We've always got a
smile for them.

See the back page for
a checklist for
professional behaviour. e

Rules for professional external
communication

Telephone etiquette

PD 0758.0300.62

@ When you answer calls, first state the company name and then your own,
and do so in a gentle and friendly tone that makes the caller feel welcome.

@ Be creative and seize the initiative when you cannot assist the caller
yourself. Transfer the caller to someone who can. Learn how to use the
features of your telephone system (callback, conference calling) to your
and the caller’s benefit.

# Record a persanal message on your answering machine and update it
regularly so that it's always current. If you're not going to be available at
your stationary number for an extended period of time, the caller needs
to be informed. Or forward your line to a colleague or to your mobile
phone number.

@ Take calls for colleagues who are not available.

E-mail

@ Asa general rule, you should reply to e-mail queries within two working
days. Responding immediately creates a positive impression and wins
favour.

@ Activate your out-of-office agent if you will be away for several days or
cannot replicate your mail database. And, if necessary, redirect your
e-mail to a colleague.

@ Configure your e-mail to append your personal signature to outgoing
messages.

General behaviour

@ Communication with customers is never a waste of time, even if your
time is very precious! Always make the other party feel they are impor-
tant and receiving your undivided attention. This may require a bit of
patience.

@ Be receptive, honest and obliging in what you say. Keep your promises.

@ [f faced with the choice of handling a pending query or completing a
routine task, the query should usually come first. Since time is money, the
customer appreciates being treated with top priority.

4 Proactive communication is respected even if the message is unpleasant.
Actively pass on information before the other party, who may already be
in a negative frame of mind, has to request it.

ROHDE&SCHWARZ

Rohde & Schwarz GmbH & Co. KG - MiihldorfstraBe 15 - 81671 Miinchen - Germany

2@
O

Customers can have
a thousand faces...

ROHDE&SCHWARZ


Verwendete Mac Distiller 5.0.x Joboptions
Dieser Report wurde automatisch mit Hilfe der Adobe Acrobat Distiller Erweiterung "Distiller Secrets v1.0.5" der IMPRESSED GmbH erstellt.
Sie koennen diese Startup-Datei für die Distiller Versionen 4.0.5 und 5.0.x kostenlos unter http://www.impressed.de herunterladen.

ALLGEMEIN ----------------------------------------
Dateioptionen:
     Kompatibilität: PDF 1.3
     Für schnelle Web-Anzeige optimieren: Ja
     Piktogramme einbetten: Nein
     Seiten automatisch drehen: Nein
     Seiten von: 1
     Seiten bis: Alle Seiten
     Bund: Links
     Auflösung: [ 144 144 ] dpi
     Papierformat: [ 842 1191 ] Punkt

KOMPRIMIERUNG ----------------------------------------
Farbbilder:
     Downsampling: Ja
     Berechnungsmethode: Bikubische Neuberechnung
     Downsample-Auflösung: 144 dpi
     Downsampling für Bilder über: 216 dpi
     Komprimieren: Ja
     Automatische Bestimmung der Komprimierungsart: Ja
     JPEG-Qualität: Maximal
     Bitanzahl pro Pixel: Wie Original Bit
Graustufenbilder:
     Downsampling: Ja
     Berechnungsmethode: Bikubische Neuberechnung
     Downsample-Auflösung: 144 dpi
     Downsampling für Bilder über: 216 dpi
     Komprimieren: Ja
     Automatische Bestimmung der Komprimierungsart: Ja
     JPEG-Qualität: Maximal
     Bitanzahl pro Pixel: Wie Original Bit
Schwarzweiß-Bilder:
     Downsampling: Nein
     Komprimieren: Ja
     Komprimierungsart: CCITT
     CCITT-Gruppe: 4
     Graustufen glätten: Nein

     Text und Vektorgrafiken komprimieren: Ja

SCHRIFTEN ----------------------------------------
     Alle Schriften einbetten: Ja
     Untergruppen aller eingebetteten Schriften: Ja
     Untergruppen bilden unter: 100 %
     Wenn Einbetten fehlschlägt: Abbrechen
Einbetten:
     Immer einbetten: [ ]
     Nie einbetten: [ ]

FARBE(N) ----------------------------------------
Farbmanagement:
     Farbumrechnungsmethode: Alle Farben zu sRGB konvertieren
     Methode: Standard
Arbeitsbereiche:
     Graustufen ICC-Profil: Adobe Gray - 20% Dot Gain
     RGB ICC-Profil: sRGB IEC61966-2.1
     CMYK ICC-Profil: COMMSPE_POS_PA1 glossy PO4
Geräteabhängige Daten:
     Einstellungen für Überdrucken beibehalten: Ja
     Unterfarbreduktion und Schwarzaufbau beibehalten: Ja
     Transferfunktionen: Beibehalten
     Rastereinstellungen beibehalten: Ja

