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“The less sad, the better.” You've heard that one
before and, no doubt, have even found
circumstances where the old axiom gpplies. One
place it does NOT apply is customer service. In
fact, the less said, the more in the dark you are.

“Seventy percent of your unhgppy customers will
never say anything. The other 30% will tel 11
people. Those 11 will each tdll five others. Counting
the origind customer, that's 67 people talking about
your incompetence. Multiply that times however
many unhappy customers are within that 30%.” --
Department of Consumer Affars and Generd
Motors

Delivering exceptiond customer sarvice is an
ongoing process, not just a one-time event. It's al
about having happy customers rather than just
satisfied customers. Your current service leves
could well be costing you business.

Companies that emphasize excdlent customer
sarvice recognize the fact that typicdly they will
spend consderably more to obtain a new customer
as they do to retain an existing one. You can lose an
exiging cusomer in a moment, where it may take
months, or even years, to find a new one. It is a
wise business owner, presdent, manager or CEO
who redizes the bendfit of training themsaves and
their employees on how to provide excdlent
customer service,

THE PRIMARY BENEFITSOF

EXCELLENT CUSTOMER SERVICE ARE:

- Referrds

- Improved attitudes interndly due to postive
feedback from customers

- Increased sdes

- Stronger bottom line

- Likelihood of more job security

The best way for you to stand out from the
competition is by providing exceptiond customer
savice on a daly bads Hee ae seven
recommendations to help you do just that:

1. TAKE OWNERSHIP OF THE
CUSTOMER. When you say you ae going to do
something, do it. Pay aitention to detals. It's
amazing how many people will work hard to get the
sde and once they do, they get lazy. Do you
continue to take care of the customer after the sale?
The more you stay on top of the details the easer
your job will be and the more content your
customer will be. It's not about making a sae; it's
about making afriend. Friendsreturn.

2. UNDER PROMISE, OVER DELIVER: Set
yourself up for success by promising a satisfactory
solution and delivering much more. If your sandard
delivery time is one week, let the customer know it
may take a week and a haf. That way when you
deliver in less time you will be giving the cusomer
excdlent service. Most people over promise and
under deliver just to make a sde. This will dmost
guarantee the loss of a cusomer. Your minimum



must be ddivery as promised; your god should be
more than that.

3. BE ORGANIZED: This smply means to be
prepared. The more prepared you are the more
you can handle the unexpected emergencies. A
more efficent sysem trandates to Qrester
profitability. Build a tickler file to keep you
reminded of where you stand with each and every
customer. Carve out a portion of every day to
keep your file current.

4. TREAT EVERY CUSTOMER WITH
RESPECT: It's amazing how many companies,
whether they are in manufacturing, retal, food
service or any other industry seem to forget that the
cusomer ultimately pays the bills. Trest eech
customer asif they are the most important person to
your business because ultimatdy, they are. You
would be astounded to know how many very

wedlthy people shop in dothing a bag lady would
rgect. Don't judge; serve. It can redlly pay off!

5. GREET EACH CUSTOMER: If you ae in
retail, when someone waks into your place of
business greet them persondly. How often have you
walked into a store only to be ignored because the
clerks were too busy catching up on the latest soap
opera? When a customer enters your place of
busness, they are your business. Research has
shown that a chearful greeting has a postive effect
on the bottom line. Sam Walton knew.

6. FOLL OW-UP: Send thank you letters or cards,
when appropriate. If you say you will cal with an
answer on a specific date, do so. Even if the only
answer you have is that you have not yet gotten the
answer. In some ingtances you will want to take
your client out for a med or send a thank you gift.
It saso agood ideato cal your customers after the
goods have been ddivered to see if the ddivery
was satidfactory and if the merchandise was al the

cusomer hoped. These little details can make dl
the difference.

7. KEEP IN TOUCH: Periodicdly, drop a line,
make acdl or emall amessage just to say hdlo. If
you find a magazine article you know would be of
interest to your customer, clip it out and send it. If
you have severd customers who would be
interested in the same article, photocopy it with a
persond note and highlight the information your
customer would be interested in. Keegping in touch
is more than smply sending a sandard holiday card
in December. Birthdays, anniversaries, graduations
are wonderful opportunities to make a contact.
Here's a warning: don't send a card or note along
with any kind of advertisng or come-on to your
busness. That's a sure way to cheagpen your effort
and dienate your customer.

How can you accomplish dl of the above and make
deding with your company a plessant and
rewarding experience? Primarily, it is about making
a commitment to excdlence. Remembering, aways,
why you are in the business you are in. Take the
time to undersand your customer's needs
completely and you will never need to search for
new customers.
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