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Achieving results
Manage a project

Unit Summary

What is the unit about?
This unit is about managing a project for which you 
have been given responsibility. This involves developing 
and agreeing a plan for the project and monitoring and 
controlling implementation of and changes to the plan. 
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6.	� You act within the limits of your own authority.

7.	� You are vigilant for potential risks and hazards.

8.	� You take pride in delivering high quality work.

9.	� You take personal responsibility for making  
things happen.

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� The fundamental characteristics of projects as 

opposed to routine management functions/activities.

2.	� The role and key responsibilities of a project manager.

3.	� Key stages in the project life cycle.

4.	� The importance of the relationship between the 
project manager and the project sponsor(s) and any 
key stakeholders.

5.	� Why it is important to discuss and agree the key 
objectives and scope of a proposed project with the 
project sponsor(s) and any key stakeholders before 
detailed planning commences.

6.	� The type of information needed for effective  
project planning.

7.	� Why it is important to be able to identify and 
understand how a project fits with the overall  
vision, objectives and plans of the organisation  
and any programmes of work or other projects  
being undertaken.

8.	� Why it is important to consult with relevant people in 
developing a project plan and how to do so effectively.

9.	� What should be included in a project plan, particularly 
activities, required resources and timescales and why 
the plan needs to be discussed and agreed with the 
project sponsor(s) and any key stakeholders.

10.	�Why it is important that any project team members 
are briefed on the project plan, their roles and 
responsibilities and how to do so effectively.

11.	�Ways of providing ongoing support, encouragement 
and information to any project team members.

12.	�Ways of identifying and managing potential risks in 
relation to the project.

13.	�The importance of contingency-planning and how to 
do so effectively.

14.	�How to select from and apply a range of basic project 
management tools and techniques to monitor, control 
and review progress of the project.

15.	�Effective ways of communicating with project 
sponsor(s) and any key stakeholders during a project.

16.	�The importance of agreeing changes to the  
project plan with the project sponsor(s) and any  
key stakeholders. 

17.	�The type of changes that might need to be made to a 
project plan during implementation. 

18.	�Why it is important to confirm satisfactory completion 
of the project with the project sponsor(s) and any key 
stakeholders and how to do so effectively.

19.	�How to establish effective systems for evaluating  
the success of projects and identifying lessons for  
the future.

20.	�The importance of recognising the contributions of 
project team members to the success of projects and 
different ways of doing so.

Industry/sector specific knowledge  
and understanding
1.	� Project management tools and techniques  

commonly used in the industry or sector.

2.	� Risks and contingencies common to the  
industry/sector.

3.	� Industry/sector specific legislation, regulations, 
guidelines and codes of practice.

Context specific knowledge  
and understanding
1.	� The project sponsor(s) – the individual or group for 

whom the project is being undertaken.

2.	� Key stakeholders – the individuals or groups who  
have a vested interest in the success of the project 
and the organisation.

3.	� The agreed key objectives and scope of the proposed 
project and the available resources.

4.	� The overall vision, objectives and plans of the 
organisation and any other relevant programmes of 
work or other projects being undertaken.

5.	� Mechanisms for consulting on the development of 
the project plan and the views/thoughts received from 
relevant people in relation to proposals. 

6.	� The agreed project plan.

7.	� The roles and responsibilities of any project  
team members.

8.	� Methods used for briefing, supporting, encouraging and 
providing information to any project team members.

9.	� Sustainable processes and resources put in place to 
manage potential risks and deal with contingencies. 

10.	�Type and nature of potential risks identified and 
contingencies encountered.

11.	�Specific project management tools and techniques 
used to monitor, control and review progress.

12.	�Processes in place for communicating information on 
progress of the project to the project sponsor(s), any 
key stakeholders and any project team members.

13.	�Processes in place for identifying and agreeing 
changes to the project plan and any changes which 
have been made. 
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14.	�Processes for confirming satisfactory completion  

of the project with the project sponsor(s) and any  
key stakeholders.

15.	�Processes for evaluating the success of the project 
and any lessons which have been learned from 
undertaking the project.

16.	�Methods used for recognising the contributions of any 
project team members to successful projects.
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Achieving results
Manage a programme of complementary projects

Unit Summary

What is the unit about?
This unit is about managing a specific programme of 
different projects which are independent but still depend 
on each other. Taken together, these projects will 
contribute to achieving a bigger strategic aim. 

Who is the unit for?
The unit is recommended for middle managers and senior 
managers.

Links to other units
This unit is linked to unit F1. Manage a project in the 
overall suite of National Occupational Standards for 
Management and Leadership.

Skills
Listed below are the main generic ‘skills’ that need to 
be applied in managing a programme of complementary 
projects. These skills are explicit/implicit in the detailed 
content of the unit and are listed here as additional 
information.

Acting assertively��

Analysing��

Communicating��

Managing conflict��

Delegating��

Decision-making��

Influencing��

Leadership��

Motivating��

Negotiating��

Planning��

Problem-solving��

Questioning��

Stress management ��

Time management ��

Team-building��

��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Make sure everyone involved is clear about how the 
programme links to strategic targets.

2.	� Take account of all essential needs and translate 
strategic targets into practical, efficient and  
effective actions.

3.	� Make sure everyone involved understands the critical 
aspects of putting the programme into practice and 
arrangements for dealing with contingencies.

4.	� Monitor and control the programme so that it achieves 
the stated objectives in the most effective and 
efficient way, on time and within the budget.

5.	� Provide support to allow programme team members 
to perform efficiently and effectively.

6.	� Make recommendations which identify good practice 
and areas for improvement.

7.	� Tell everyone involved about important issues and the 
results of putting the programme into practice.

Behaviours which underpin 
effective performance
1.	� You address multiple demands without losing  

focus or energy.

2.	� You recognise changes in circumstances promptly 
and adjust plans and activities accordingly.

3.	� You find practical ways to overcome barriers.

4.	� You keep people informed of plans and developments.

5.	� You present information clearly, concisely, accurately 
and in ways that promote understanding.

6.	� You monitor the quality of work and progress  
against plans and take appropriate corrective action, 
where necessary.

7.	� You create a sense of common purpose.

8.	� You identify a range of elements in a situation and 
how they relate to each other.
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Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� The difference between project and  

programme management.

2.	� The roles and key responsibilities of a  
programme manager.

3.	� Principles, processes, tools and techniques for 
managing programmes.

4.	� The basic principles, methods and techniques of  
total quality management.

5.	� How to manage, motivate, plan, monitor and  
assess people.

6.	� How to assess and manage risk.

7.	� How to manage change within projects  
and programmes.

Industry/sector specific knowledge  
and understanding
1.	� Programme and project management tools and 

techniques commonly used in the industry or sector. 

2.	� Risks and contingencies common to the  
industry/sector.

3.	� Industry/sector specific legislation, regulations, 
guidelines and codes of practice.

Context specific knowledge  
and understanding
1.	� The programme sponsor(s) – the individual or group 

for whom the programme is being undertaken.

2.	� Key stakeholders – the individuals or groups who have 
a vested interest in the success of the programme and 
the organisation.

3.	� General organisational policies, practices and 
activities that may affect the programme plan. 

4.	� The agreed key objectives and scope of the 
programme and the available resources. 

5.	� The overall vision, objectives and plans of the 
organisation and any other relevant programmes of 
work or projects being undertaken.

6.	� Procedures in your organisation for managing finance.

7.	� Procedures in your organisation for buying products 
and services.

8.	� General legal requirements that are relevant to  
your organisation.

9.	� General quality standards and processes within  
your organisation.

10.	�General personnel policies and procedures within  
your organisation.
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Achieving results
Manage business processes

Unit Summary

What is the unit about?
This unit is about managing business processes to 
make sure the organisation delivers outputs that 
meet customers’ needs and stakeholders’ needs, and 
organisational and legal requirements.

Who is the unit for?
The unit is recommended for middle managers.

Links to other units
This unit is linked to unit B1. Develop and implement 
operational plans for your area of responsibility and 
E17. Outsource business processes in the overall suite 
of National Occupational Standards for Management and 
Leadership.

Skills

Listed below are the main generic ‘skills’ that need to be 
applied in managing business processes. These skills are 
explicit/implicit in the detailed content of the unit and are 
listed here as additional information.

Communicating��

Information management��

Analysing��

Assessing��

Presenting information ��

Influencing��

Persuading��

Negotiating��

Problem-solving��

Prioritising��

Thinking systematically��

Thinking creatively��

Reviewing��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Design processes that deliver outcomes based on 
organisational goals and aims.

2.	� Ensure processes and resources are sustainable and 
effective in their use.

3.	� Identify and provide the resources you need.	

4.	� Take account of influences that may affect and shape 
how processes work.

5.	� Link processes so that they interact across the 
organisation to form a complete system.

6.	� Provide information and support for staff and other 
stakeholders involved.

7.	� Define process responsibilities.

8.	� Develop process measures that are affordable and 
provide enough information for people to decide how 
to manage the process.

9.	� Establish and use effective methods to review and 
improve the process.

Behaviours which underpin 
effective performance
1.	� You keep people informed of plans and developments.

2.	� You clearly agree what is expected of others and hold 
them to account.

3.	� You take repeated or different actions to overcome 
obstacles and respond positively and creatively  
to setbacks.

4.	� You comply with, and ensure others comply with, legal 
requirements, industry regulations, organisational 
policies and professional codes.

5.	� You monitor the quality of work and progress  
against plans and take appropriate corrective action, 
where necessary.

6.	� You focus personal attention on specific details that 
are critical to achieving successful results.

7.	� You identify systemic issues and trends and recognise 
their impact upon current and future work.

8.	� You take opportunities when they arise to achieve 
longer-term aims.

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� Principles and models of effective process 

management.

2.	� How to define business processes.

3.	� Types of business process measures and how to 
assess their suitability.

