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Are you among the Best-in-Class?
Very often, the number one factor that most
customers look for is a company’s ability to
understand needs and offer a personalized
solution. It is a more than common practice for
companies to at least have some simple comparisons with their competitors.
“Customers are conducting benchmarking through their daily experiences from each
transaction and every service encounter. Their
benchmarking results become input to their
future purchase decisions. Likewise, successful companies consistently conduct and participate in internal and external benchmarking
to collect market intelligence from customers
and competitors to learn new ideas, identify
best practices and set targets and standards in
order to sustain and advance their market position,” said Jason Chu, Chairman of APCSC.

Recipients of the BIC recognition
Dao Heng Insurance Co., Limited
Sales Management
Dialog Telekom PLC
Multi-Channel Contact Management (Contact Center)
Dialog Telekom PLC
Proactive Service Management (Customer Service Center)
NOKIA CHINA
Service Level Management
NOKIA SINGAPORE
Multi-Lingual Service Management
Time Asia (Hong Kong) Limited
Fulfillment Service Management
TNT Express Worldwide (HK) Ltd.
Corporate Service Management

International players across industries

As the name suggests, APCSC’s Best-inClass (BIC) benchmarking involves international players across different industries. Its
comprehensive benchmarking program serves
as a strategic business assessment and audit
to identify gaps in CRM and customer service business performance, as well as areas in
which these strategic business units need attention.
APCSC has formulated this program to help
companies identify areas where improvements
can greatly increase customer experience,
satisfaction and loyalty. With more emphasis
on customer experience management, APCSC
has dedicated the BIC CRM Benchmarking
regional platform to facilitate and refine the
benchmarking process for effective learning
and knowledge sharing of best practices and
market trends. It is every company’s goal to become a Best-in-Class company and establish a
strong corporate culture for market leadership.

Well-trained mystery shoppers
On top of the more conventional methods,
APCSC makes use of a team of well-trained
mystery shoppers in order to evaluate the
real-life customer service performance of the
participating companies. The mystery visits
act as good proof or cross references that help
APCSC decide whether the companies have
achieved what they claim.
Areas covered in the surveys and benchmarking categories, plus other analysis include, but are not limited to, attitude, knowledge and professionalism.
Upon receiving the two detailed reports

from APCSC, companies will have an in-depth
knowledge of their strengths and weaknesses.
For example, in what area are we particularly
good? Are we one of the market leaders? In
which areas can we better improve ourselves
so not to fall behind? Customers are able to
compare the performance of the companies
and the market trends. Through these reports,
APCSC will also be able to recognize who is
the best in the industry.

New Best-in-Class categories
This year, new Best-in-Class categories
include: Multi-Channel Contact Management
(Contact Center), Multi-Lingual Service Management, and Fulfillment Service Management.
Ms. Sharon Lee, NOKIA, Director, Contact Center Services said, “It is a great honor
for NOKIA to receive the Best-in-Class recognitions of 'Service Level Management' for
our China team in Guangzhou Contact Center,
and 'Multi Lingual Service Management' for
our Singapore Team in Kuala Lumpur Contact
Center. Our global Contact Center network
handles tens of millions consumer contacts
yearly and they are in central role in driving our customer satisfaction. We have pride
ourselves in developing our contact center
network in the most efficient and effective
way, and these awards are testimonial to our
efforts.”
Ms. Andy Lee, Director of Fulfillment
Services (Asia Region), Time Asia (HK) Limited - publishes TIME and FORTUNE magazines in Asia said, “We are proud to receive
the Best-in-Class Award under the Fulfillment

APCSC presented the Best-in-Class recognition for
outstanding performance on the BIC CRM Contact
Center and Customer Service Center Benchmarking
Program at the Summit 2008

Services Management category. Delivering
the best quality of service has always been our
commitment to the readers.”

