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Introduction

Throughout my career customer service has been the backbone of what |
have accomplished. My career started in customer service. | have cometo
the realization that customer service is not just in business but in our daily
lives. We as people living in thisworld are either recipients or givers of
customer service daily.

| have wanted to create an ebook for several months on effective customer
serviceto apply in business. | wrote some articles which are present in the
material that follows but | was missing important pieces | felt necessary to
share in an Ebook.

This Ebook is a compilation of many articles, some written by me, and also
some from authors on free article submission websites. Sincel believe
customer service is ongoing everyday and is constantly adapting as the
world is changing, | will not state that this ebook is the complete manual on
customer service but it offers good material for a starting point in building a
strong service-oriented department or company.

It is my hope that the articles represented will help you to succeed in aworld
where the “ Customer is King”!

My best to you as you strive to create a“Wow” experience for your
customers.

Carole DeJarnatt
Alliance Advisors, Inc.



Customer Service For Huge Profits

By: Christos Varsamis

Customer serviceisthe most vital asset for a Business, whether it is online or offline. It'sthe
critical factor which determines if your business has afuture or not. There are two vital
components to every interaction you have with a customer:

1) The purchase or transaction
2) The relationship

In order to distinguish yourself among your competition, providing just good service is not
enough. Y our competitors do the same. Y ou must provide EXCELLENT service. That will
happen if you follow these rules:

a) Solve your customer’s problems as fast as you can without
Hassles.

b) Y our employees should know their stuff and should be
well-trained.

¢) Treat customers with respect, a quick response, and
appreciation.

d) Authorize employees to provide as accurate information as
they can and make things happen for customers.

€) The customer should leave with a positive feeling.

One of the most serious problems corporations and small business deal with customersisthe
defection effect. It isthe silent process where the customer takes his business from you and starts
dealing with your competition. This happens without yelling or showing disappointment for your
service up-front.

That process applies to many industries and trade sections. It's an epidemic. The cure hereisto
do the best you can in order for the customer to come back again and again. Most of your profits
will come from few large accounts ordering continuously.

It iswith these kinds of customers you should focus your efforts and customer service. For
example you could create atoll free call line 24/7 for tiding your large firms you do business
with.

On the other hand, that does not mean that you should leave your small clients “out in the cold”.
Supporting them isimportant too. Imagine what would happen if alarge customer stops working
with you? What do you think the consequences for your company would be if you leave your
small customers?

Of course it costs less keeping a customer who makes revenue by continual orders than chasing
and finding new clients. It’s not a secret the 80/20 rule, meaning that 80% of your profits will be
produced from the 20% of your clients. The rates of course are not absolute, it could be 98% to
2%. Therearered lives

examples for these rates.



After all, the most effective advertising in the business world is the "word-of-mouth advertising.”
It is so effective because the testimonials gain you trust, which means the happy client has no
self-interest causes for proposing a particular firm to his friend. This can be accomplished if you
have provided

exceptional serviceto your clients.

Another important factor of a great customer service isthat it has to be countable. For example:
“You must answer the phone fast” doesn’t mean anything. On the contrary: “Y ou must answer
the phone sooner than the third ring” is an accurate customer service rule.

Finally, one of the most important leapsin customer service we can find in today’ s business
world isthe individual section mindset most of the companies follow. That means the interactions
between the different sections of the company (Sales/Telemarketing, Shipping, Technical

support, Credit/Collections, Order processing) do not function as ateam but more often as
individual sectors of the firm.

The most discouraging feeling for a customer is dealing with more departments with lack of
critical information between them and not being able to find a solution to the problem.

About the Author: Christ’s Varsitiesis a Business writer,

creator and owner of the http://www.settinglifegoals.com &
http://www.fastprofitbiz.com. Sign for your 7 day FREE e-course "
How to TRACE the Ideal business Opportunity.

Source: http://www.isnare.com



Calculating the Cost of Poor Customer Service

By: Carole DeJarnatt

Have you ever thought about how much money has been lost due to poor customer service? Isit
happening within the organization you are affiliated? Or perhaps you are the owner and are not
aware of the practices of your employees.

A few months ago | had decided to purchase a new laptop. Being a business owner and from a
small town, | try to frequent the local businesses if they have what meets my needs. This
timeframe happened to be the week after Christmas so | am thinking there are lots of sales going
on and | should be able to purchase something at a decent price. | tried the local store that
claimed to have new computers and |aptops.

| decided to call first so | could talk with someone on the telephone. An answering machine
answered the telephone and informed “they were busy with a customer and would return the
call.” | did not leave amessage. | tried again an hour later and the same scenario. Finally on the
third call | left a message stating “1 wonder how many customers you have lost due to no
response.” | did not leave any contact information. Later that day | decide to drive to the store
sinceit was only afew miles from my home. When | arrived at the store, | find out the store is
not open at all. It was closed for the week!

To say theleast | did not purchase my laptop from this store, nor will | purchase from them in
the future. | did send them aletter notifying them of situation that occurred and how | could help
them improve on their services. | never heard from them.

