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Six Customer Focused Strategies That Will Make
Customers Want To Do Business With You! by shep Hyken

Hereare six simple strategiesto
deliver an even higher level of ser-
vice. It dl goes back to managing
your Moments of Truth - each and
every contact you have with a cus-
tomer - and creating Moments of
Magic.

1.Benchmark withthecompe-
tition. Y oumust know how you stack
up againgt the competition. Find out
what the competition doeswell, even
better than you. Use this as the mini-
mum standard. Do not copy! Simply
use this as a dtarting point. If the
competition is doing something you
are not already doing, then figure out
how to do it even better. The bench-
mark isnot to set astandard or agoal.
It is to become the eventua starting
point on which to build.

2.Benchmark outsideyour in-
dustry. At a recent seminar | had
eight groups share the best and worst
customer service experiences they
ever had outside of their own indus-
try. There were some great stories.
What amazed me was that 90% of
them had to do with going to arestau-
rant. Thenit hit me. If we think back
to the best serviceweever had, and it
takes usto arestaurant, then why not
try and emulate what this outstanding
restaurant does for it's customers?
Look at what other industries do to
create legendary service and simply
bring their ideas to your own com-
pany.
3. Discover what you do best
and exploit it. In the process of
benchmarking with the competition,

e

his audiences.

that isjust afew of the A'sl.

About Shep Hyken

Shep Hyken, CSP is a professiona speaker and author who works
with companies and organizations who want to build loya relationships
with their customers and employees. Early in his career hewas hailed as
one of the top entertainer/magicians working the corporate field. In 1983
he made the transition from entertainer to speaker, blending his entertain-
ing talents with topics on service. His presentations focus on customer
loyalty/service, internal service and motivation. Shep combines informa-
tion and entertainment (humor and magic) to create exciting programsfor

Shep has worked with hundreds of companies and associations
ranging from "Fortune 100" size corporations to smaler organizations
with less than 50 employees. Some of his clients include American
Airlines, Anheuser-Busch, ARA, AT&T, AETNA, Abbott Labs, AIG,
Avis, Applebee'sRestaurants, Arthur Andersen, American Express - and

(CSPstandsfor Certified Speaking Professiona, andisadesignation
awarded by the National Speakers Association to individuals for certain
achievements and education in the speaking profession.)

Find out more about Shep's programs and products by reaching him at:

Phone: (314) 692-2200
Toll Free: (800) 829-3888
Fax: (314) 692-2222
E-mail: shep@hyken.com
L http://www.hyken.com y
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you may find out you do something
different or better than they do. Make
sure your customers know this. It is
oneof thereasonsto do businesswith
you.

4. Know your customers. This
sounds so smple, but so many com-
panies missthe mark. | have an exer-
cisel doat someof my seminars. | ask
theaudiencetobreak intosmall groups
and list what they think the top five
customer expectations are. Once the
answersareshared, theaudiencegets
aredlity check. Guesswhat? Almost
alwayswhat theaudiencethinkstheir
customersexpect isnot actually what
their customersreally expect. Getting
to know your customers is not that
difficult. You can hold focus groups,
informal surveys, etc.

5.Knowthevalueof your cus-
tomer, specifically thedollar value.
It may put alot in perspectivefor you.
Knowing the dollar value of a cus-
tomer will help you make decisions
about how you handle complaints,
problems, special requests, etc.

6.1nthiscuttingedgewor ldwe
livein, wemust stay up with tech-
nology. We can't be left in the dust.
Be on the cutting edge which means
taking advantage of new software,
more powerful computers and even
the internet. Faxing used to be the
communication rage. Now, it is e
mail. Who knows what is next. Stay-
ing on top of technology, insde and
outside of your industry, can giveyou
acompetitve edge.

So there you have sx smple
strategies to help you create a suc-
cessful service, sales and marketing
strategy. The customer is the reason
we arein business. Implementing the
abovestrategieswill help exceed your
customers expectations and make
them want to do business with you.



Did you know that...

(Useless but interesting
information)

Bert and Ernieon Sesame Street
were named after Bert the cop and
Erniethetaxi driver in Frank Capra's
It'saWonderful Life?