ERWEITERT ----------------------------------------
Optionen:
     Prolog/Epilog verwenden: Nein
     PostScript-Datei darf Einstellungen überschreiben: Nein
     Level 2 copypage-Semantik beibehalten: Ja
     Portable Job Ticket in PDF-Datei speichern: Nein
     Illustrator-Überdruckmodus: Ja
     Farbverläufe zu weichen Nuancen konvertieren: Nein
     ASCII-Format: Nein
Document Structuring Conventions (DSC):
     DSC-Kommentare verarbeiten: Ja
     DSC-Warnungen protokollieren: Nein
     Für EPS-Dateien Seitengröße ändern und Grafiken zentrieren: Ja
     EPS-Info von DSC beibehalten: Ja
     OPI-Kommentare beibehalten: Nein
     Dokumentinfo von DSC beibehalten: Ja

ANDERE ----------------------------------------
     Distiller-Kern Version: 5000
     ZIP-Komprimierung verwenden: Ja
     Optimierungen deaktivieren: Nein
     Bildspeicher: 524288 Byte
     Farbbilder glätten: Nein
     Graustufenbilder glätten: Nein
     Bilder (< 257 Farben) in indizierten Farbraum konvertieren: Ja
     sRGB ICC-Profil: sRGB IEC61966-2.1

ENDE DES REPORTS ----------------------------------------

IMPRESSED GmbH
Bahrenfelder Chaussee 49
22761 Hamburg, Germany
Tel. +49 40 897189-0
Fax +49 40 897189-71
Email: info@impressed.de
Web: www.impressed.de

Adobe Acrobat Distiller 5.0.x Joboption Datei
<<
     /ColorSettingsFile ()
     /LockDistillerParams true
     /DetectBlends false
     /DoThumbnails false
     /AntiAliasMonoImages false
     /MonoImageDownsampleType /Bicubic
     /GrayImageDownsampleType /Bicubic
     /MaxSubsetPct 100
     /MonoImageFilter /CCITTFaxEncode
     /ColorImageDownsampleThreshold 1.5
     /GrayImageFilter /DCTEncode
     /ColorConversionStrategy /sRGB
     /CalGrayProfile (Adobe Gray - 20% Dot Gain)
     /ColorImageResolution 144
     /UsePrologue false
     /MonoImageResolution 1200
     /ColorImageDepth -1
     /sRGBProfile (sRGB IEC61966-2.1)
     /PreserveOverprintSettings true
     /CompatibilityLevel 1.3
     /UCRandBGInfo /Preserve
     /EmitDSCWarnings false
     /CreateJobTicket false
     /DownsampleMonoImages false
     /DownsampleColorImages true
     /MonoImageDict << /K -1 >>
     /ColorImageDownsampleType /Bicubic
     /GrayImageDict << /HSamples [ 2 1 1 2 ] /VSamples [ 2 1 1 2 ] /Blend 1 /QFactor 0.9 >>
     /CalCMYKProfile (COMMSPE_POS_PA1 glossy PO4)
     /ParseDSCComments true
     /PreserveEPSInfo true
     /MonoImageDepth -1
     /AutoFilterGrayImages true
     /SubsetFonts true
     /GrayACSImageDict << /VSamples [ 1 1 1 1 ] /HSamples [ 1 1 1 1 ] /Blend 1 /QFactor 0.15 /ColorTransform 1 >>
     /ColorImageFilter /DCTEncode
     /AutoRotatePages /None
     /PreserveCopyPage true
     /EncodeMonoImages true
     /ASCII85EncodePages false
     /PreserveOPIComments false
     /NeverEmbed [ ]
     /ColorImageDict << /HSamples [ 2 1 1 2 ] /VSamples [ 2 1 1 2 ] /Blend 1 /QFactor 0.9 >>
     /AntiAliasGrayImages false
     /GrayImageDepth -1
     /CannotEmbedFontPolicy /Error
     /EndPage -1
     /TransferFunctionInfo /Preserve
     /CalRGBProfile (sRGB IEC61966-2.1)
     /EncodeColorImages true
     /EncodeGrayImages true
     /ColorACSImageDict << /VSamples [ 1 1 1 1 ] /HSamples [ 1 1 1 1 ] /Blend 1 /QFactor 0.15 /ColorTransform 1 >>
     /Optimize true
     /ParseDSCCommentsForDocInfo true
     /GrayImageDownsampleThreshold 1.5
     /MonoImageDownsampleThreshold 1.5
     /AutoPositionEPSFiles true
     /GrayImageResolution 144
     /AutoFilterColorImages true
     /AlwaysEmbed [ ]
     /ImageMemory 524288
     /OPM 1
     /DefaultRenderingIntent /Default
     /EmbedAllFonts true
     /StartPage 1
     /DownsampleGrayImages true
     /AntiAliasColorImages false
     /ConvertImagesToIndexed true
     /PreserveHalftoneInfo true
     /CompressPages true
     /Binding /Left
>> setdistillerparams
<<
     /PageSize [ 595.276 841.890 ]
     /HWResolution [ 144 144 ]
>> setpagedevice