4.	� How to ensure processes and resources are 
sustainable and effective in their use, and the 
importance of doing so.

5.	 �The difference between process outputs and outcomes.

6.	� How to assess process changes for risk and reward 
against their potential investment cost.

7.	� How to carry out cost and benefit analysis.

8.	� Types of analytical and problem-solving tools that you 
can use when developing business processes.

9.	� How to measure the effect of changes in the  
business process. 
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Industry/sector specific knowledge  
and understanding
1.	� The sector and market in which your organisation works.

2.	� Relevant sector trends, developments and competitor 
performance that affect your business processes.

Context specific knowledge  
and understanding
1.	� Your organisation’s aims and goals.

2.	� Your organisation’s structure, values and culture.

3.	� How your organisation adds value through delivering 
its products, services and processes.

4.	� The needs of your actual and potential customers and 
other key stakeholders.

5.	� Your organisation’s products, services and processes 
and the interdependencies between them.

6.	� Measures of process performance that are relevant to 
your organisation.
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Achieving results
Develop and implement marketing plans for your  
area of responsibility

Unit Summary

What is the unit about?
This unit is about developing and implementing  
marketing plans for your area of responsibility.

This unit describes the classic model of marketing planning, 
implementation and control, which can be adopted by 
managers who do not have specialist marketing expertise.

Who is the unit for?
The unit is recommended particularly for middle 
managers who, as part of their role, are required to 
develop marketing plans for their area of responsibility. 

It is not aimed at specialist marketing managers  
who should refer to the Marketing National  
Occupational Standards.

Links to other units
This unit is linked to units B6. Provide leadership in 
your area of responsibility, D1. Develop productive 
working relationships with colleagues, E1.Manage 
a budget, E10. Take effective decisions, F9. Build 
you organisation’s understanding of its market 
and customers and F16. Manage the development 
and marketing of products/services in your area 
of responsibility in the overall suite of National 
Occupational Standards for Management and 
Leadership. 

It is based on two specialist units from the Marketing 
National Occupational Standards, developed by the 
Marketing and Sales Standards Setting Body: 3.1.1 
Develop marketing strategies and plans for products/
services and 6.1.2 Implement marketing strategies and 
plans for products/services.

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in developing and implementing marketing plans 
for your area of responsibility. These skills are explicit/
implicit in the detailed content of the unit and are listed 
here as additional information.

Analysing��

Communicating��

Decision-making��

Evaluating��

Forecasting��

Monitoring��

Obtaining feedback��

Planning��

Prioritising��

Questioning��

Reporting��

Researching��

Setting objectives��

Thinking creatively��

Time management��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Identify and prioritise marketing objectives for your 
area of responsibility that are consistent with your 
organisation’s overall business plan, culture, vision 
and values and take into account the needs of other 
areas of the organisation.

2.	� Obtain advice and support from marketing specialists 
and those providing marketing services, as required.

3.	� Identify the target markets for your products and 
services and develop appropriate strategies for 
realising marketing objectives.

4.	� Develop and agree marketing plans and budgets  
for the achievement of the strategies, setting out  
clear actions, risks, contingencies, accountabilities 
and milestones.

5.	� Identify and access the resources and capabilities 
required for your plans.

6.	� Ensure that those implementing the marketing plan 
understand their individual responsibilities and are 
committed to achieving objectives.

7.	� Exercise flexibility while implementing the plan as 
agreed and within budget.

8.	� Implement the plan as agreed whilst exercising flexibility.

9.	� Monitor and report on the implementation and 
performance of the plan against milestones  
and budgets.

10.	�Take timely and appropriate action to address any 
significant variances in performance against the plan.

11.	�Evaluate the implementation of the marketing  
plan and use the information to improve future 
marketing planning.

Behaviours which underpin 
effective performance
1.	� You address multiple demands without losing focus  

or energy.

2.	� You present information clearly, concisely, accurately 
and in ways that promote understanding.

3.	� You prioritise objectives and plan work to make the 
best use of time and resources.

4.	� You check individuals’ commitment to their roles in a 
specific course of action.

5.	� You monitor the quality of work and progress  
against plans and take appropriate corrective action, 
where necessary.
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6.	� You make best use of available resources and 
proactively seek new sources of support  
when necessary.

7.	� You respond positively and creatively to setbacks.

8.	� You anticipate likely future scenarios based on a 
realistic analysis of trends and developments.

9.	� You work towards a clearly defined vision of the future.

10.	�You take timely decisions that are realistic for  
the situation

 

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� How to identify, develop and prioritise marketing 

objectives for your area of responsibility that are 
consistent with your organisation’s overall  
business plan.

2.	� The importance of obtaining advice and support from 
marketing specialists and those providing services, as 
required.

3.	� How to identify and target markets.

4.	� How to develop appropriate strategies for realising 
marketing objectives.

5.	� How to develop marketing plans and budgets for 
the achievement of the strategies, setting out clear 
actions, accountabilities and milestones and the 
importance of agreeing these.

6.	� How to identify and access the resources and 
capabilities required for your plans.

7.	� How to identify sustainable resources and ensure their 
effective use to support your plans.

8.	� The importance of communicating the plan to people 
and ensuring understanding and commitment, and 
how to do so effectively.

9.	� The importance of implementing the plan as agreed 
and within budget.

10.	�How to monitor and report on the implementation 
and performance of the plan against milestones and 
budgets.

11.	�The importance of taking timely and appropriate 
action to address any significant variances in 
performance against the plan, and how to do so 
effectively.

12.	�The importance of identifying ways in which future 
marketing planning can be improved.

13.	�How to develop and implement measures and 
methods for evaluating the implementation of the 
marketing plan.

Industry/sector specific knowledge  
and understanding
1.	� Industry/sector requirements for developing and 

implementing marketing plans for your area of 
responsibility.

Context specific knowledge  
and understanding
1.	� Your organisations’ overall business plan relevant to 

your area of responsibility.

2.	� Sources of advice, and support from marketing 
specialists and those providing marketing services.

3.	� Your products and services. 

4.	� Your organisation’s actual and potential customer 
base for your products and services.

5.	� Your organisation’s actual and potential competitors 
of your products and services.

6.	� Available resources and capabilities to support  
your plans.



F
5

Achieving results
Resolve customer service problems

Note: This unit has been taken from the National 
Occupational Standards developed by the Institute of 
Customer Service (ICS), the standards setting body for 
customer service. The format of the unit is different to that 
used by the Management Standards Centre (MSC) for the 
units the MSC has developed. 

Unit Overview
What is the unit about?

This unit is all about what to do when it is difficult to meet 
customer expectations. 

Even if the service you give is excellent, some customers 
will experience problems. Part of your job is to help 
to resolve those problems. A problem is anything that 
means customer expectations are not being met. This 
may be because your customer’s expectations involve 
more than you can offer or because your service 
procedures have not been followed. 

Some problems are reported by customers and sometimes 
you spot the problem first and resolve it before your 
customer has even noticed. 

As soon as you are aware of a problem, you need to 
consider the options and then choose a way to put it right. 

This unit is particularly important in customer service 
because many customers judge how good the customer 
service of your organisation is by the way problems are 
handled.

Key words and phrases for this unit 
	 listening ��

	 recognise repeated problems ��

	 share feedback ��

	 choose amongst options ��

	 work with others ��

	 resolve problems ��

	 check progress ��

	 give explanations ��

Behaviours which underpin 
effective performance 
When you resolve customer service problems you must 
consistently: 

Element 1 - Spot customer service problems 
Listen carefully to your customers about problems 1.1	
they have raised. 

Ask your customers about the problem to check your 1.2	
understanding. 

Recognise repeated problems and alert the 1.3	
appropriate authority. 

Share customer feedback with others to identify 1.4	
potential problems before they happen. 

Identify problems with systems and procedures 1.5	
before they begin to affect your customers. 

Element 2 - Pick the best solution to resolve 
customer service problems 

Identify the options for resolving a customer service 2.1	
problem. 

Work with others to identify and confirm the options 2.2	
to resolve a customer service problem. 

Work out the advantages and disadvantages of each 2.3	
option for your customer and your organisation. 

Pick the best option for your customer and your 2.4	
organisation. 

Identify for your customer other ways that problems 2.5	
may be resolved if you are unable to help. 

Element 3 - Take action to resolve customer 
service problems 

Discuss and agree the options for solving the 3.1	
problem with your customer. 

Take action to implement the option agreed with your 3.2	
customer. 

Work with others and your customer to make sure that 3.3	
any promises related to solving the problem are kept. 

Keep your customer fully informed about what is 3.4	
happening to resolve problem. 

Check with your customer to make sure the problem 3.5	
has been resolved to their satisfaction. 

Give clear reasons to your customer when the 3.6	
problem has not been resolved to their satisfaction. 

Knowledge and Understanding
To be competent in resolving customer service problems 
you must know and understand: 

	 Organisational procedures and systems for dealing ��
with customer service problems. 

	 How to defuse potentially stressful situations. ��

	 How to negotiate. ��

	 The limitations of what you can offer your customer.��
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Achieving results
Monitor and solve customer service problems

Note: This unit has been taken from the National 
Occupational Standards developed by the Institute of 
Customer Service (ICS), the standards setting body for 
customer service. The format of the unit is different to that 
used by the Management Standards Centre (MSC) for the 
units the MSC has developed. 

Unit Overview
What is the unit about?

Your job involves delivering and organising excellent 
customer service. However good the service provided, 
some of your customers will experience problems and 
you will spot and solve other problems before your 
customers even know about them. 

This unit is all about the part of your job that involves 
solving immediate customer service problems. It is also 
about changing systems to avoid repeated customer 
service problems. 

Remember that some customers judge the quality of your 
customer service by the way that you solve customer 
service problems. You can impress customers and build 
customer loyalty by sorting out those problems efficiently 
and effectively. Sometimes a customer service problem 
presents an opportunity to impress a customer in a way 
that would not have been possible if everything had gone 
smoothly.

