global leaders because they have to possess the skills and capabilities to lead successful in the local environment to succeed in the global one. The lack of experience makes another costly mistake while developing people to become global leader because the leadership styles are applied differently in all states. Thus, the global leaders have the responsibility of knowing the leadership styles of their hosting country. The literature of Calwell (2013) displays the leadership style of westerners to create a strong global brand of leadership in the young generation of leaders but still global leader see them caught in conflicting leadership styles and demands of the local customer service and global customer service as well as western customer service. 
However, Caliguiri (2013) referred to three misconceptions about global administration that states that organizations can't elevate any leaders as a global leader, that now not all international assignments are effective, and that no longer all agencies can assist the improvement of the agency anymore worldwide management. For his part, Conger (2014) explains why organizations like to create shut leaders as an alternative of a world leader. She prepared these matters on "cost", "time" and "trust". She thinks world leaders can value three instances or greater a laborers normal income when he works in her own country. Expatriate leaders spend three months or greater studying the have an effect on of customer service, economics, history, and beliefs on decisions.
The last factor referred to through Conger (2014) refers to trust; she defined that human beings have a tendency to believe us on a greater groundwork than neighboring or far-off countries. Conger also explained why worldwide administration is actually of little price to the employer in creating this leadership team. He summed up the reasons in the 4 elements that are paid the least in "global mobility", averting being "scorned for promotions", the supervisor "accumulating" his tall and manageable person and ultimate however not least, the will of the man or female as a individual to face the challenges of expatriation.. Hence, training global leaders is not an easy takes but it is more beneficial due to consumer customer services in this world of advanced technological that has made the whole world like a globalization. 
[bookmark: _Toc117592543]3.0 General Recommendations 
This paper recommends to every business that wants customer satisfaction through customer service management to provide more than just a great product or customer service (Askegaard et al., 2009). It’s about offering a great end-to-end patron time out inclusive of terrific client service, courtesy of your website, app, and contact center. To make certain patron pleasure tiers are as prolonged as possible, desire to anticipate cautiously about how patron issuer administration want to be nicely conducted.  Here are eight consumer company management guidelines that should aid you do that – and preserve your customers, reps, bosses, and shareholders smiling.
Increasingly, customers count on to be capable to treatment less tough issues themselves, except any hand-holding. They actually won’t thank you if they have to title up to do some aspect they ought to do themselves. Helping clients aid themselves will additionally free your buyer service reps up to commit time and energy to the greater complicated inquiries they can absolutely bring value to.
When self-customer provider fails, you select to make it handy for purchasers to get in contact with you. However they desire to, each time they favor to. You additionally pick to make it available for your client carrier reps to meet clients somewhere they are, be that on your internet site or your app. So, grant omnichannel client support, such as phone, stay chat, SMS, email, and social media – and suppose about equipment that will help your reps be a phase of your customers and share in their experience.
While it’s really a approaches too simplistic to assert that “happy reps = satisfied customers” (customers are regularly unhappy about things that are outside of your reps’ control, after all), unhappy reps clearly aren’t primed to do your purchaser pleasure tiers any favors. What they are primed to do is – churn. And that’s greater horrific information for your customer service, which flourishes when dealers are knowledgeable and withers a little when they aren’t. Therefore, make certain to often take a seem to be at that your reps are completely happy and fulfilled – and inspire them with recognition, rewards, and clear paths for occupation development (Klein, 2002).
You’ll do wonders for every worker and patron pleasure ranges if you supply your reps the training and technological know-how they want to assist clients as effectually and empathetically as possible. Training them in gentle abilities will equip them to have friendlier, much less tense, and greater productive interactions with customers.  But expressions of empathy aren’t pretty enough. Tools that enable them to be a part of and collaborate with customers to treatment troubles collectively will allow reps to flip first-rate phrases into high-quality actions.
Setting splendid KPIs for your contact core – as precise as vital for measuring success – is additionally instrumental in motivating and managing your reps. So as soon as you’ve described appropriate KPIs, let your reps comprehend about them. They ought to recognize which desires they’re working in the direction of – and why these desires are worthwhile. As to what the appropriate KPIs really are, it may now now not be as apparent as it first seems. Sure, you may additionally assume efficiency metrics are most important, then again measuring customer company reps in opposition to these can motive burnout – and would per chance exhibit to be counterproductive, anyway.
Metrics can inform you useful things about how suitable your patron purchaser carrier is, but they don’t tell you everything. They really don’t seize each element of your customers’ real experiences – and you prefer to be aware of about these experiences. No matter how painful it is to receive a complaint from a customer, each and every one should be seen as an opportunity to improve your CX and as a chance for your reps to turn an angry customer into a grateful, loyal customer (Askegaard et al., 2009).  
[bookmark: _Toc117592544]4.0 Conclusion 
In conclusion, a competitive business environment, management needs to implement the customer service management process in order to proactively respond to situations before they negatively impact the customer. It is this proactive perspective that makes the customer service management process different from the customer service activity in hospitality. The customer service group is where customers might call in to place orders; to inquire about an order that has not arrived as scheduled; to complain about damaged products, invoice errors, products shipped in error; and/or to change an order. It might be argued that the greater the number of calls to the customer service group, the more customer service failures customers is experiencing and thus a more appropriate name might be customer non-customer service group. Hence, customer customer service management administers the product and customer service agreements developed by customer teams as part of the customer relationship management process to enhance the working relationships with the customers to promote the revenue of the hospitality facility.   
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