What do you think this cost that company? | spent approximately $700 on my computer, but was
| the only customer that tried to contact them that week? Probably not. Being the only local
store to have the services and items they claim to carry, there were probably some inquiries.

In my opinion, this company could be more appealing than the Best Buys and Circuit City’s of
theworld. Being alocal company, they have the opportunity to show their customer they are the
one stop shop for all their computer needs with the home town appeal. | much prefer to buy
from alocal company than one of the bigger ones when their customer service is the personal
touch. All of uswant the personal touch when dealing with companies and | believe the smaller
business has the greatest opportunity to apply and show they care.

The big companies aso have the opportunity for personal touch but | have not come across one
yet that does it well. Customer service is so important, no matter whether you are big or small.
People want to buy from companies they know who will take care of them but also care about
them. It isnot about what they do but it is about what they do for you! Take care of your
customers everyday asif it weretheir birthday! Do we not try to be nice to people on their
birthdays if we are aware?

About the author:

Carole DeJarnatt is the President of Alliance Advisors, Inc., abusiness advisory and coaching service for
development and implementation of strategies to grow and enhance businesses for greater successin their
future. For more information, visit the company website at www.AllianceAdvisorslnc.com.




The 7 Principles of Business Integrity

By: Robert Moment

If you have integrity, nothing else matters. If you don’t have integrity, nothing else matters. --
Alan K. Simpson

If | wereto ask you what attribute is the most influential in regard to the success of a business, would
you know immediately which oneis the most important? Based on my

many years as a business owner and entrepreneur, | have discovered that at the very top of thelist is
the distinguishing quality of integrity.

Without integrity at the helm of a company, a business is usualy short-lived. In fact, when business
integrity is present throughout the deepest layers of acompany and not just at its surface, it becomes
the heart and soul of the company’s culture and can mean the difference between a company that
succeeds and a company that falters.

The Internet’ s Immeasurable | mpact on the Marketplace!

The importance of integrity has always existed among the business community, but in recent times has
been shown asfalling short. It isthe Internet’s immeasurable impact on

the global marketplace that is now making the expression of integrity, reliability and credibility
extremely important.

Furthermore, the consequence of global competition means that customers will simply not consider a
company that shows any less than the highest level of integrity. Since there is awealth of competitive
companies easily available and accessible via the Internet, thereisin fact no need to accept anything
less than the best.

Where Does Integrity Start?

In an effort to build upon a foundation of integrity, the first requirement would be to establish
excellent rapport with clients. Based on many years of study, the best and

most practiced method for achieving rapport is by way of Relationship Marketing. Just as it sounds,
Relationship Marketing is founded on the single and most critical

characteristic, known as “Integrity.” However, achieving true integrity with clients often leaves many
an entrepreneur bewildered, grasping for techniques and strategies that guarantee their futures. But
integrity is not something that can be grasped and then simply used.

Integrity in its essence must be so ingrained within the nature of an individual, its company and the
team members, that it remains steadfast no matter what. Without question, others senseit and find it
very attractive.

The True Nature of Integrity!

Now you are probably asking yourself, what is the true nature of integrity? There are in fact some
very basic principles that surround the qualities of business integrity. At its core, integrity begins with
acompany leader who understands the qualities of integrity which then filters down throughout the
company into every department and every member’s approach and attitude.



In recent research performed by the Institute of Business Ethics- an organization which is among the
world’s leaders in promoting corporate ethical best practices, it was found

that companies displaying a*“ clear commitment to ethical conduct” almost invariably outperform
companies that do not display ethical conduct. The Director of the Institute of

Business Ethics, Philippa Foster Black, stated: “Not only is ethical behavior in the business world the
right and principled thing to do, but it has been proven that ethical

behavior pays off in financial returns.” These findings deserve to be considered as an important tool
for companies striving for long-term prospects and growth.

The following 7 Principles of Business Integrity are the basics of integrity and a good starting off
place to consider. By integrating each of these principles within a company environment, the result
will be nothing short of amajor rebirth of the enterprise.

Principle #1. Recognize that customers/clients want to do business with a company they can trust;
when trust is at the core of acompany, it is easy to recognize. Trust defined is
assured reliance on the character, ability, strength, or truth of abusiness.

Principle#2: For continuous improvement of a company, the leader of an organization must be
willing to open up to ideas for betterment. Ask for opinions and feedback from
both customers and team members and your company will continue to grow.

Principle #3: Regardless of the circumstances, do everything in your power to gain the trust of past
customer’s and clients, particularly if something has gone awry. Do what you
can to reclaim any lost business by honoring all commitments and obligations.

Principle#4. Re-evauate al print materials including small business advertising, brochures and
other business documents making sure they are clear, precise and professional; most important make
sure they do not misrepresent or misinterpret.

Principle #5: Remain involved in community-related issues and activities thereby demonstrating that
your business is a responsible community contributor. In other words, stay involved.