Key words and phrases for this unit 

solve problems ��

work with others ��

keep customers informed ��

repeated problems ��

choose amongst options ��

avoid problems ��

inform ��

monitor changes ��

adjust changes ��

BEHAVIOURS WHICH UNDERPIN 
EFFECTIVE PERFORMANCE

When you monitor and solve customer service problems 
you must consistently: 

Element 1 - Solve immediate customer 
service problems

Respond positively to customer service problems 1.1	
following organisational guidelines. 

Solve customer service problems when you have 1.2	
sufficient authority. 

Work with others to solve customer service problems.1.3	

Keep customers informed of the actions being taken. 1.4	

Check with customers that they are comfortable with 1.5	
the actions being taken. 

Solve problems with service systems and procedures 1.6	
that might affect customers before they become 
aware of them. 

Inform managers and colleagues of the steps taken 1.7	
to solve specific problems. 

Element 2 - Identify repeated customer 
service problems and options for solving 
them 

	 Identify repeated customer service problems. 2.1	

	 Identify the options for dealing with a repeated 2.2	
customer service problem and consider the 
advantages and disadvantages of each option. 

	 Work with others to select the best option for solving 2.3	
a repeated customer service problem, balancing 
customer expectations with the needs of your 
organisation. 

Element 3 - Take action to avoid the 
repetition of customer service problems 

	 Obtain the approval of somebody with sufficient 3.1	
authority to change organisational guidelines in order 
to reduce the chance of a problem being repeated. 

	 Action your agreed solution. 3.2	

	 Keep your customers informed in a positive and clear 3.3	
manner of steps being taken to solve any service 
problems. 

	 Monitor the changes you have made and adjust them 3.4	
if appropriate. 

Knowledge and understanding
To be competent at monitoring and solving customer 
service problems you need to know and understand: 

	 Organisational procedures and systems for dealing ��
with customer service problems. 

	 Organisational procedures and systems for ��
identifying repeated customer service problems. 

	 How the successful resolution of customer service ��
problems contributes to customer loyalty with 
the external customer and improved working 
relationships with service partners or internal 
customers. 

	 How to negotiate with and reassure customers while ��
their problems are being solved. 
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Achieving results
Support customer service improvements

Note: This unit has been taken from the National 
Occupational Standards developed by the Institute of 
Customer Service (ICS), the standards setting body for 
customer service. The format of the unit is different to that 
used by the Management Standards Centre (MSC) for the 
units the MSC has developed.

Unit Overview
What is the unit about?

Organisations change the way they deliver service to 
their customers because customer expectations rise 
and because other organisations improve the services 
they offer. Often the most important ideas about how 
to improve customer service come from people dealing 
directly with customers. 

Your job involves delivering customer service. If your 
organisation has decided to make changes, it is your job 
to support them and to present them positively to your 
customers. Also, by listening to customer comments 
you may have your own ideas about how the service you 
deliver could be improved. 

This unit is all about how you provide support for changes 
that your organisation has introduced. In addition, it 
covers how you present your own ideas for improvements 
to someone in your organisation who can authorise trying 
out the change.

Key words and phrases for this unit 

communicate changes positively ��

customer service improvements ��

customer feedback ��

collect information ��

use feedback ��

present possibilities for change ��

improve service ��

share ideas ��

implement changes ��

monitor change ��

Behaviours which underpin 
effective performance

To support customer service improvements you must 
consistently: 

Element 1 - Use feedback to identify 
potential customer service improvements 
You need to show that you:

Gather informal feedback from your customers. 1.1	

Use customer feedback procedures to collect 1.2	
information from your customers. 

Use the information from your customers to develop 1.3	
a better understanding of their customer service 
experience. 

Identify ways the service you give could be improved 1.4	
based on information you have gathered. 

Share your ideas for improving customer service with 1.5	
colleagues. 

Element 2 - Implement changes in customer 
service  

	 Identify a possible change that could be made to 2.1	
improve customer service. 

	 Present your idea for improving customer service to 2.2	
a colleague with the appropriate authority to approve 
the change. 

	 Carry out changes to customer service procedures 2.3	
based on your own idea or proposed by your 
organisation. 

	 Keep your customers informed of changes to 2.4	
customer service. 

	 Give customers a positive impression of changes 2.5	
that have been made. 

	 Work positively with others to support customer 2.6	
service changes. 

Element 3 - Assist with the evaluation of 
changes in customer service  

	 Discuss with others how changes to customer 3.1	
service are working. 

	 Work with others to identify any negative effects of 3.2	
changes and how these can be avoided. 

Knowledge and understanding  
To be competent at supporting customer service 
improvements you need to know and understand: 

	 How customer experience is influenced by the way ��
service is delivered. 

	 How customer feedback is obtained. ��

	 How to work with others to identify and support ��
change in the way service is delivered. 

	 Why it is important to give a positive impression to ��
your customer about the changes made by your 
organisation even if you disagree with them.
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Achieving results
Work with others to improve customer service

Note: This unit has been taken from the National 
Occupational Standards developed by the Institute of 
Customer Service (ICS), the standards setting body for 
customer service. The format of the unit is different to that 
used by the Management Standards Centre (MSC) for the 
units the MSC has developed. 

Unit Overview
What is the unit about?

Teamwork is a key component of delivering and 
improving excellent customer service. The people you 
work with to improve customer service may include one 
or more of the following: team members; colleagues; 
suppliers; service partners; supervisors; managers; team 
leaders. 

The delivery of excellent customer service depends on 
your skills and those of others. It involves communicating 
with each other and agreeing how you can work together 
to give a more effective service. You need to work 
together positively. You must also monitor your own and 
the team’s performance and change the way you do 
things if that improves customer service. 

This unit is all about how you develop a relationship with 
others to improve your customer service performance. 

Key words and phrases for this unit 

work with others ��

improve customer service ��

contribute ideas ��

co-operate with others ��

keep commitments ��

monitor own performance ��

monitor joint performance ��

Behaviours which underpin 
effective performance 

When you work with others to improve customer service 
you must consistently:  

Element 1 - Improve customer service by 
working with others 

	 Contribute constructive ideas for improving customer 1.1	
service. 

	 Identify what you have to do to improve customer 1.2	
service and confirm this with others. 

	 Agree with others what they have to do to improve 1.3	
customer service. 

	 Co-operate with others to improve customer service. 1.4	

	 Keep your commitments made to others. 1.5	

	 Make others aware of anything that may affect plans 1.6	
to improve customer service. 

Element 2 - Monitor your own performance 
when improving customer service

	 Discuss with others how what you do affects 2.1	
customer service performance. 

	 Identify how the way you work with others 2.2	
contributes towards improving customer service. 

Element 3 - Monitor joint performance when 
improving customer service 

	 Discuss with others how teamwork affects customer 3.1	
service performance. 

	 Identify with others how customer service teamwork 3.2	
could be improved. 

	 Take action with others to improve customer service 3.3	
performance. 

Knowledge and understanding  
To be competent at working with others to improve 
customer service you need to know and understand: 

�Who else is involved either directly or indirectly in the ��
delivery of customer service. 

�The roles and responsibilities of others in your ��
organisation. 

�The roles of others outside your organisation who ��
have an impact on your services or products. 

�What the goals or targets of your organisation are in ��
relation to customer service and how these are set. 

�How your organisation identifies improvements in ��
customer service. 
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Build your organisation’s understanding of its market  
and customers

Unit Summary

What is the unit about?
This unit is about making sure that relevant and reliable 
information about the organisation’s market and 
customers is constantly available and shared.

The term ‘customer’ includes internal and external 
customers of the organisation or part of the organisation 
that the manager is responsible for. 

Who is the unit for?
The unit is recommended for middle managers and  
senior managers.

Links to other units
This unit is linked to units F4. Develop and implement 
marketing plans for your area of responsibility,  
F10. Develop a customer-focused organisation and 
F16. Manage the development and marketing of 
products/services in your area of responsibility in  
the overall suite of National Occupational Standards  
for Management and Leadership.

If your organisation is a small firm, you should look at unit 
B1 Improve your sales and marketing, which has been 
developed by the Small Firms Enterprise and Development 
Initiative (SFEDI) specifically for small firms and which may 
be more suitable to your needs. You can obtain information 
on the unit from SFEDI on tel. 0114 241 2155 or at the 
SFEDI website (www.sfedi.co.uk).

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in building your organisation’s understanding of 
its market and customers. These skills are explicit/implicit 
in the detailed content of the unit and are listed here as 
additional information.

Information management ��

Communicating��

Analysing��

Assessing��

Thinking strategically��

Forecasting��

Innovating��

Networking��

Presenting information��

Decision-making��

Thinking with a focus on customers ��

 

Outcomes of effective 
performance
You must be able to do the following:

1.	� Identify your customers’ current and future needs and 
expectations and predicted future demand levels.

2.	� Identify the market for your products and/or services 
and any market segments.

3.	� Identify and assess current and future developments 
in your sector, including competitors’ activities.

4.	� Identify and assess opportunities to expand into new 
markets and for innovations that meet customers’ needs.

5.	� Identify the reasons why customers use products and/
or services from your organisation rather than from 
your competitors.

6.	� Identify and assess any threats to, and weaknesses 
in, your organisation’s products and services.

7.	� Make sure there is a shared understanding of your 
customers and your competitive position in the 
market across your organisation.

8.	� Use information about customers and the market to 
help managers make decisions.

Behaviours which underpin 
effective performance
1.	� You analyse and structure information to develop 

knowledge that can be shared.

2.	� You develop systems to gather and manage information 
and knowledge effectively, efficiently and ethically.

3.	� You recognise your own strengths and limitations, 
play to your strengths and use alternative strategies to 
minimise the impact of your limitations.