Stewardessesisthelongest word
that is typed with only the left hand?

Al Capone's business card said
he was a used furniture dealer?

If you tossapenny 10,000 times,
it will not be heads 5,000 times, but
more like 4,950? The head picture
weighs more than the tail, so it ends
up on the bottom.

Every timeyou lick astamp, you
are consuming one-tenth of acalorie?

The glue on Israeli postage
stamps is certified kosher.

Source: Thesetrivial factswere
mentioned by Mark Vittert in his
weekly column, Reflections, in S.
LouisBusinessJournal.

é )

"Motivate
employees, train
them, care about
them, and make
winners of them. At
Marriott we know
that if we treat our
employees
correctly, they'll
treat the customers
right. And if the
customers are
treated right, they'll
come back."

Bill Marriott, Jr.

CEO, Marriott

\_ Hotels )

I'm Just Doing My Job

| was recently on aflight from St. Louis to San Diego and met a flight
attendant, Susan Alvis, who was "dead heading” on our flight. (That is an
arline industry term to describe a flight attendant who is commuting to work
versus working the flight.)

Susanwasinuniform, so at first | thought shewasworking. | found it odd
that she was sitting in the seat next to me, eating a Cinnabun. (If you haven't
ever had a Cinnabun, you are missing one of life's great pleasures. It may be
the finest cinnamon sweet roll ever created by mortals.) | jokingly asked her
if shebrought enough for theentire cabin. She cut the sweet roll inhalf and told
me that she was happy to share because there was no way she could eat the
whole thing. We instantly became friends.

We dstarted talking and | found out she wasn't working. But, then a
problem arose with one of the other flight attendants. Because of an FAA
regulation, they were going to delay the flight because they were one flight
attendant short. She immediately jumped up to help, even though she wasn't
being paid. And, she offered to work the flight if they couldn't get a
replacement before the plane was schedul ed to take off.

Well, the late flight attendant made it to the plane and Susan didn't have
to work. But, | loved her attitude.

Firg, this nice woman created some goodwill with her airline when she
shared her Cinnabun. Then she exhibited anincredible team attitude when she
offered to pitch in and help her fellow flight attendants assure that the flight
would get out on time, even though she wasn't officialy "on the clock.”

When| told her how impressed | wasshesmply said, “I'mjust doing my job.”

And, did you know

that...

Shep alwayswanted to beapro-
fessional hockey player? The closest
he came was
when the St.
Louis Blues and
Chicago
Blackhawks
Alumni  alowed
one amateur to
play withthemin
a game this past
March. (That's
Shep ontheleft!)

DISCLAIMER! There may be errors in this newsletter!

Any errorsor "typo's* that you find were also found by uslessthan one hour after this newsl etter went to print. Asfar
as spelling is concerned, Mark Twain once said, "I feel bad for the man that can't spell a word more than one way." This
"disclaimer” appears each issue to remind you that no one (especially us) is perfect.




Some
Business
TIps
The Wow Factor saysto the cus-
tomer, " Wow, | wasn't expecting
that! | am glad to be doing business
with you!" Figure out waysto put the
Wow Factor into your products and
services. It could be as simple as a
follow up phonecall, athank you note

or asmall gift of appreciation. It adds
vaue to what you do or sdl.

Know your customer s. Truly under-
standing the customer meansthat you
really know what your customers
want verus what it is that you think
they want. Ask lots of questions.
Make no mistakes. And, do it right
the first time, every time!

Createapositivefirst impression.
That doesn't always mean the first
time you meet someone. It can bethe
one millionth time you meet some-
one. Creating a positive first impres-
sion smply means setting thetone for
the interaction that is to follow.

M eeting the customer s expecta-
tionsisnolonger good enough. You
must exceed expectations. Everyone
clamsto have great customer service,
and many of them do. Thekey to suc-
cess is not only to have great cus-
tomer service, but better customer
service.

DaleCarnegieoncesaid, " Remem-
ber that aman’'snameis, to him, the
sweetest and most important sound
in any language." Using aperson's
name, man or woman, is a powerful
way to build a more intimate
converstation. (Don't overuseit.)