Principle #6: Take a hands-on approach in regard to accounting and record keeping, not only as a
means of gaining a better feel for the progress of your company, but as a resource for any
“questionable “ activities; gaining control of accounting and record keeping allows you to end any
dubious activities promptly.

Principle#7: Treat others with the utmost of respect. Regardless of differences, positions, titles, ages,
or other types of distinctions, always treat others with professional
respect and courtesy.

Whileit is most certainly an integral and positive step for a small business to recognize the
significance of integrity asatool for achieving its desired outcomes, that is only

the beginning. What must truly be recognized for true successis that while certain precise universal
principles lead to business integrity, it isin the overall mindset of the company and the unfailing
implementation of these key elements that an enterprise istruly defined. A small business that instills
a deep-seated theme of integrity within its strategies and policies will not only be evident among
customers, associates and partners, but its overall

influence cannot help but to result in a profitable, successful company. By recognizing the value of
integrity, and following each of the aforementioned 7 principles for

achieving integrity, your success cannot be far off.



About theauthor:

Robert Moment is a best-selling author, business coach, strategist and the founder of The Moment
Group, a consulting firm dedicated to helping small businesses win federa

contracts. He just released his new book, It Only Takes a Moment to Score, and recently unveiled Sell
Integrity, a small business tool that helps you successfully sell your

businessidea. Learn more at: http://www.sellintegrity.com.

or email: Robert@sellintegrity.com.

Article Source: http://EzineArticles.com/?expert=Robert Moment
http://EzineArticles.com/?The-7-Principl es-of -Business-I ntegrity & i d=636




Learning Customer Service

By: Carole DedJarnatt

My entire career has revolved around customer service in one way or another. Inthe
beginning stages | was a receptionist and administrative assistant. Much as| hate to
admit it, at 19 yearsold | did not know what was meant by customer service; nor did |
care. All | wasinterested in was the weekly paycheck. That wasin 1980; my
understanding of “customer service” began then and is till evolving today.

Over the years the words “ customer service” have become meaningless buzz words in
our language. Everyone professes to have the best service and utilize it, but, if your
experiences are anything like mine, there are some peopl e that are less than truthful to
themselves and to their customers. In today’s society of multiple retailers,
manufacturers, professionals, service organizations, and others, all offering the same
commodities and services, it is essential to know what customer service isand apply itin
your business effectively.

Some of our best learning comes from experience. If you have calculated correctly you
will have determined | have approximately 27 years of experience behind me. Some
were good and others not so good, but | did learn from them either way. Here is some of
what | have compiled over the years:

1. TheGolden Rule—Do unto others as you would have them do unto you.
Everyone has heard this at one timein their life or another, but it appliesin
every walk of life.

2. Follow through on commitment and give mor e than expected---Never
commit to more than you can achieve, and aways give more than is expected.
| recently ate at a new sushi restaurant in Oakleaf, and, after we placed our
order, they gave us samples of other Maki rolls. They made arepeat customer
out of me. | have been back twice!

3. Givers Gain---If you have ever visited a networking group called BNI you
have heard this before. | do not belong to this group, but do believe if you give
then you will receive twice over. Whether it isin donations, sponsorships, or
free services, you will be remembered for your willingness to help.

4. Honesty and Integrity in every interaction---It makes no differenceif you
are asalesman for a big corporation, a homeless person, a business owner, or a
business advisor; no one but you controls these character traitsin your life.
Everyone wants to interact with someone they know to be truthful and
dependable with their services, whether in business or in personal life.

About the author:

Carole DeJarnatt is the President of Alliance Advisors, Inc., a business advisory and
coaching service for development and implementation of strategiesto grow and enhance
businesses for greater success in their future. For more information, visit the company
website at www.AllianceAdvisorsinc.com.




Know Me ~ Like Me; Build the Relationship

By: Carole DelJarnatt

Daily we are recipients or presenters of customer service. It does not matter whether you
are at work or play; we al utilize and experience these skill sets. A CEO of alarge
company utilizes customer service skills frequently when working with his clients and his
management team. A lady shopping for adressis arecipient of this skill set. If
effectively applied, the CEO will retain and please his client, and build camaraderie
among his management team; the lady shopping will be pleased with her experience and
return again.

What is the necessary skill set needed to achieve customer service excellence? Listed
below are some of the most effective skills needed to excel:

1. Active Listening Skills—When someone is having a conversation with you it
isvery important they feel you are paying attention. | am sure everyone has
experienced at some time or other conversations with people that are passively
listening while glancing around at other things while talking. How did you
feel? Do you think they heard you? Or perhaps you have the person who isa
constant interrupter. Another sign they are not totally focused.

2. A Passion to take care of the Customer s—It is very evident when someone
has this passion. They are totally dedicated to solving your problem and
meeting your needs.

3. Trust and Rapport Building—This skill set is not easily achieved but if you
have it you are awinner. The ability to build relationships is essential to
success in business.