4.	� You anticipate likely future scenarios based on a 
realistic analysis of trends and developments.

5.	� You identify the implications or consequences of  
a situation.

6.	� You articulate the assumptions made and risks 
involved in understanding a situation.

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� Where you can get information about your 

customers and the market and the advantages and 
disadvantages of different sources.

2.	� How you can get information on competitors or  
similar organisations. 

3.	� How to assess sources of information about your 
customers and the market to see how suitable they 
are to use.

4.	� Sources of professional market-research expertise.

5.	� Methods of gaining customer feedback, and the costs 
and benefits associated with them.

6.	� How to analyse, measure and assess data and turn it 
into information that is suitable for business purposes.

7.	� Awareness of how information software products can 
help you collect and analyse information.

8.	� The legislative and ethical restrictions relating to the 
collecting, storing and sharing of information.
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9.	� The importance of checking users’ understanding of 
the process for collecting information and their role 
supporting it.

10.	�The principles of cost-benefit analysis.

11.	�The principle that customers buy products and/or 
services for the benefits they give them.

12.	�The principle of trying to secure competitive 
advantage so that more customers will prefer the 
products and/or services of your organisation.

13.	�The principles of market segmentation and why this  
is important.

Industry/sector specific knowledge  
and understanding
1.	� The sector and market in which your  

organisation works.

2.	� Legal and regulatory restrictions that may affect your 
products and/or services (or both).

3.	� Sources of specific information about the market and 
about the customers.

Context specific knowledge  
and understanding
1.	� Your organisation’s products, services, technologies 

and processes.

2.	� Opportunities for collecting existing and new 
information about the market and customers.

3.	 �The information about markets and customers that is 
available within your organisation, and the systems 
that are used for collecting and storing the information.
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Achieving results
Develop a customer-focused organisation

Unit Summary

What is the unit about?
This unit is about ensuring that your organisation puts 
customers first. The organisation’s vision, values, 
processes and systems, for example, should all be clearly 
driven by and geared to satisfying customer needs. 

In this unit, ‘customer’ refers to both internal and  
external customers. 

For the purposes of this unit, ‘organisation’ can mean  
a self-contained entity such as a private sector  
company, a charity or a local authority, or a significant 
operating unit, with a relative degree of autonomy,  
within a larger organisation.

Who is the unit for?
The unit is recommended for senior managers.

Links to other units
This unit is linked to unit B9. Develop the culture of 
your organisation, F9. Build your organisation’s 
understanding of its market and customers, F12. 
Improve organisational performance and F17. Manage 
the delivery of customer service in your area of 
responsibility in the overall suite of National Occupational 
Standards for Management and Leadership. 

There is also a suite of National Occupational Standards 
for Customer Service which is aimed at those in customer 
service roles or whose roles have a significant customer 
service component. You can obtain further information 
from the Institute of Customer Service  
(ICS) on tel. 01206 571 716 or at the ICS website  
(www.instituteofcustomerservice.com). 

If your organisation is a small firm, you should look at  
unit C1 Look after your customers, which has 
been developed by the Small Firms Enterprise and 
Development Initiative (SFEDI) specifically for small  
firms and which may be more suitable to your needs.  
You can obtain information on the unit from SFEDI  
on tel. 0114 241 2155 or at the SFEDI website  
(www.sfedi.co.uk). 

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in developing a customer-focused organisation. 
These skills are explicit/implicit in the detailed content of 
the unit and are listed here as additional information.

Communicating��

Thinking strategically��

Thinking with a focus on customers��

Evaluating��

Monitoring��

Motivating��

Leadership��

Empowering��

Building consensus��

Reviewing��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Establish a shared vision and understanding of how 
staff in your organisation will work with customers.

2.	� Establish a set of customer-based values and beliefs 
which develops suitable skills, behaviours and 
attitudes leading to an environment that puts the 
customer first.

3.	� Ensure that customer-focused sustainable processes 
and systems exist throughout the organisation.

4.	� Ensure that there are schemes in place that maintain 
staff loyalty and commitment to providing a level of 
service that beats customers’ expectations.

5.	� Establish partnerships, where appropriate, with  
other organisations to maintain and improve services 
to customers. 

6.	� Ensure that joint activities are undertaken 
with customers in order to identify and make 
improvements to the level of customer service 
provided by your organisation.

7.	� Measure, periodically, the level of customer service 
your organisation is providing.

Behaviours which underpin 
effective performance
1.	� You constantly seek to improve performance.

2.	� You find practical ways to overcome barriers.

3.	� You show a clear understanding of different 
customers and their needs.

4.	� You give people opportunities to provide feedback 
and you respond appropriately.

5.	� You develop systems to gather and manage 
information and knowledge effectively, efficiently  
and ethically.

6.	� You articulate a vision that generates excitement, 
enthusiasm and commitment.

7.	� You model behaviour that shows respect, helpfulness 
and co-operation.

8.	� You advocate customers’ interests within  
your organisation.
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Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� The principles of effective customer service. 

2.	� The factors that make customers satisfied.

3.	� The importance of achieving customer satisfaction.

4.	� How to measure the level of customer service  
being provided.

5.	� The benefits of forming partnerships to maintain and 
improve customer service.

6.	� Best practice in customer service outside your  
own sector.

7.	� Techniques and reward strategies for motivating staff.

8.	� Sustainable process/systems design and management.

Industry/sector specific knowledge  
and understanding
1.	� Current and emerging trends that are likely to affect 

your products and/or services.

2.	� Developments in technology.

3.	� Where to make effective strategic partnerships.

4.	� The legal and regulatory framework within which 
you work, including customer and consumer rights, 
relevant codes of practice and ethical codes.

Context specific knowledge  
and understanding
1.	� Your organisation’s products and/or services.

2.	� The overall vision, objectives and associated plans  
of your organisation.

3.	� Your organisation’s customers.

4.	� The strengths and weaknesses of your organisation  
in terms of satisfying customers.

5.	� How a change in your market, structure, products or 
services will affect your customers.

6.	� The activities and services of your competitors or 
similar organisations, and how this may affect your 
products, services and processes.
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Achieving results
Manage the achievement of customer satisfaction

Unit Summary

What is the unit about?
This unit covers a broad range of general, operational 
management responsibilities, all aimed at satisfying 
customers with the processes, products and/or services 
being delivered.

The term ‘customer’ includes internal and external 
customers of the organisation. 

Who is the unit for?
The unit is recommended for middle managers.

Links to other units
This unit is closely linked to unit F8. Work with others 
to improve customer service and F17. Manage 
the delivery of customer service in your area of 
responsibility in the overall suite of National Occupational 
Standards for Management and Leadership. 

There is also a suite of National Occupational Standards 
for Customer Service which is aimed at those in customer 
service roles or whose roles have a  
significant customer service component. You can  
obtain further information from the Institute of Customer 
Service (ICS) on tel. 01206 571 716 or at the ICS website  
(www.instituteofcustomerservice.com). 

If your organisation is a small firm, you should look at unit 
C1 Look after your customers, which has been developed 
by the Small Firms Enterprise and Development Initiative 
(SFEDI) specifically for small firms and which may be 
more suitable to your needs. You can obtain information 
on the unit from SFEDI on tel. 0114 241 2155 or at the 
SFEDI website (www.sfedi.co.uk). 

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in managing the achievement of customer satisfaction. 
These skills are explicit/implicit in the detailed content of the 
unit and are listed here as additional information.

Problem-solving��

Valuing and supporting others��

Planning ��

Communicating ��

Monitoring��

Reporting��

Coaching��

Mentoring��

Empowering��

Motivating��

Thinking with a focus on customers��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Ensure that colleagues are briefed on and understand 
the expectations of customers and their own roles 
and responsibilities in meeting these expectations, 
including any agreed standards of customer service. 

2.	� Empower colleagues to deliver good customer 
service, including identifying and addressing their 
learning needs and providing other resources. 

3.	� Ensure that clear and effective sustainable processes 
are in place to support customers and sort out  
their problems.

4.	� Ensure that the day-to-day behaviour of colleagues 
matches the organisation’s customer-focused values.

5.	� Develop a culture which nurtures, respects, values, 
recognises and rewards ‘front-line’ colleagues who 
work with customers. 

6.	� Establish and operate suitable sustainable processes 
for monitoring levels of customer satisfaction.

7.	� Make recommendations and propose plans to 
improve the level of customer satisfaction.

8.	� Demonstrate increasing levels of customer 
satisfaction with the organisation’s products and/or 
services and processes.

Behaviours which underpin 
effective performance
1.	� You constantly seek to improve performance.

2.	� You recognise the achievements and the success  
of others. 

3.	� You demonstrate a clear understanding of different 
customers and their real and perceived needs.

4.	� You empower staff to solve customer problems within 
clear limits of authority.

5.	� You take personal responsibility for resolving 
customer problems referred to you by other staff.

6.	� You recognise recurring problems and promote 
changes to structures, systems and processes to 
resolve these.

7.	� You advocate customers’ interests within  
your organisation. 

8.	� You articulate a vision that generates excitement, 
enthusiasm and commitment.
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Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� The difference between customer service and 

customer satisfaction.

2.	� The factors that make customers satisfied.

3.	� The importance of achieving customer satisfaction in 
a competitive environment or an environment where 
high levels of service are expected.

4.	� Best practice in customer service outside your  
own sector.

5.	� Types of customer survey and effective ways of 
collecting feedback.

6.	� How to measure customer satisfaction. 

7.	� Techniques and reward strategies for motivating staff.

8.	� How information and communications technology can 
support customer service and customer satisfaction.

9.	 �Sustainable process/systems design and management.

Industry/sector specific knowledge  
and understanding
1.	� Current and emerging trends that are likely to affect 

your products and/or services.

2.	� Developments in technology and how this will affect 
your work with customers.

3.	� The legal and regulatory framework within which 
you work, including customer and consumer rights, 
relevant codes of practice and ethical codes.

