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Introduction


	At last the moment has come when telecommunication organizations, especially those which are administrations or State enterprises, are beginning to realize and understand that the CUSTOMER is the real focal point of any business activity. The customer is at last the organization's real top boss!


	With the new philosophy of liberalizing services and free competition in an open market, telecommunication organizations have found they have had to reorganize themselves and put the customer at the head of the company.


	This idea is reflected in the diagrams below, which show the traditional organization "around the customer", and the current organizational trend whose final objective is to provide "customer satisfaction" and, to do so, places the customer at the head of the company.
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"Service management


	This change of approach has led to the introduction of the concept of SERVICE MANAGEMENT in the management of organizations. Mr. Luis Gerardo Coto González has written the following paragraphs on this concept.


"I devote as little time as possible to reading financial documents. They are extremely important, but I count on the best experts to review them and then discuss them with me. This means I can devote the necessary time to work which ensures that my hotel managers and their staff provide an excellent service, which will in turn benefit the business and produce the highest possible financial results."


	These are the words of Robert Riley, managing director of the Mandarin Hotel Group in Asia, and they describe perfectly what, from the management point of view, focus on service should be.


	Service is the competitive incentive of businesses, not a fashion. It is the new organizational behaviour pattern which is tantamount to a "marriage contract" with the customer,  implying the latter's fidelity to the company.


	But what is a service? It is a whole set of "things": the product, the individual who actually deals with the customer, organization, reputation, experience with the customer.


	Perhaps the easiest way of coming to terms with the concept is by looking at the characteristics of a service: 


a)	a service is produced when it is actually provided, neither before nor after;


b)	no sample can be shown, nor sent in advance;


c)	the value of the service depends on the personal experience of the receiver;


d)	the experience of the service cannot be sold or passed on to a third party; it is a moment of truth between the customer and the service provider;


e)	it cannot be revoked or repeated, it is a unique experience;


f)	quality must be guaranteed before the service is provided, not after;


g)	provision of the service implies a human exchange, and the receiver's expectations affect his or her satisfaction with the result produced.


	Service is therefore an experience with the customer, with the product as a part of that experience.


	A customer-oriented organization should make the customer the main object of its concern, so that the organization's every thought and deed is aimed at customer satisfaction. The organization should read the outside customer's mind and in doing so should take all internal measures necessary to ensure that its strategies, structures and staff are working to produce what the customer expects from the service.


	Service is a habit which must be developed within the organization, one which must be induced step by step until it becomes an obsession; it should use slogans which express the attitudes adopted with regard to service but do not substitute those attitudes. Service is an integrated focus of the organization, making quality the principal driving force of the company's operations.


	This is the concept of SERVICE MANAGEMENT, which is defined by three integrated components:


a)	Service strategy


	Defines the task; this is the organizational principle allowing a company's staff to channel their efforts towards services focused on the benefit provided, which is clearly identifiable by the customer.


b)	Service package


	Defines the offer. It is made up of the sum total of services and experiences offered to the customer.


c)	Service system


	Provides the service. This is the physical and procedural mechanism which makes people available to provide the service and satisfy the customer's requirements.


	The new challenge of modern management focuses on developing a management system characterized by an obsession with monitoring experience with the customer, to which end:


a)	a customer-oriented organization should be established;


b)	customer-friendly systems should be set up;


c)	encouragement should be given to creating working environments which consolidate the customer's position as number one. The customer should be everybody's concern!








Service ... a new management challenge�
�
As Mark Twain said, habit is a habit and no man should throw it out of the window. He should persuade it kindly to come down the stairs, step by step.��
�
Conclusion


	Why publish this kind of article in a quarterly devoted to HUMAN RESOURCE DEVELOPMENT? Precisely because human resource development managers in telecommunication companies should introduce programmes to change the attitudes and training of managers and directors, and of all the company's staff.


	Because the telecommunications environment is changing both technologically and with regard to business performance in a freely competitive market economy, the attitude of each and every staff member, manager and director in telecommunication companies must change too.


	The human resource development and training managers of telecommunication organizations should include these ideas in their plans to induce change and help their companies improve their services.
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Customer = Top Boss
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