4. Problem Solving—When confronted with a problem, have the skills and
abilities necessary to problem solve quickly and effectively. Some of the
abilities required to accomplish this effectively is:

a. Recognize a problem exist

b. Clearly understand the problem

c. Generate solutions

d. Implement and verification
No solution is perfect so it may require you going back through the process if
the first solution does not work.

5. Stressand Anger Control—Another skill that takes a lot of patience and
training to successfully gain the ability.

6. Telephone Etiquette—Thisisnot just for Callcenters, it isfor anyone who
utilizes the telephone. Knowing how to effectively communicate over the
telephone makes you awinner for the person on the other end of the line.

7. Communication—This skill is one of the most fundamental skills necessary
for effective customer service. It istakeslearning and patience to communicate
effectively but once you have succeeded it makes your world much easier.



Customer Service Training should be at the top of the list for companies today. All
departments who interact with a customer should be trained on effective customer service
skills. Pleasing your customer is the ultimate success in business. Retaining a customer
is much easier than searching for a replacement.

About the author:

To get your employees up-to-date on their customer service skills, contact Carole DeJarnatt of
Alliance Advisors, Inc. With ahistory in building award-winning customer service teams, she
will design atraining specifically to meet your needs. Visit the company website at
www.AllianceAdvisorsl nc.com.




Tips For Successfully Handling Customer Service Issues

By: Ntsikelelo Willis

Customer service complaints are a part of the territory when you deal with the public.
There are many reasons why you may receive a complaint; but in the final analysis, the
reasons inevitably involve an unreasonable expectation of some sort or some type of
miscommuni cation. Customer service issues can be successfully resolved if you employ
the tips outlined in this article, which allows you to stop, look, listen then act with
effective consequences.

Stop and let the customer tell you in his or her own words the problem, as they perceive
it. Observe the emotions and attitudes being exhibited as well as the environment and
surrounding. Actively listen to understand and make the customer feel heard and
respected. With these factors included in your mind-set and thinking, you can proceed to
act in effectively handling the problem, with the results being a satisfied loyal customer.

Five tips to helping you bring successful resolution to customer service iSsues.

Actively Listen

-Clarify to get under standing
-Acknowledge something happen
‘Resolve it

-Advance therelationship forward

Listening allows you to understand the matter from the customer’ s perspective, right or
wrong. Y ou get to share their thoughts, feeling, and emotions and possibly have them
even recommend a feasibly resolution, without charge. In many casesthisis al that is
required to bring a successful resolution to some situations. There was a smply
misunderstanding on someone part. The customer or sales associate allowed their
emotions or irrational reasoning to guide their judgment, so tension was created or it
somehow became personal verses staying in the business arena. It is now on your desk
and you haveto resolveit in the best interest of the customer and company.

Treat your customers with respect; listening is an excellent example of showing your
concern, compassion and respect. The customer will perceive that you and your company
care when you take the time to listen to their concern. In some instancesit will be a
legitimate issue your company needs to address. In other cases, it maybe the wrong day,
the wrong time, or the wrong people! Just like mixing fuel with flames, an accident
waiting to happen.

Listening to your customer gives them an opportunity to release some steam and get the
heat off their chest. After the customer has had an opportunity to vent, it can become ano
harm, no foul situation or let us just forgive and possibly forget, then move on with our
lives! Learn from the experience as a business and company. Once a mutual solutionis
reached, everyone usually fells better for the experience. The act of listening will alow



you to take inventory of the way you do business and possibly clear up some policies or
procedures that are outdated or couldbe deemed confusing and/ or misleading.

Clarifying the issues gives you an opportunity to understand the problem and factors that
lead to the matter being an issue that requires your attention. Think about it for a moment,
how or why would you fix something you didn’t know or think was wrong or broken.
Investing time and patience to understand the problem and factors that created the
problem istime well spent. Thisisyour chanceto right awrong or lay the foundation for
building alifetime relationship. Y ou need to be clear of the issues before you can
intelligently act on the matter.

Next, acknowledge there is an issue. Thisis not atime to point blame. It makes no
difference whose fault it was. Something is broken! You haveto fit it. If you haven't
acknowledged anything being wrong, why are you encouraged to correct anything? Point
being, you would not be face to face or in a communication fist-ti-cuff (whether verbal or
written) if everything was hunky-dory. There is a problem, and it needs your attention.
Once you acknowledge it you can then determine what level of management to direct the
matter for resolution.

In many cases the customer will have already told you how they want to see the problem
handled. As earlier stated, the matter could be as simple as one created by a
misunderstanding in communications or an unreasonable expectations from the customer.
A simple apology, shake hands and everyone walks away with the problem solved.

I’m not an advocate of retaining all of my customers. A very small percent of customers
in the marketplace are mean, rude and/ or criminal. Some customers maintain a nothing
will ever please them attitude. Others are intent on ripping you off from the moment they
walk through your doors or click on your website. They only bought your product or
serviceto useit and refund it, criminal behavior at it finest!