Context specific knowledge  
and understanding
1.	� Your organisation’s products and/or services.

2.	� Your organisation’s customers. 

3.	� The overall vision, objectives and associated plans  
of your organisation and its values.

4.	� The strengths and weaknesses of your products  
and services in terms of customer satisfaction.

5.	� The customer satisfaction survey, feedback  
and measuring methods that are suitable for  
your organisation.

6.	� The activities and services of your competitors or 
similar organisations and how this may affect your 
products, services and processes.

7.	� Which organisations you are compared with by  
your customers.
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Improve organisational performance

Unit Summary

What is the unit about?
This unit is about overseeing the continuous improvement 
of the overall performance of the organisation. The 
emphasis is very much on identifying and implementing 
changes which will add value in the eyes of customers 
and other key stakeholders.

Who is the unit for?
The unit is recommended for senior managers.

Links to other units
This unit is linked to units B7. Provide leadership for 
your organisation, C3. Encourage innovation in your 
organisation, E14. Support team and virtual working, 
E17. Outsource business processes and F10. Develop 
a customer-focused organisation in the overall suite of 
National Occupational Standards for Management  
and Leadership. 

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in improving the performance of the organisation. 
These skills are explicit/implicit in the detailed content of 
the unit and are listed here as additional information’.

Information management��

Communicating��

Benchmarking��

Thinking systematically��

Analysing ��

Decision-making��

Prioritising��

Leadership��

Presenting information ��

Valuing and supporting others ��

Planning��

Evaluating��

Involving others��

Thinking strategically��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Establish valid and appropriate measures for 
evaluating the performance of your organisation.

2.	� Establish systems for collecting and assessing 
information on the overall performance of the organisation 
and use the findings to identify opportunities where 
organisational performance could be improved.

3.	� Establish a culture across the organisation where 
people freely come forward with potential and actual 
performance problems and suggested opportunities 
for improvement.

4.	� Benchmark the performance of your organisation 
against other carefully selected organisations and take 
action based on the findings.

5.	� Ensure that knowledge and understanding of how 
improvements have or can be made is shared across 
the organisation.

6.	� Ensure that any improvements made are in line with 
the organisation’s vision and objectives.

7.	� Show that the improvements made reduce the 
gap between what your customers and other key 
stakeholders want and what your organisation’s 
products and/or services and processes actually deliver.

8.	� Show that the improvements made are those that 
have been identified as being of most benefit to the 
organisation, its customers and other key stakeholders.

Behaviours which underpin 
effective performance
1.	� You constantly seek to improve performance.

2.	� You develop systems to gather and manage 
information and knowledge effectively, efficiently  
and ethically.

3.	� You constructively challenge the status quo and seek 
better alternatives.

4.	� You show a clear understanding of different 
customers and their needs.

5.	� You make appropriate information and knowledge 
available promptly to those who need it and have a 
right to it.

6.	� You articulate a vision that generates excitement, 
enthusiasm and commitment.

7.	� You produce and recognise imaginative and 
innovative solutions. 

8.	� You show sensitivity to stakeholders’ needs and 
interests and manage these effectively.

9.	� You use a range of leadership styles appropriate to 
different people and situations.

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� The principles which support organisational 

improvement.

2.	� The importance of establishing and applying valid  
and appropriate measures for evaluating the 
performance of your organisation.

3.	� How to establish systems for collecting and  
assessing information on the overall performance 
of the organisation and how to use the findings 
to identify opportunities where organisational 
performance could be improved.
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4.	� How to benchmark the performance of your 
organisation against others and take action based  
on the findings.

5.	� The value of a customer-focused culture.

6.	� The importance of developing a culture that continually 
improves and how to involve others in achieving this.

7.	� The importance of finding out the cause and effects  
of problems and changes.

8.	� Ways of measuring the effect of improvements.

9.	� The principles and processes of effective 
communication and how to apply them.

Industry/sector specific knowledge  
and understanding 
1.	� The sector and market in which your organisation works.

2.	� The range of information sources and techniques  
for collecting information that are relevant to the 
sector in which your organisation works.

3.	� Relevant trends and developments in the sector.

Context specific knowledge  
and understanding
1.	� Your organisation’s vision, objectives and  

associated plans.

2.	� Your organisation’s structure, values and culture.

3.	� How your organisation adds value through the  
delivery of its products, services and processes.

4.	� Your organisation’s customers and other key 
stakeholders and their needs.

5.	� Measures of performance relevant to your own 
organisation.

6.	� Methods of gathering information suitable for your 
own organisation.

7.	� Formal and informal sources of information relevant  
to your organisation.
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Manage quality systems

Unit Summary

What is the unit about?
This unit is about managing quality systems to ensure 
that business processes consistently deliver products/
services that meet customers’ and other stakeholders’ 
quality expectations and legal and regulatory 
requirements.

ISO9001:2000, EFQM Excellence Model, Total Quality 
Management, Six Sigma, Lean Manufacturing, PQASSO 
and Investors in People are some of the common generic 
quality assurance systems and standards in use in the 
UK, although almost every sector has specific quality 
standards and requirements. Managers responsible for 
assuring quality in their organisation, or their part of the 
organisation, need to make sure systems are in place 
and people are competent to manage processes and 
deliver products and/or services whose quality meets the 
expected standards. 

Whereas unit F3 is about managing individual business 
processes, this unit, F13, is broader, ensuring that the 
outputs of all processes meet required standards and are 
continuously improved.

Who is the unit for?
The unit is for managers who have specific responsibility 
for managing quality systems to assure quality of 
products and/or services in their organisation, or their 
part of the organisation.

Links to other units
This unit is linked to units E17. Outsource business 
processes, F14. Prepare for and participate in 
quality audits and F15. Carry out quality audits in the 
overall suite of National Occupational Standards for 
Management and Leadership.

Skills
Listed below are the main generic ‘skills’ that need to 
be applied in assuring quality. These skills are explicit/
implicit in the detailed content of the unit and are listed 
here as additional information.

Assessing��

Communicating��

Decision-making��

Evaluating��

Influencing��

Information management��

Involving others��

Monitoring��

Motivating��

Obtaining feedback��

Planning��

Presenting information��

Providing feedback��

Questioning��

Reporting��

Setting objectives ��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Keep yourself up-to-date with 

�current developments, tools and techniques in ��
quality management

�customers’ and other stakeholders’ expectations ��
regarding quality

�legal and regulatory requirements.��

2.	� Ensure the quality standards to which you are working

�are capable of delivering the quality of products/��
services your customers expect

�allow you to obtain any expected quality marks, ��
awards or accreditation

�are in line with your organisation’s values, aims ��
and objectives 

�meet any legal and regulatory requirements.��

3.	� Ensure systems, plans and resources are in place to 
ensure quality standards are met and maintained.

4.	� Ensure that people are continuously updated about 
their roles in meeting quality standards and are 
competent to fulfil their roles.

5.	� Identify and assess risks of shortfalls in the quality 
of processes and products/services and take 
preventative action to mitigate these risks.

6.	� Encourage people to take personal responsibility for 
achieving quality standards and to address or report 
any actual or potential shortfalls.

7.	� Obtain sufficient, valid information from your quality 
assurance system and other sources, including 
customers, to enable you to evaluate accurately 
whether processes and products/services are meeting 
the required standards.

8.	� Provide feedback to motivate people to maintain 
quality standards and continuously improve 
performance. 

9.	� Detect and record any shortfall in the quality of 
processes, products and services, investigate the 
cause(s) and take prompt remedial action.

10.	�Report quality performance, including shortfalls and 
corrective actions taken, to those who need to know, 
within agreed timescales.

11.	�Encourage customers and those involved in  
delivering products/services to identify and 
recommend quality improvements.
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12.	�Develop resourced plans to implement quality 
improvements which deliver significant benefits at 
reasonable cost and acceptable level of risk.

Behaviours which underpin 
effective performance
1.	� You recognise changes in circumstances promptly 

and adjust plans and activities.

2.	� You listen actively, ask questions, clarify points  
and rephrase others’ statements to check  
mutual understanding.

3.	� You present information clearly, concisely, accurately 
and in ways that promote understanding.

4.	� You keep people informed of plans and developments.

5.	� You comply with, and ensure others comply with, legal 
requirements, industry regulations, organisational 
policies and professional codes.

6.	� You are vigilant for possible hazards.

7.	� You focus personal attention on specific details that 
are critical to achieving successful results.

8.	� You make appropriate information and knowledge 
available promptly to those who need it and have a 
right to it.

9.	� You develop systems to gather and manage information 
and knowledge effectively, efficiently and ethically.

 

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� The importance of keeping up-to-date with  

current developments, tools and techniques in  
quality management, customers’ and other 
stakeholders’ quality expectations and legal and 
regulatory requirements.

2.	� How to ensure the quality standards to which you 
are working are capable of delivering the quality of 
products/services your customers expect.

3.	� Any relevant quality marks, awards or accreditation, 
and how the quality standards to which you are 
working can obtain these.

4.	� How to ensure the quality standards to which you are 
working meet any legal and regulatory requirements.

5.	� The importance of ensuring systems and plans are 
in place to ensure quality standards are met and 
maintained, and how to do so.

6.	� The importance of communicating information clearly, 
concisely and accurately, and how to do so.

7.	� The importance of keeping people updated about 
their roles in meeting quality standards, and how to 
ensure people are competent to fulfil such roles.

8.	� The importance of encouraging people to take 
personal responsibility for achieving quality standards.

9.	� The importance of encouraging people to address or 
report any actual or potential shortfalls in the quality of 
processes and products/services.

10.	�The importance of obtaining sufficient, valid 
information to enable you to evaluate accurately 
whether processes and products/services are meeting 
the required standards, and how to do so.

11.	�The importance of providing feedback to motivate 
people to maintain quality standards and continuously 
improve performance, and how to do so.