Identify key market trends and set
investment plans
The BIC recognition is awarded on an annual basis to participants of the Regional BIC
CRM Benchmarking Program. The Benchmarking is an on-going program which allows
companies to benchmark their business and
service operations, enabling them to identify
key market trends, best practices and set investment plans.
What will the ideal BIC look like? According to Jason Chu, Chairman of APCSC: “Instead of putting benchmarking together bit by
bit, integrating Best-in-Class benchmarking
with CSQS will offer a management perspective with more insights to the senior executive team.” Therefore, the public may expect
further harmonious synergy between BIC and
CSQS in the future.

Thoughtful attentiveness wins award
Each property management company has its
own distinguished way of serving its customers; award-winning companies always have
something extra to offer. Citybase is a fine
model for the property management sector.
Established in 1985, Citybase Property
Management Ltd has more than 20 years of
experience in providing the best to their customers in commercial buildings, residential
properties, industrial premises, shopping arcades and more.
This year, The Center and Concordia
Plaza under Citybase win three APCSC CRE
Awards, namely Customer Service Center of
the Year, High Speed Customer Service of the
Year and Consumer Relationship Marketing
Service of the Year.
Over the course of years, Citybase has
developed its own culture and pursued annual
goals that follow the market trend closely. It
does not only react to the market trend, but
also bring the best imaginable services evolving with the changing needs of customers. The

Concerns: Free apples given during lunchtime at
Concordia Plaza

24-hour services for its business tenants are
an excellent illustration of Citybase’s attentive
and thoughtful service.
To Citybase, winning the APCSC CRE
Awards is a great honor and a catalyst to
encourage the company for even greater
achievement in the future.

The Center
– Customer Service Center of the Year
The Center not only initiates an environmental-friendly approach in terms of green design and management, it also puts lots of focus
on the details of the services provided.
For example, the company establishes a
special team to provide tailor-made customer
services to occupants. Orientation tours are arranged for new occupants to familiarize them
with the building facilities. Crowd control
service could be provided for special events
like press conference. The customer service
staff would also work with occupants for environmental promotion or other initiatives
Moreover, the Executive Club of The Center offers various services like rental of tuxedo
and limousine arrangement through business
partners, and provides amenities such as shoe
polishing machine to meet the customers’ need.
In November 2007, The Center was chosen
as one of the filming scenes of the latest Batman film. The professionalism of the staff
ensures minimal disturbances caused to occupants of the building and the filming crew alike
and The Center received a very high acclaim.
Through these small acts, we can see the
attention-to-details attitude of Citybase which
distinguishes itself from the competitors.

The Center and Concordia Plaza, managed by Citybase, receive 3 awards in CRE Awards 2007.

Concordia Plaza
– High Speed Customer Service of
the Year
– Consumer Relationship Marketing
Service of the Year
The management services in Concordia
Plaza are unique in many ways.
Under the theme of “Customers without
Boundaries,” Concordia Plaza provides customer services that go beyond the boundary
of time and identity. Unlike the more common practices at business buildings, the Plaza
endeavors to envelop the property with a true
sense of residential leisure. That explains why
it holds regular customer gatherings such as
tea-break sessions, festival galas and themed
activities on a monthly basis.
Another special mention goes to its volunteer team. Formed more than four years ago, the
volunteer team interestingly consists of more
than fifty staff and customers of the Plaza.
According to Jim Hung Kin, General Man-

ager of Citybase Property Management Ltd,
“The aim of its formation is to extend our customer services to the society along with establishing a close and warm relationship between
the management team and the customers.”
Voluntary activities include charity visits
or donations to Po Leung Kuk, Caritas and
Against Child Abuse Limited and more.
Undoubtedly, Concordia Plaza values
customers’ voices on basic needs on top of all
relationship building projects. Examples of the
channels for collecting customer service opinions include morning greeting in the lobby,
face-to-face home visits, annual questionnaire
survey, monthly event feedback and after service calls.
“Our aim is to introduce the concept of
‘home’ to our business customers,” said Mr.
Jim. “In the future, we seek to bring more
leisure elements and ambience to our valued
customers.”