A thousand faces — but just one need

[t's actually quite simple: Since all of us are often customers
in our personal and professional lives — whether we're buying
a washing machine or requesting service from another
department — we have a good sense of what a customer
wants. And that boils down to just one thing: satisfaction. We
want to feel that our decision was the right one. Such a feel-
ing is possible only if a purchase is not marred by negative
experiences. A discourteous salesperson, poor service, a hot-
line that's always busy, unreturned calls — to tolerate such
things, you've got to have very good reasons for nevertheless
purchasing the product from this particular supplier. But you
will hardly be inclined to come back. You understand these
things all too well: A good product in itself is not enough —
it's the complete package that counts. You know it's always
possible to look elsewhere.

Imperious kings versus reputable vendors

Imagine that you're standing at the base of a massive, fore-
boding castle. The drawbridge is up, and not a soul in sight
on the battlements or runways. From time to time, a crate
comes crashing down in front of you from a hidden trapdoor.
Otherwise, there’s no sign of life. Your calls for entry go
unheeded. You then decide to go to the nearby village, where
you discover it's market day. You go up to an inviting-looking
stand. The vendor, busy with a handful of paperwork, immedi-
ately drops everything to help you with a smile. You take a
look at the goods and pick out something you like. The vendor
obligingly wraps your purchase and throws in some sweets as
well. You leave in harmony.

One thing is obvious: The proud, dismissive “production king”
cannot be our role model. Rather, we should emulate the
courteous and attentive vendor. But we must be consistent
and make sure that our attitudes and behaviours in no way
harbour the idea that the walls of our business premises pro-
tect us from the adverse conditions of the outside world. For
example, if a caller dials your number by mistake, you become
the center of his attention, because, for him, you are Rohde &
Schwarz, and he expects and deserves to be treated profes-
sionally! Or what about that e-mail query you received six
days ago? Even though you may choose just to ignore it and
eventually delete it, the per-
As a Rohde & Schwarz
employee, you are an

son who sent it knows that
he sent it and never received

ambassador of the company and,  a reply!
in addition to your regular duties,

you will occasionally find yourself

wearing the hat of sales represen-

tative, consultant or telephone
operator. Changing the corporate

culture

means adopting this attitude

Copernicus in the
workplace

at Rohde & Schwarz

Centuries ago, people

yourself. believed that the earth was

the center of the universe.

Then Copernicus came along
and proved otherwise, which meant that people had to take a
more modest view of themselves and realize that things were
not as secure as they once believed. If we transfer this revolu-
tion in perception to today's market situation — certainly a
bold step — we must view ourselves as the earth and the cus-
tomer as the sun. In the old way of thinking, the customer
had to patiently revolve around us and hope for instruments
to be parcelled out. Even if that's not entirely true, we still
have to change our view of things quickly! The sun belongs at
the center of our focus, and we and our competitors are com-
pletely dependent on its gravitational force and energy. If we

apply this new way of thinking to a few dearly held views of

the world, the market suddenly seems a little less comforting:

@ Comfortable view:

The customer is dependent
on us.

The customer disturbs our work.

e Reality:

We are dependent on the
customer.

The customer pays for our work.

The customer is an outsider.

The customer is at the center
of everything we do.

We do customers a great favour — Customers do us a great favour
by providing them with service.

by allowing us to serve them.

Comfortable or not, you can't escape reality by sticking your
head in the sand. Thus, let’s ally ourselves with our customers
and make our own job satisfaction dependent upon theirs!
Any loss of comfort will be offset by a commodity that we at
Rohde & Schwarz are particularly receptive to: outstanding
success!

Minor adjustments yield great rewards

Your customer load is so heavy that you could be a
weightlifter. You're spending more time on the road than at
your “home” desk. Yes, there’s no doubt that many of our
employees are intimately familiar with the global market.
However, customer surveys have revealed that our response
quality as a whole is perceived as being below the level we
owe ourselves and our customers. Yet we could quickly reme-
dy this shortcoming if every employee followed a few simple
rules and remained consciously committed to increasing cus-
tomer satisfaction. The back page of this brochure provides a
checklist for professional behaviour that will help us reach
this goal.



