Wow Your Customers:
Keys For Delivering Great
Customer Service

by DENNIS SNOW and TERI YANOVITCH

Most people can recall many
examples of poor customer
service. Whether it’s the help desk
employee who puts you on hold
for 20 minutes or the store cash-
ier who engages in a personal con-
versation instead of ringing up
your purchase, poor customer ser-
vice can make people feel frustrated
and vow never to do business with
that company again.

On the other hand, great ser-
vice feels like a gift. It makes us
want to continue to do business
with an organization over the long
haul. And that alone is the secret
to business success — retaining
customers by providing great cus-
tomer service. With so much
competition out there, customer
loyalty is the single most impor-

tant attribute your business can
have. You achieve loyalty by do-
ing “the little things” that make
customers want to deal with you
again and again and recommend
you to their friends.

The real difference is how a
business makes their customers
feel. If customers feel valued,
most will remain loyal. If they feel
under-valued, sooner or later they
will defect to a competitor.

Several reasons why customers
defect from a company exist. The
customer may move away, a Com-
petitor may lure them away or
they may leave because they are
unhappy with the product. How-
ever, a recent study found that a
whopping 68% of customers who
defect do so because of poor ser-

The term “customer service” evokes different images in people’s minds.
One image could be that of friendly, smiling, helpful employees who go
out of their way to serve you. Or it could be the opposite — indifferent,

unfriendly employees who can’t wait for you to leave or hang up the phone.

vice. That’s a sobering statistic.
The study further noted how cus-
tomers defined poor service: “an
attitude of indifference on the
part of employees.” So, while bad
service certainly causes custom-
ers to leave, indifferent service
can be just as detrimental.

With every two out of three
customers citing poor customer
service as a reason for leaving, what
can your company do to achieve
customer loyalty? Assuming your
business products and prices are
competitive, you need to focus on
providing superior customer ser-
vice in order to gain loyalty. To
do that, here are three simple
steps to help you make sure your

customers stay with your company:
* Look through the “lens of the
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customet.” No matter what indus-
try you're in, chances are that you
interact with customers at some
level. Realize that customers can
be shoppers at a store, patrons at
a bank, patients of a doctor, cli-
ents of a lawyer or even other
businesses as a whole. Because
customers have their choice of
where to obtain goods or services,
the business has to convince the
customer that they truly care. An
engaged, caring employee raises
the customer’s confidence that
the business is looking out for the
customer’s interests.

When that employee suggests
a new product or service, the cus-
tomer trusts that his or her best
interest is at heart. On the flip
side, if the customer senses a lack
of caring, he or she will question
the motives behind any recom-
mendations.

Every business has its jargon,
so be careful to speak in a lan-
guage that customers understand.
Successful businesses speak the
language of the customer, not the
language of their own industry.
Take, for example, the banking
industry. Would a young couple
buying their first house be look-
ing through the same lens as a
customer who buys and sells real
estate for a living? Of course not.
That young couple purchasing
their first house is excited and
nervous — that is the lens with

Anything that sticks out as “wrong”
becomes an intrusion on the customer
experience. These intrusions add up and
result in customer concern.

which they are experiencing this
purchase. Therefore, they need
loan officers who are excited for
them, who explain the terms in
everyday language and who pro-
vide information that will make
their buying experience easier. A
bank that shows that level of care
is likely to earn that young
couple’s ongoing business.

The same applies for customer
complaints, which can be frustrat-
ing for customers and employees
alike. As employees, we often can’t
understand why a customer is
making such a big deal about a
particular issue. Didn’t the cus-
tomer read the contract? (Probably
not.) Doesn’t the customer under-
stand that researching a problem
takes time? (No. They don’t.)

Remember, it’s not the cus-
tomer’s job to see through the
business’s lens; it’s the business’s
job to see through the customer’s
lens and show an understanding
for the customer’s frustration.

Next time you are working with
a customer, stop and ask yourself:
“Am I seeing this experience
through the customer’s lens?”

* When it comes to a company’s
environment, recognize that “ev-
erything speaks.” Imagine visiting
a fine restaurant for a special oc-
casion. You've been looking for-
ward to the meal and you've heard
good things about the restaurant.
Then imagine noticing something

...it’s not the customer’s
job to see through the
business’s lens; it’s the

business’s job to see through
the customer’s lens....

crusty dried to your silverware
and old lipstick marks on your
water glass. Wouldn’t you begin
worrying about the cleanliness
and quality of everything else in
the restaurant? Everything speaks!

Now imagine a customer enter-
ing your place of business. She
notices trash in the parking lot.
When she enters the reception
area, she sees delivery boxes
stacked by the receptionist’s desk.
She sees employees standing
around eating and having per-
sonal conversations. All this de-
tracts from your business’s image.
It either consciously or uncon-
sciously raises the customer’s an-
tennae and makes her question,
“Do I really want to spend my
money here?”

The “everything speaks” phi-
losophy means that all employees
understand that even the “little
things” count. So pay attention to
everything, including whether the
physical environment is neat and
clean, whether all necessary sup-
plies are available and whether
the employees are dressed appro-
priately. Anything that sticks out
as “wrong” becomes an intrusion
on the customer experience.
These intrusions add up and re-
sult in customer concern. On the
other hand, when customers
sense an atmosphere of profes-
sionalism, care and order, they
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feel a sense of confidence.

How many times have you seen
employees in a business walk right
by trash on the floor or a display
that has been bumped out of
alignment? Employees who un-
derstand that everything speaks
will take a moment to pick up
some wadded paper and
straighten the display because
they know that such behaviors
have a direct impact on the cus-
tomer experience. Take a moment

to think about your company’s
environment. Since everything
speaks, what are the details say-
ing about your organization?

* Create customer “wows.”
Small gestures can create cus-
tomer wows. Walt Disney World
housekeepers have a tough job.
Cleaning up after people on va-
cation is a challenge. Even in such
a challenging job, housekeepers
will do little things that make
Disney guests say, “Wow.” For ex-
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ample, while spending a day in the
Magic Kingdom, children will of-
ten leave their stuffed Disney
characters in their hotel room.
Housekeepers have been known
to position the characters with
playing cards in their hands or
tuck the characters into the
children’s bed to create a moment
of magic.

Employees can do many things
to create wows. Remembering a
customer’s name is a huge wow,
as it creates a feeling of family.
Letting a customer know that
another product may better meet
their needs is another wow. Some
wows are small and some are
large, but make no mistake about
it — wows add up.

One of the most powerful ways
to create wows is to share best
practices with fellow employees.
Hold a company meeting so em-
ployees can share things that they
have done that dazzled custom-
ers. Just talking about these be-
haviors increases the likelihood
that others will adopt some of the
practices or create new ones of
their own. It is also likely that
some wows can become standard
procedure, whether it’s a grocery
store bakery handing out fresh-
baked cookies to children or a
vendor buying lunch once a
month for salespeople.

Next time you’re helping a cus-
tomer, ask yourself, “Will my be-
haviors make this customer say or

think, ‘“Wow’?”

Take Action Now

Excellent service is not about
policy manuals. Excellent service
is about excellent behaviors.
When employees focus on excel-
lent service, the results can be
magical. Customers are happy,
employees are happy and share-
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holders are happy. Everyone wins. employee to internalize the above principles, your company will
The key is to make service excel- steps so they become habits. achieve the most powerful result of
lence a habit. Encourage every When employees focus on these all — intense customer loyalty. (3
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