This being said, the vast majority of customers are honest and reasonable people. Without
them there would be no reason to be in business. Y our mission statement should include
existing, as a business to serve your customers wants needs and desires. This attitude will
allow you to seek resolutions that are perceived as reasonable and equitable in your
customer’s eyesight. It also alows you to maximize the revenue potential of the
relationship and not get blinded by the glitter of pennies. Penny-wise and pound-foolish
is not a good revenue model for long-term business success.

Some customer relationships need to be ended before they begin. DBF, Dead Before
Arrival. Itisbest for all partiesif you never meet to do business. Y ou don’t like them,
they don't like you, and it is not a good fit for either party. One excellent reason to end
these toxic relationships early is they can literally suck your energy and time, which will
take away creatively juices from other areas of your business. Look at the long-term
impact to your company and make adjustments for the grief you will experience in
accepting business from this category of customers.



There are some dollars and some customers your business could do better without. The
costs don't justify the benefits. Then there are those times when you have to make a
decision that isin the best interest of the customer, company and future business
relationships. It is so very important to understand the lifetime value of your customer to
be able to apply thislast tip with sound judgment. It is a skill to knowing when to

hold’ em and when to fold’ em.

Finally, remember it cost 5 — 10 times more to get a new customer than to retain an
existing client. A loyal customer islikely to refer othersto your product or service for
years to come. With that said, you can see why it would be logical to work to advance the
relationship forward in successfully resolving customer service issues. The proof of the
pudding isin the tasting; there was an issue, it got out of control and created a mess
between your company and the client. Y ou step up to the plate and make the client feel
important, whole and respected.

Bonus points! The client is happy and tells their friends and associates that your company
asintegrity and value their business. All because of five simple techniques that
demonstrate you care: Listen, Clarify, Acknowledge, Resolve and Advance.

Bottom-line; remember you are dealing with another human being. Somewhere there
was a breakdown in communications or they failed to get what they expected. Either way,
be willing to listen to them; understand the issues involved; recommend viable solutions
that benefit all parties and work to move your relationship with the customer to an even
higher level in your clients mind. Y our customer’s perception is their reality, it must be
changed or bad-will will continue to persist. The next time a customer complains,
remember this could be awonderful opportunity to make a new friend along with aloyal
customer.

About the Author:

Ntsikelelo is a seasoned Internet Marketer. Heisa pioneer, starting in 1995 with hisfirst
professional website. His talents include website design, marketing and SEO. Heisthe
owner and operator of three successful web properties: http://quickeasycontact.com,
http://blasttempl ates.com, and http://NeedANotary.net. Heis arecognized writer,
speaker and educator.

Source; http://www.isnare.com




Handling Difficult Customers - 8 Strategies

By: Neen James

In any business our customers are one of our most important assets. Unfortunately there are days
when not all customers want to be friendly or pleasant. On days like this, try these effective tips
to help you handle those difficult customers.

Don’t take it personally — remember when a customer complains they are unhappy with the
product or your company — not you.

Remember you are good at your job —remind yourself of the skills you have and why you are
working there. Don't allow customers to make you feel inadequate.

Write down their complaint or concern — show the customer you are listening by recording
their problem and if you are on the phone, tell the customer you are writing down all the details.

Ask a supervisor tojoin you and be part of the transaction — if the customer is becoming
more difficult, invite a supervisor to join you and the customer will notice you are treating them
as important by seeking additional help.

Debrief the situation with someone else when the customer |eaves — sometimes you may need
to talk to someone about your difficult customer to debrief and get rid of any negative thoughts
and emotions you may have —thisis avery important step.

L earn stress management techniques — thismay help you stay calm if a customer raises their
voice or becomes emotional. By learning to breath deeply, focus on the positives and also ensure
your body doesn’'t carry stress you will be able to handle these difficult customers easily.

Recognize and accept you will work with customer s who have bad days — understand when
you are working with the public some people take their bad days out on you — it is not personal.

Consider what you could do differently next time —if the customer is complaining about a
company system or process, take some time to review this and determineif this might need to be
changed. Think about the way you handled the customer and note anything you would do
differently next time.

About theauthor:

Neen isa Global Productivity Expert: by looking at how they spend their time
and energy —and wherethey focustheir attention —Neen helps people to rocket-
chargetheir productivity and performance. A dynamic speaker, author and
corporate trainer, Neen demonstrates how boosting your productivity can help
you achieve amazing things. With her unique voice, sense of fun and uncommon
common-sense, Neen delivers a powerful lesson in productivity. Find out more
at http:/ / neenjames.com/ .

Article Source: http:/ / EzineArticles.com/ ?expert=Neen James
http:/ / EzineArticles.com/ ?Handling-Difficult-Customers---8-
Strategies&id=20132




|0 Ways To Improve Your Customer Service

By: Rojo Sunsen

1. Stay in contact with customers on aregular basis. Offer them a free e-zine subscription. Ask
customersif they want to be updated by e-mail when you make changes to your Web site. After
every sae, follow-up with the customer to seeif they are satisfied with their purchase.