12.	�How to detect and record any shortfall in the quality of 
processes, products and services, and investigate the 
cause(s) and appropriate remedial action to take.

13.	�How to report quality performance, including shortfalls 
and corrective actions taken, to those who need to 
know, within agreed timescales.

14.	�The importance of encouraging customers and those 
involved in delivering products/services to identify and 
recommend quality improvements.

15.	�How to develop resourced plans to implement quality 
improvements which deliver significant benefits at 
reasonable cost and acceptable level of risk.

Industry/sector specific knowledge  
and understanding
1.	� Industry/sector requirements for quality assurance.

Context specific knowledge  
and understanding
1.	� Current developments in quality management.

2.	� Customers’ and other stakeholders’ expectations 
regarding quality.

3.	� Current quality management legal and regulatory 
requirements.

4.	� Your organisation’s products/services and the quality 
your customers expect.

5.	� Your organisation’s values, aims and objectives and 
ensure the quality standards to which you are working 
are in line with these. 

6.	� Your organisation’s available resources to ensure 
quality standards are met and maintained.

7.	� Sources of information, including your quality 
assurance system and customers, to enable you to 
evaluate accurately whether processes and products/
services are meeting the required standards.
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Unit Summary

What is the unit about?
This unit is about preparing for, and participating in, 
quality audits of your area of responsibility as part 
of a formal quality management system, such as 
ISO9001:2000 or sector-specific systems.

The key to a successful audit outcome is to ensure 
that work consistently meets quality standards and 
complies with relevant procedures. Preparation for the 
audit involves checking all relevant documentation is 
up to date and readily available for the audit, whilst 
active participation in the audit can ensure that 
any nonconformances are addressed and potential 
improvements to business processes, quality standards 
and/or procedures are identified.

Who is the unit for?
The unit is for managers working in environments with 
formal quality management systems who are required to 
participate in quality audits.

Links to other units
This unit is linked to units F13. Manage quality systems 
and F15. Carry out quality audits in the overall suite  
of National Occupational Standards for Management  
and Leadership.

Skills
Listed below are the main generic ‘skills’ that need to 
be applied in carrying out quality audits. These skills are 
explicit/implicit in the detailed content of the unit and are 
listed here as additional information.

Communicating��

Monitoring��

Planning��

Presenting information��

Reporting��

Researching ��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Establish clearly the quality standards and procedures 
that apply to your area of responsibility.

2.	� Monitor work in your area of responsibility to ensure 
it consistently meets quality standards and complies 
with procedures.

3.	� Check that all relevant records and documentation are 
complete, up to date and accessible.

4.	� Check that any corrective actions agreed in 
previous audits have been taken and that any 
recommendations have been considered and acted 
upon, where appropriate.

5.	� Provide the auditor with access to all relevant 
information, records and documentation.

6.	� Discuss with the auditor the results of the audit and 
agree appropriate corrective actions to remedy any 
nonconformances and the date by which the actions 
should be carried out.

7.	� Discuss with the auditor any areas where business 
processes, quality standards or procedures could  
be improved.

8.	� Plan to carry out any agreed corrective actions and 
ensure that these are carried out by agreed dates.

Behaviours which underpin 
effective performance
1.	� You find practical ways to overcome barriers.

2.	� You listen actively, ask questions, clarify points 
and rephrase others’ statements to check mutual 
understanding.

3.	� You present information clearly, concisely, accurately 
and in ways that promote understanding.

4.	� You keep people informed of plans and 
developments.

5.	� You comply with, and ensure others comply with,  
legal requirements, industry regulations,  
organisational policies and professional codes.

6.	� You show respect for the views and actions of others.

7.	� You act within the limits of your authority.

8.	� You use cost-effective, time-effective and ethical 
means to gather, store and retrieve information.

9.	� You make appropriate information and knowledge 
available promptly to those who need it and have a 
right to it.

10.	�You present information clearly, concisely and 
accurately and in ways that promote understanding. 

 

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� Quality management principles and methods.

2.	� How to monitor work to ensure it consistently meets 
quality standards and complies with procedures.

3.	� The importance of ensuring that records and 
documentation are complete and up to date and how 
to make these readily accessible to auditors.

4.	� How to identify areas where business processes, 
quality systems or procedures could be improved.

5.	� How to plan and monitor to ensure that corrective 
actions are carried out by agreed dates.
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Industry/sector specific knowledge  
and understanding
1.	� Industry/sector requirements for quality management 

and auditing.

Context specific knowledge  
and understanding
1.	� The quality standards and procedures that apply to 

your area of responsibility.

2.	� The records and documentation required for your area 
of responsibility.

3.	� Corrective actions agreed in previous audits.

4.	� Recommendations for improvements made in 
previous audits.
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Unit Summary

What is the unit about?
This unit is about carrying out quality audits as part 
of a formal quality management system, such as 
ISO9001:2000 or sector-specific systems.

Quality auditors require technical knowledge of the quality 
system and standards with which they are working and 
a good understanding of the processes and procedures 
they are auditing. They need to carry out quality audits 
professionally and rigorously in order to reveal any 
nonconformances. They also need interpersonal skills to 
carry out audits in such a way that auditees (i.e. those being 
audited) do not feel threatened, but rather feel empowered 
to continuously improve the quality of their work.

Who is the unit for?
The unit is for quality auditors – those carrying out formal 
audits of compliance with quality systems.

Links to other units
This unit is linked to units F13. Manage quality systems 
and F14. Prepare for and participate in quality audits 
in the overall suite of National Occupational Standards for 
Management and Leadership.

Skills
Listed below are the main generic ‘skills’ that need to 
be applied in carrying out quality audits. These skills are 
explicit/implicit in the detailed content of the unit and are 
listed here as additional information.

Assessing��

Benchmarking��

Communicating��

Decision-making��

Evaluating��

Interviewing��

Involving others��

Monitoring��

Planning��

Questioning��

Reporting��

Researching��

Reviewing��

Setting objectives��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Carry out quality audits according to a plan and 
schedule that meets the needs of those requiring the 
audits to be carried out.

2.	� Carry out quality audits in ways which enhance auditees’ 
confidence in the quality system and their commitment 
to meeting and maintaining quality standards.

3.	� Give auditees the required period of notice of your 
intention to audit.

4.	� Prepare carefully to establish clearly:

�the scope of the audit��

�the responsibilities of the auditees��

�the quality procedures that apply to their work��

�previous audit history.��

5.	� Clarify with auditees the purpose of the audit and the 
roles, responsibilities and expectations of yourself and 
the auditees.

6.	� Carry out an investigation of the auditees’ work in 
sufficient detail to reveal any deviations from relevant 
quality procedures.

7.	� Adapt your behaviour, where necessary, to encourage 
auditees to co-operate fully to achieve the purpose  
of the audit.

8.	� Share with the auditees the results of the audit and 
agree appropriate corrective actions to remedy any 
nonconformances and the date by which the actions 
should be carried out.
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9.	� Check with auditees that corrective actions have been 
carried out by agreed dates.

10.	�Seek advice from your manager or quality specialists 
if you cannot agree a deviation or corrective action 
with auditees.

11.	�Promptly bring to the attention of your manager 
or quality specialists any deviations which present 
serious and/or immediate risks to individuals or to  
the organisation.

12.	�Identify and analyse any inherent problems with 
processes and/or quality procedures and report 
your findings and any recommendations with an 
appropriate degree of urgency.

13.	�Keep complete records of quality audits and make 
your audit reports available to authorised people.

Behaviours which underpin 
effective performance
1.	� You find practical ways to overcome barriers.

2.	� You listen actively, ask questions, clarify points  
and rephrase others’ statements to check  
mutual understanding.

3.	� You present information clearly, concisely, accurately 
and in ways that promote understanding.

4.	� You keep people informed of plans and developments.

5.	� You comply with, and ensure others comply with, legal 
requirements, industry regulations, organisational 
policies and professional codes.

6.	� You act within the limits of your authority.

7.	� You show integrity, fairness and consistency in 
decision-making.

8.	� You clearly agree what is expected of others and hold 
them to account.

9.	� You use cost-effective, time-effective and ethical 
means to gather, store and retrieve information.

10.	�You make appropriate information and knowledge 
available promptly to those who need it and have a 
right to it.

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� Quality management principles, methods, tools, 

techniques and current developments in best practice.

2.	� How to carry out quality audits and the importance of 
doing so according to an agreed plan and schedule.

3.	� Different ways of carrying out quality audits to 
enhance auditees’ confidence in the quality system 
and their commitment to meeting and maintaining 
quality standards, and the importance of doing so.

4.	� The importance of giving auditees the required period 
of notice of your intention to audit.

5.	� The importance of preparing carefully for the audit, 
and how to do so.

6.	� The importance of communicating information clearly, 
concisely and accurately, and how to do so.

7.	� How to carry out an investigation in sufficient detail to 
reveal any discrepancies.

8.	� How to decide on appropriate corrective actions to 
remedy each discrepancy and the date by which the 
actions should be carried out, and the importance of 
agreeing this with the auditees.

9.	� How to identify and analyse inherent problems with 
processes and quality procedures and why it is 
important to report your finding and recommendations 
with an appropriate degree of urgency. 

10.	�The importance of checking with auditees that 
corrective actions have been carried out by agreed 
dates, and how to do so.

11.	�How to keep complete records of quality audits and 
the importance of making your audit reports available 
to authorised people.

12.	�How to identify the discrepancies that present  
serious and/or immediate risks to individuals or to  
the organisation and the importance of promptly 
bringing this to the attention of your manager or 
quality specialists.

Industry/sector specific knowledge  
and understanding
1.	� Industry/sector requirements for quality management 

and auditing.

Context specific knowledge  
and understanding
1.	� The culture and quality management systems in  

place in the organisation in which the audit is being 
carried out.