2. Create a customer focus group. Invite ten to twenty of your most loyal customers to meet
regularly. They will give you ideas and input on how to improve your customer
service. You could pay them, take them out to dinner or give them free products.

3. Make it easy for your customers to navigate on your web site. Have a"FAQ" page on your
Web site to explain anything that might confuse your customers. Ask them to
fill out an electronic survey to find out how make your website more customer friendly.

4. Resolve your customers complaints quickly and successfully. Answer all e-mail and phone
callswithin an hour. If possible, you the owner of the business, personally
take care of the problem. Thiswill show your customers you really care about them.

5. Make it easy for your customers to contact you. Offer as many contact methods as possible.
Allow customers to contact you by e-mail. Hyperlink your e-mail
address so customers won®have to type it. Offer toll free numbers for phone and fax contacts.

6. Make sure employees know and use your customer service policy. Give your employees
bonuses or incentives to practice excellent customer service. Tell employees to be flexible with
each individual customer, each one has different concerns, needs and wants.

7. Give your customers more than they expect. Send thank you gifts to lifetime customers. E-mail
them online greeting cards on holidays or birthdays. Award bonuses to your customers who make
a big purchase.

8. Always be polite to your customers. Use the words your welcome, please, and thank you. Be
polite to your customers even if they are being irate with you. Always

apologize to your customers should you make a mistake. Admit your mistakes quickly and make
it up to them in abig way.

9. Reward customers a point for every one dollar they spend. Let® say customers can get afree
computer for 300 points. That means customers will spend $300 dollars on
your products and services to get enough points to get the free computer.

10. Build strong relationships with your customers. Invite them to company meetings, luncheons,
workshops or seminars. Create special events for your customers like parties, barbecue®, dances
etc. Thiswill make them feel important when you include them in regular business operations and
specia events.

About theauthor:
Rojo Sunsen is a specialized bounty hunter who prefers to work quietly/confidentially for

the benefit of her clients.
Article Source: http://EzineArticles.com/?expert=Rojo_Sunsen
http://EzineArticles.com/?10-Ways-To-Improve-Y our-Customer-Service& id=123135




The Golden Rules Of Customer Service

By: Kristie Tamsevicius

Everything | know about customer service | learned from working at McDonalds as a
teenager. Hard to believe, but true! In this day of highly competitive cyber business, the
companies that will succeed will be those that offer superior customer service.

The value of alifetime customer isimmeasurable. So once you get a customer, how do you
keep him? The answer iskiller customer service! Here are some of the secrets that have made
McDonalds the successiit is today!

*Service with a Smile*

"Hi, Welcome to McDonalds! May | take your order?' Got a new prospect? Welcome him to
your business. Introduce yourself and tell about your servicesin e-mail. Let your customers
get to know you. People are more likely to do business with someone they trust. Y ou can®
overstate the importance of building strong customer relationships.

Smile when you are talking on the phone. Customers will hear the difference in your voice.
Be careful when you send e-mail. [t®easy to be misunderstood. E-mail lacks the visual and
audio cues of face-to-face communication. Y ou must make an extra effort to ensure that your
"tone" is cheerful and friendly.

Also with an e-mail, people expect aquick reply. A fast, friendly response will let your
customers know that you are working hard to keep them happy!

*Suggestive Sell *

"Would you like an apple pie with that today?" When a customer buys a service do you have
something complementary that would add value? Business folks, who are pressed for time,
will value the convenience of one-stop-shopping. Look at your line of products and think to
yourself, What can | do to make this more useful to my customers?

Isthere ahelpful article | can send them? Isthere a service that would complement my
business® other services?"

*HavetheMenu in Plain Sight!*

"What all comes in the #3 value meal?' People like to know what to expect when they order
from you. They want to know up front what things cost, how soon to expect it, etc. If a
customer doesn®see this information on your website, he just might leave. Y ou know how
nerve-racking it is buying a car when you don®know what you are going to pay or if you are
getting agood deal!

Knowledge of what to expect takes the fear out of buying.

*The Customer is Always Right*

"l@n sorry your order was wrong, how can | make it better?" Nothing isworse than a"screw
up" in an order. The best way to turn a negative into a positive is to go out of your way to
make it right and make that customer feel satisfied with the results. After you make it right,
apologize for the screw-up sincerely, and offer an incentive for him to try you again--for
example, adiscount on future service.



Everyone knows one complaint will scream louder than 30 complements. Make sure to
answer ALL complaints. Don®give anyone areason to leave and say that his or her needs
were not met.

You can learn aLOT from your customers. Make sureto LISTEN. Other customers may be
experiencing the same problem. Learn from your mistakes.

List your phone number on your web site. An angry customer wants to know that his
complaint is being heard NOW! Sending an e-mail response from the customer service
department within 24 hours might not cut it!

*Q.SC.x

Quality, Service, and Cleanliness Quality--Is there any way you could improve your service?
Do you set alevel of excellence for your products and services that you meet or beat?
Service—Do you make your customers feel like they are number one in your book? Do you
listen to customer needs and fill them? Cleanliness--Does the atmosphere of your virtual
business make customers happy and want to come back? Is your website visitor-friendly? Is
your website easy to navigate? Does it load quickly?