2.	� The customers of the audit – those requiring the audit 
to be carried out – and their needs.

3.	� The responsibilities of the auditees and the quality 
procedures that apply to their work.

4.	� Sources of advice, guidance and support from your 
manager and/or quality specialists if you cannot agree 
a discrepancy or corrective action with auditees.

5.	� The limits of your own knowledge, skills and 
competence.

6.	� Your organisation’s policies and procedures for 
keeping full and accurate records. 

7.	� The authorised personnel who should receive your 
audit reports.
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in your area of responsibility

Unit Summary

What is the unit about?
This unit is about managing the development and 
marketing of products and/or services for which you  
are responsible.

This unit describes how a manager without specialist 
marketing expertise can identify customer requirements 
and develop new or enhanced products or services better 
to meet these requirements. Issues such as competition, 
fitting with the organisation’s strategic objectives and 
return on investment need to be taken into account 
when considering the business case for developing 
or enhancing products or services. Within a cycle of 
continuous improvement, it is important to monitor 
demand and take note of customer feedback in order to 
adapt products or services and how they are marketed.

Who is the unit for?
The unit is for middle managers with responsibility  
to provide products or services for identified groups  
of customers. 

It is not aimed at specialist marketing managers who should 
refer to the Marketing National Occupational Standards.

Links to other units
This unit is linked to units F4. Develop and implement 
marketing plans for your area of responsibility and 
F9. Build your organisation’s understanding of its 
market and customers in the overall suite of National 
Occupational Standards for Management and Leadership.

It is based on two specialist units from the Marketing 
National Occupational Standards, developed by the 
Marketing and Sales Standards Setting Body:  
3.2.2 Develop new products/services, and 6.1.3 Develop 
and maintain a portfolio of products/services.

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in managing environmental performance in your 
area of responsibility. These skills are explicit/implicit in 
the detailed content of the unit and are listed here as 
additional information.

Analysing��

Assessing��

Communicating��

Decision-making��

Evaluating��

Influencing��

Monitoring��

Planning��

Prioritising��

Questioning��

Researching��

Reviewing��

Setting objectives��

Thinking strategically��

Thinking with a focus on customers��

Time management��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Identify the products/services required by existing and 
potential customers, and the features and potential 
benefits of these products/services.

2.	� Evaluate the extent to which your current products/
services meet existing and potential customers’ 
requirements.

3.	� Evaluate the extent to which any competitors are 
meeting, or could meet, existing and potential 
customers’ requirements.

4.	� Identify potential amendments or additions to your 
products/services, better to meet existing and 
potential customers’ requirements, and assess the 
feasibility of these potential amendments or additions.

5.	� Make the business case for amendments or additions 
to your products/services, showing how they contribute 
to your organisation’s objectives, the investment 
required and the forecast return on investment.

6.	� Coordinate the development and marketing of those 
products/services which offer the best return on 
investment, in line with your organisation’s objectives.

7.	� Monitor demand for your products/services and 
adapt them and how they are priced, promoted and 
distributed, in response to variances in demand and 
feedback from existing and potential customers.

Behaviours which underpin 
effective performance
1.	� You listen actively, ask questions, clarify points 

and rephrase others’ statements to check mutual 
understanding.

2.	� You present information clearly, concisely, accurately 
and in ways that promote understanding.

3.	� You keep people informed of plans and developments.

4.	� You demonstrate a clear understanding of different 
customers and their real and perceived needs.

5.	� You develop and tailor products and services to 
ensure customers’ needs are met.

6.	� You balance the diverse needs of different customers.

7.	� You continuously improve products and services and 
seek to diversify where appropriate.

8.	� You make best use of existing sources of information.
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9.	� You present ideas and arguments convincingly and in 
ways that strike a chord with people.

10.	�You identify the range of elements in a situation and 
how they relate to each other.

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� How to identify the products/services required by 

existing and potential customers, and the features and 
potential benefits of these products/services.

2.	� How to evaluate the extent to which your current 
products/services meet existing and potential 
customers’ requirements.

3.	� How to evaluate the extent to which any competitors 
are meeting, or could meet, existing and potential 
customers’ requirements.

4.	� How to assess the feasibility of potential amendments 
or additions to your products/services to better meet 
existing and potential customers’ requirements.

5.	� How to make a business case for amendments or 
additions to your products/services, showing how 
they contribute to your organisation’s objectives,  
the investment required and the forecast return  
on investment.

6.	� The importance of co-ordinating the development 
and marketing of those products/services which 
offer the best return on investment, in line with your 
organisation’s objectives, and how to do so.

7.	� How to monitor demand for your products/services 
and to adapt them in response to variances in demand.

8.	� The importance of monitoring how your products/
services are priced, promoted and distributed, in 
response to feedback from existing and potential 
customers, and how to do so.

Industry/sector specific knowledge  
and understanding
1.	� Industry/sector requirements for managing products/

services in your area of responsibility.

Context specific knowledge  
and understanding
1.	� Your organisation’s products/services, their features 

and benefits.

2.	� Your organisation’s existing and potential customer 
base and their real and perceived needs.

3.	� Your organisation’s actual and potential competitors 
of your products/services and their activities.

4.	� Sources of ideas for potential amendments or 
additions to your products/services. 

5.	� Your organisation’s aims and objectives relevant to 
your area of responsibility.
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Manage the delivery of customer service in your  
area of responsibility

Unit Summary

What is the unit about?
This unit is about managing the delivery of customer 
service in the manager’s area of responsibility. The term 
‘customer’ includes external customers and internal 
customers in other parts of the organisation.

Who is the unit for?
The unit is recommended particularly for first line 
managers who are required to manage the delivery of 
customer service as part of a broader management role. 
It is not aimed at specialist customer service managers, 
who should refer to the Customer Service National 
Occupational Standards.

Links to other units
This unit is linked to units F10. Develop a customer-
focused organisation and F11. Manage the 
achievement of customer satisfaction in the 
overall suite of National Occupational Standards for 
Management and Leadership.

There is also a suite of Customer Service National 
Occupational Standards which is aimed at those in 
customer service roles or whose roles have a significant 
customer service component. Of particular relevance are 
units 25 Organise the delivery of reliable customer service 
and 32 Monitor and solve customer service problems. 
You can obtain further information from the Institute of 
Customer Service on www.instituteofcustomerservice.com. 

If your organisation is a small firm, you should look at 
units WB11 Decide how you will treat your business 
customers and WB12 Deliver a good service to your 
customers developed by the Small Firms Enterprise and 
Development Initiative specifically for small firms and 
which may be more suitable to your needs. You can 
obtain information on these units from www.sfedi.co.uk.

Skills
Listed below are the main generic ‘skills’ that need to be 
applied in managing the delivery of customer service in 
your area of responsibility. These skills are explicit/implicit 
in the detailed content of the unit and are listed here as 
additional information.

Acting assertively��

Analysing��

Communicating��

Information management��

Managing conflict��

Monitoring��

Obtaining feedback��

Planning��

Problem-solving��

Researching��

Reviewing��

Team-building��

Thinking with a focus on customers��

Valuing and supporting others��

Outcomes of effective 
performance
You must be able to do the following:

1.	� Establish clear and measurable standards of customer 
service, taking into account customers’ expectations, 
your organisation’s resources and any legal or 
regulatory requirements.

2.	� Organise staffing and other resources to meet 
customer service standards, taking account of varying 
levels of demand and likely contingencies.

3.	� Ensure customer service staff are competent to  
carry out their duties, and provide them with any 
necessary support.

4.	� Ensure staff understand the standards of customer 
service they are expected to deliver and the extent of 
their autonomy in responding to customers’ requests 
and problems.

5.	� Take responsibility for dealing with customers’ 
requests and problems referred to you, seeking  
advice from specialists and/or more senior managers, 
where necessary.

6.	� Ensure customers are kept informed about the actions 
you are taking to deal with their requests or problems.

7.	� Encourage staff and customers to provide  
feedback on their perceptions of the standards of 
customer service.

8.	� Continuously monitor the standards of customer 
service delivered, customers’ requests and problems 
and feedback from staff and customers.

9.	� Analyse customer service data to identify the causes 
of problems and opportunities for improving  
customer service.

10.	�Make or recommend changes to processes, systems 
and/or standards in order to improve customer service.

Behaviours which underpin 
effective performance
1.	� You respond quickly to crises and problems with a 

proposed course of action.

2.	� You make time available to support others.

3.	� You demonstrate a clear understanding of different 
customers and their real and perceived needs.

4.	� You give people opportunities to provide feedback 
and you respond appropriately.

5.	� You empower staff to solve customer problems within 
clear limits of authority.
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6.	� You take personal responsibility for resolving 
customer problems referred to you by other staff.

7.	� You recognise recurring problems and promote 
changes to structures, systems and processes to 
resolve these.

8.	� You prioritise objectives and plan work to make the 
best use of time and resources.

9.	� You keep promises and honour commitments.

10.	�You take timely decisions that are realistic for  
the situation.

 

Knowledge and understanding
You need to know and understand the following:

General knowledge and understanding
1.	� How to establish clear and measurable standards 

of customer service, taking into account customers’ 
expectations and your organisation’s resources.

2.	� How to organise staffing and other resources to  
meet customer service standards, and the importance 
of taking account of varying levels of demand and 
likely contingencies.

3.	� How to identify likely contingencies when organising 
staffing and other resources.

4.	� How to identify sustainable resources and ensure  
their effective use when organising the delivery of 
customer service.

5.	� The importance of ensuring customer service staff 
are competent to carry out their duties, and providing 
them with any necessary support, and how to do so.

6.	� The importance of ensuring staff understand the 
standards of customer service they are expected to 
deliver and the extent of their autonomy in responding 
to customers’ requests and problems.

7.	� The importance of taking responsibility for dealing 
with customers’ requests and problems referred to 
you, seeking advice from specialists and/or more 
senior managers, where necessary.