*Brand Awar eness/Cor por ate I dentity *

Isyour URL as memorable as those famous golden arches? Many visitors find your site not
by clicking, but by remembering your URL. Isyour URL on business cards and stationery? Is
it listed in your yellow pages ad? Keep your URL short and simple: long URL s with hyphens,
punctuation, or ones that are hard to spell won®give customers a fighting chance. Include
your company®URL and other contact information in your email signature. Does your
secretary know your URL ? The answer may surprise you!

*What isyour USP *

(Unique Selling Point)? "We®e got the best friesin town!" Tell customers right on your home
page why they should do business with you and not the guy down the cyberstreet. Tell your
visitors in one short sentence who you are, what you do, and why you are better. Will you
save them money? Can they rely on your experience? Try to list these in terms of benefit

to them, and NOT features of your product.

*Customer Appreciation *

"Thank you and come again!" Thank your customers for doing business with you. Send them
an e-mail asafollow up to seeif your product or service was what they expected. Would they
recommend you to afriend? How about a hand-written note or card to tell someone that you
value hisor her business. Thereisalot to be said for good ol d-fashioned customer service.
Treat your customers like gold and they® be customers for life. The most powerful tool in
your marketing arsenal is a customer referral. Give your customers a reason to brag about you
and you® have alot of customers knocking at your door!

About the Author:

Kristie Tamsevicius, is the author of "I Love My Life: A Mom® Guide to Working from
Home"! Thousands of aspiring entrepreneurs have used her step-by-step home business
system to earn money working from home. Get a free ecourse Home Business Success Secrets
at http://www.webmomz.com/ilovemylifel.htm.
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Have A Love Affair With Your Customers!
5 Ways to Keep your Customer Romance Bumning

By: Rosemary Rein

As| have been finalizing my chapter on "WOW! Customer Service" in the upcoming
book "Blueprint for Success and Survival" with Dr. Stephen Covey and Ken Blanchard,
(Look for in Bookstoresin 2008) | have been reviewing my field notes from working
with business clients who have successfully propelled their business from Now to WOW!
They are Businesses, large and small who have transformed their organizations and
dramatically increased their revenues by having arenewed love affair with their
customers!

Okay, let®start with the ingredients of a love affair---Y es that infatuation and head
spinning awe, personal love letters and flowers that leave you catching your breath.
Where did this incredible creature come from who seems to adore you? Now switch for
amoment and think about that couple you see, who seems to have lost the magic they
surely must have had at one time-- limiting their appreciation of each other to aonce a
year Hallmark Greeting.

When | look at businesses, with poor customer service, apathetic employees and usually a
resulting flat or declining bottom line, | see organizations that need to re-ignite their love
affair with the customer. Over the years, they have gotten comfortable with the way they
do things and accordingly have fallen into that "got to make the donuts’ rut. They have
ceased to ook at the customer experience with "brand new eyes".

So if you@e looking at your sales, your service quality and your employees grumbling
around the water cooler about everything they have to do today.....Consider these 5 ways
to " Spice up your Customer Love Life"

1. Ten Positive Customer Touch Points:  Hello! if the only time a customer hears from
you is when you send your monthly bill or there®a problem-- you®e got that Hallmark
Greeting problem. Y our customers are going to find someone (your competitor) who
"shows them the love" in a much more personal way on aregular basis. A key to
providing WOW customer service isto examine your points of customer contact and seek
10 positive communications with customers to every 1 negative touch point and yes your
invoice is considered a negative.

2. Show the Loveto Your Employees. Case studies demonstrate that the way you
"show the love" and treat your employeesis passed on to customers! Note: the principle
of 10 positive touch points applies to coaching and motivating front line customer service
employees. One good practice isfor every negative you provide to an employee be sure
you give them 10 positives as well. Nothing worse, than the boss who is always pointing
out what you do wrong versus expressing appreciation for what you do right. Has your



team gone out of it®way recently to beat a deadline or retain an account? Why not
Surprise and Romance them with 10 minute chair massages? Note: Keep in mind that in
romance, surprises are always the best, which iswhy | hate those ordinary "employee of
the month programs" that become expected, non-specia and just plain boring.

3. Examine all of Y our Love Letters and Communications to Customers. Thefirst thing
| do in working with business clientsisto look at everything their customers sees, fedls,
hears and touches with my brand new eyes. Do your client billsjust say Thank Y OU! or
do you include inspired and heartfelt appreciation of the customer®value? Does your
web-site grab them in 7 seconds? That®all the time you have! Are your marketing
materials written to appeal to al 4 personality and 3 learning styles. If not, maybe you
need to hirea"Cyrano Word Smith" to romance your customers.

4. Savethem Time and Money: There are two things that are sure-fire Cupid®arrows
with customers. Save them Time and Money and communicate how you®e doing that on
aregular basis. In business and in life, time and money are the two forms of energy we
never have enough of.