8.	� The importance of keeping customers informed about 
the actions you are taking to deal with their requests 
or problems.

9.	� How to identify and manage potential issues before 
they escalate into problems.

10.	�How to deal with customers’ requests and/or problems.

11.	�The importance of encouraging staff and customers 
to provide feedback on their perceptions of the 
standards of customer service.

12.	�How to monitor the standards of customer service 
delivered, customers’ requests and problems 
and feedback from staff and customers, and the 
importance of doing so continuously.

13.	�The types of customer service data available and  
how to analyse such data to identify the causes  
of problems and opportunities for improving  
customer service.

14.	�Types of problems and opportunities for improving 
customer service.

15.	�The importance of making or recommending changes 
to processes, systems and/or standards in order to 
improve customer service, and how to do so.

Industry/sector specific knowledge  
and understanding
1.	� Industry/sector requirements for the delivery of 

customer service.

Context specific knowledge  
and understanding
1.	� Your organisation’s customers and their expectations 

of customer service.

2.	� Your organisation’s complaints policy and procedures.

3.	� Your organisation’s available resources.

4.	� Your organisation’s staffing in relation to delivering 
customer service. 

5.	� Sources of advice, guidance and support from customer 
service specialists and/or more senior managers.
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Note: This unit has been taken from the National 
Occupational Standards developed by the Marketing and 
Sales Standards Setting Body (MSSSB). The format of the 
unit is different to that used by the Management Standards 
Centre (MSC) for the units the MSC has developed.

Unit Overview

What is the unit about?
This unit is about preparing for sales opportunities, and 
includes developing proposals and sales quotations, 
and also the preparation of both formal and informal 
sales presentations.  It includes identifying customer 
requirements, matching these with your organisation’s 
objectives and the features and benefits of your product/
services, and presenting a planned sales pitch. 

Who is the unit for?
This unit is recommended for those involved in 
preparing proposals and in preparing and delivering 
sales presentations, but who are not necessarily sales 
specialists. For example, such individuals might be 
‘general’ managers within larger organisations, or 
managers and/or proprietors within small to medium-
sized organisations. 

Related specialist units
Those seeking specialist standards offering greater depth 
regarding this area are referred to the following related 
MSSSB marketing units:

Sales units 5.1. Develop sales proposals and quotations, 
5.3. Develop and deliver a professional sales presentation, 
and 6.4. Undertake sales demonstrations. Details of these 
units can be accessed via www.msssb.org.

Outcomes of effective 
performance 
You will need to:

1.	� Assess your customer’s needs and their interest in 
your organisation’s products/services

2.	� Ensure that your potential customer’s requirements are 
understood fully and that all issues requiring clarification 
are resolved before the proposal is finalised

3.	� Establish and develop the content of the proposal in 
your house style, including essential information about 
the products/services offered, and the price, terms 
and conditions of sale

4.	� Provide the required level of detail, as briefed by 
your prospect or customer, and supply the proposal 
within the agreed timescales, and follow it up with 
an appropriate offer of further clarification and 
information if that is needed

5.	� Agree with your customer the length and the content 
of the subsequent presentation and who will be 
present

6.	� Identify and evaluate the most suitable audio-
visual aids for effective and innovative delivery of a 
presentation, and the promotional material that will 
most complement and enhance your presentation

7.	� Ensure that your presentation includes the benefits 
of your products/services, relating these to your 
customer’s needs, and follows a format designed to 
attract your customer’s attention

8.	� Structure your presentation in a way that maximises 
the impact of the information and ideas within it

9.	� Ensure that any demonstration of products/services 
accompanying the sales presentation are prepared 
prior to the meeting

10.	�Anticipate problems, constraints or objections that 
could be raised in response to the presentation and 
prepare possible responses to them

11.	�Invite your audience to ask questions and to seek 
clarification, listening carefully to their questions and 
responding positively and effectively

12.	�Aim to gain commitment to progress and, if possible, 
close the sale

Behaviours which underpin 
effective performance  
1.	� You are alert to verbal and non-verbal communication 

signals and respond to them appropriately

2.	� You present ideas and arguments clearly, concisely 
and convincingly

3.	� You demonstrate a thorough knowledge and 
understanding of your organisation’s products/services

Knowledge and understanding 
You will need to know and understand:

General knowledge and understanding
1.	� The content and structure of effective proposals, and 

the points which these need to address

2.	� How to keep the proposal customer-focused

3.	� The range of resources and visual aids that can be 
used to assist in the presentation

4.	� The potential barriers that can exist in a presentation 
and how to overcome them

5.	� How to use verbal and non-verbal communications 
effectively in presentations

6.	� How to show customers that you are listening to them 
and understand their needs and wants

7.	� How to read buyer signals, including verbal and non-
verbal cues

8.	� The variety of questioning techniques that can be 
used to encourage and engage customers in the 
presentation
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Industry/sector specific knowledge and 
understanding
1.	 Typical procurement practices in your industry

Context specific knowledge and understanding
1.	� Details of the products/services being offered by your 

organisation

2.	� Your customer’s requirements and how these relate to 
your products/services 

3.	� Your organisation’s procedures for proposal 
development and submission

4.	� The information underpinning the submission of the 
proposal including factors relating to pricing strategies 
and payment arrangements

5.	� Sales literature and promotional offers that are 
complementary to the presentation and will assist in 
securing the sale

6.	� Testimonials from satisfied customers that can be 
used in your presentation
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Note: This unit has been taken from the National 
Occupational Standards developed by the Marketing and 
Sales Standards Setting Body (MSSSB). The format of the 
unit is different to that used by the Management Standards 
Centre (MSC) for the units the MSC has developed.

Unit Overview

What is the unit about?
This unit is about the activities involved within the sales 
cycle in matching products/services to customers’ needs.  
It focuses upon face-to-face selling activity, and also 
applies to telephone contact. It includes generating sales 
leads, identifying customers’ buying needs, promoting 
the features and benefits of relevant products/services, 
addressing queries/ objections and closing sales with 
mutually beneficial terms and conditions.

Who is the unit for?
This unit is recommended for those involved in the 
selling of their organisation’s products/services, but are 
not necessarily sales specialists.  For example, such 
individuals might be ‘general’ managers within larger 
organisations, or managers and/or proprietors within 
small to medium-sized organisations.

Related specialist units
Those seeking specialist standards offering greater depth 
regarding this area are referred to the following related 
MSSSB units:

Sales units 7.1. Generate and follow up sales leads, 7.2. 
Sell products and services face-to-face, 7.5. Manage and 
facilitate case negotiations, 7.6. Handle objections and 
close sales, and 7.8. Demonstrate compliance with legal, 
regulatory and ethical requirements. Details of these units 
can be accessed via www.msssb.org.

Outcomes of effective 
performance 
You will need to:

1.	� Contact customers identified as sales leads, 
accessing those who can make buying decisions

2.	� Identify customer requirements through careful 
questioning, checking for understanding and 
summarising their buying needs and interests

3.	� Identify the key features and associated benefits of 
your relevant products/services, relating these to the 
needs identified

4.	� Discuss and assess with the customer those of your 
products/services which are suitable for their needs

5.	� Evaluate potential trade-offs, whereby particular 
aspects of the product/service’s package might be 
enhanced whilst others of lesser importance might be 
reduced, which will be beneficial both to the customer 
and to your organisation

6.	� Provide accurate information and make proposals 
regarding products/services and pricing, where 
relevant, that meet the customer’s requirements

7.	� Explore any queries or objections raised by the 
customer and identify any reasons holding the 
customer back from agreeing the sale

8.	� Identify and prioritise any concerns, and provide 
evidence to the customer of the strengths of your 
organisation and its products/services relevant to 
addressing the concerns

9.	� Check that the customer agrees how any concerns 
can be overcome

10.	�Interpret verbal and non-verbal buying signals given 
by the customer and act upon them accordingly in 
progressing towards closing the sale

11.	�Close the sale by gaining the commitment of the 
customer

12.	�Agree future contact arrangements, including post-sales 
calls to confirm customer satisfaction where relevant

13.	Record all required details accurately and clearly

14.	�Fulfil all relevant legal, regulatory and ethical 
requirements

Behaviours which underpin 
effective performance  
1.	� You present information clearly, concisely, accurately 

and in ways which promote understanding

2.	 You show respect for the views and actions of others

3.	 You work towards ‘win-win’ solutions

4.	 You keep promises and honour commitments

5.	� You work to develop an atmosphere of 
professionalism and mutual trust

Knowledge and understanding 
You will need to know and understand:

General knowledge and understanding
1.	� The difference between influencers and decision makers 

and their relative roles in the decision-making process

2.	� The key stages in the sales cycle, and how to use this 
effectively in structuring the sales approach

3.	� The importance of listening effectively, and of 
confirming understanding

4.	� The importance of effective questioning techniques 
and how to use these

5.	� The difference between features and benefits, and 
how to use these effectively in selling

6.	� The typical range of behaviours displayed by 
customers, including body language, and how to 
respond to these constructively in a sales situation



F
19

Achieving results
Sell products/services to customers

7.	� Typical objections that can arise in a selling situation, 
including the difference between sincere and insincere 
objections, and how to manage these effectively

8.	 Effective methods for closing sales

Industry/sector specific knowledge and 
understanding
1.	� Legal, regulatory and ethical requirements impacting 

upon selling in your sector

Context specific knowledge and 
understanding
1.	� Your organisation’s sales plans and objectives, 

including its target market, key customers and their 
requirements from your products/services

2.	� Your organisation’s products/services, and their 
features and benefits

3.	� Your organisation’s structure and lines of decision-
making

4.	� Competitor sales activities, and key features of their 
products/services

5.	� Your own sales targets and plans for achieving these

6.	 Y�our organisation’s sales process and procedures, 
including recording requirements

7.	� Available literature and materials to support the  
selling process