5. You know.... It®not about Y ou! Think of that blind date where the person sitting
across from you is droning on and on about themselves. Y ou want to scream "Did you
think it®not always about you? Sometimes It®about me?'. Asl review web-sites, listen
to "telephone hold messages” and review marketing materials, | am amazed how
businesses focus on their own features verses the customers needs. | was hooting and
hollering in reviewing one web-site:  The home page was a photo album titled "Thisis
where it all began” followed by baby pictures and a history of the principles. Who cares?
Thisiswhy in sales and customer service training, the skill of "listening" and "adapting
to individual customer needs and communication styles' are critical. No Bob, it®not
about you! [t®about the Customer!

So perhaps it®time to evaluate your Customer Love Life before your competitor does it
for you!

About theauthor:

Rosemary Rein, Ph.D isthe Author of "Go Wild! Survival Skillsfor Business and Life"
and the upcoming "Blueprint for Success and Survival" She speaks and consults with
business organizations 100 days a year on Now to WOW Sales and Service
transformation.

www.gowildgogreat.com

Rosemary Rein, Ph.D is an Author, Professional Speaker and founder of Costa Rica
Learning Adventures, http://www.costaricatraining.com. She lecturesinternationally and
hosts leadership and personal development retreats in tropical Costa Rica.
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Check Your Ratings: Five Ways to Gather Fesdback from Your Customer

By Carole DeJarnatt

Have you experienced exceptional customer service? How did it make you feel? | do not know
about you but it gives me awonderful feeling somebody showing they really care. When | receive
service as such, | try to let the person or manager know. Intoday’sworld it israrethat you
receive comments of satisfaction, much less for superior service.

| recently stopped at a Captain D’ s fast food restaurant in Tifton, Georgia. As my husband and |
were walking up to the restaurant, an employee was outside and greeted us with afriendly “hello”.
We walk into the restaurant and we are greeted by many friendly “hellos’. The front counter and
kitchen personnel were all wearing big smiles and welcoming faces. | asked them if a contest was
going on within the franchise system to judge who the friendliest store was. | wastold by the
order taker that it was their job to greet customersin afriendly manner everyday. | also noted as |
walked through the door, that most everyone was busy cleaning something. The counter, the
floor, the tabletops, the bathrooms; you name it the employees obviously took great pridein their
jobs and the store.

My experience at this location made me aware of how important it is that we not only give
customer service, but that we exceed our customers’ expectations. These employees exceeded my
expectation by the constant smiling faces, friendly conversations, customer care in afast food
environment, and cleanliness of the facilities. If | were that franchise owner | would be very
proud.

Where do you rate with your customer service? Some of my recommendations on evaluating
services are:

1. Do an email survey questionnaire. The answersyou receive will be a huge benefit to
you if you take heed to them.

2. Have Customer Service Representatives ask questions about the service to incoming
callers. Some people will not want to take the time but others will be glad you asked.

3. Mail asurvey via postal service. Do not leave out those who do not share the world's
enthusiasm with technol ogy.

4. Adapt your survey or phone queriesto your business model. In afranchise model,
each owner would need to adapt their efforts to how they do business. Perhaps their only
venues are fairs and festivals. Survey your customers as you supply their product.
Perhaps give them so much off if they fill out your questionnaire.

5. Becreativeand makeit fun for the customer. Thisis just another form of exceptional
customer service. How many times have you had fun telling a business what you
thought about their service?

Most companies realize the need for customer service but successful companies strive for
exceptional. Exceptional service is what makes you stand out from your competitor and if applied
effectively you will not have to worry about the competition in the future.

About the author:

Carole DeJarnatt is the President of Alliance Advisors, Inc., a business advisory and coaching
service for development and implementation of strategies for greater success in the future of
businesses. For more information, visit the company website at www.AllianceAdvisorslnc.com.
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*QOur business blog, Tips from the Biz World of Alliance
Advisors, we offer ideas and tips for success in business
practices. Each week offersideas and suggestions on
different skills and applications to apply in business to
succeed. Subscribe to the feed or get your email
subscription today .

http://allianceadvisors.blogspot.com

*The quarterly newsdletter offered by Alliance Advisors has
effective tipsto apply in your business. Sign up for your
free copy today!

http://www.AllianceAdvisorslnc.com

*Are you in search of abusiness coach to help you
effectively plan and initiate goals and projects for your
business or profession? Alliance Advisors offers atwo-
hour no obligation chat to determine if we can meet your
needs. Call today to set up your appointment.
http://www.AllianceAdvisorsinc.com
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! ! that was compiled for you to learn and

apply effective customer service skillsin your business and profession.
Forward it to your employees', customers, or boss, or anyone you think may
have an iterest. Do not alter the contents in anyway and do not use for resell
purposes or include it as part of another document or ebook.

Want to more about Alliance Advisors? Visit the company website at
www.AllianceAdvisorsinc.com. Y our SUCCess is our success!