Parable of the Mule

Thisisagreatstory.|'vereadit
inanumber of publicationsand heard
several speakersuseitintheir pro-
grams. Nobody seemstoknowwhere
itoriginated. Ifyouknow, |et meknow
and!'ll tell theworld - or at least the
subscribersto The Shepard Letter.
Enjoy!

Once there was a farmer who
owned an old mule. Oneday themule
fel into the farmer's well and the
farmer heard the mule ‘praying’ or
whatever mulesdowhenthey fal into
wells.

After carefully assessingthesitu-
ation, the farmer sympathized with
the mule, but decided that neither the
mule nor the well was worth the
trouble of saving.

Instead, he called his neighbors
together, told them what had hap-
pened and enlisted them to help haul
dirt to bury the old mule in the well
and put him out of his misery.

Initidly, the old mule was hys-
terical! But as the farmer and his
neighbors continued shoveling and
the dirt hit his back, a thought struck
him. It dawned on himthat every time

a shove load of dirt landed on his
back he could shakeit off and step up!
This he did, blow after blow. “ Shake
it off and step up... shake it off and
step up... shakeit off and stepup!” He
repeated this to encourage himself.
No matter how painful the blows, or
how distressing the situation seemed,
the old mule fought “panic’ and just
kept right on shaking it off and step-
ping up!

It wasn't long before the old
mule, battered and exhausted, stepped
triumphantly over the wal of that
well!

What seemed like it would bury
him actually helped him...al because
of themanner inwhich hehandled his
adversity.

THAT'S LIFE! If we face our
problems and respond to them posi-
tively, and refuse to give in to panic,
bitterness, or sdlf-pity ...

The adversities that come aong
to bury us may actually have theredl
potential to benefit usl “Never be
afraid to try something new. Remem-
ber that amateursbuilttheark. Profes-
sionals built the Titanic.”

——
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MOTIVATION

Another email | received in-
cludedthisgreat motivational story.
Againtherewasnoauthor mentioned
or credittoanysource. I'veheardthis
many times fromdifferent speakers
andhavealwaysenjoyedit.

One day, an expert in time man-
agement was speaking to a group of
business students and, to drive home
apoint, used an illustration those stu-
dents will never forget.

Ashe stood in front of the group
of high-powered overachievers, he
sad, "Okay, time for a quiz."

He then pulled out a one-gallon,
wide-mouth mason jar and set it on
the table in front of him. Then he
produced about a dozen fist-sized
rocks and carefully placed them, one
by one, into thejar. When the jar was
filled to the top and no more rocks
would fit ingde, he asked, "Isthisjar
full? "Everyone in the class said,
"Yes" Then he said, "Redly?' He
reached under thetableand pulled out
a bucket of gravel. Then he dumped
some gravel in and shook the jar,

causing piecesof gravel towork them-
selves down into the space between
thebig rock. Then he asked the group
once more. "Is this jar full?* By this
time, the class was on to him.

"Probebly nat," someoneansivered.

"Good!" he replied. He reached
under the table and brought out a
bucket of sand. He started dumping
the sand in the jar and it went into all
the spaces|eft between therocksand
the gravel.

Once more, he asked the ques-
tion. "Is this jar full ?*

"No!" the class shouted.

Once again, he said, "Good!"

Then he grabbed a pitcher of
water and began to pour it in until the
jar was filled to the brim. Then the
expert intime-management looked at
theclassand asked, "What isthe point
of this illustration?"

Oneeager beaver raised hishand
andsaid, "Thepoaintis, no matter how
full your scheduleiis, if you try redly
hard you can aways fit some more
things in it."

"No," the speaker replied, "that's
not the point. The truth this illustra-
tion teachesusisthis: If you don't put
the big rocks in first, you'll never get
themin at all.

"What are the big rocks in your
life?Y our children. Y our spouse. Y our
loved ones. Your friendships.Y our
education. Your dreams. A worthy
cause, reaching or mentoring others.
Doing things that you love. Time for
yourself. Your health. Remember to
put these BIG ROCKS in firdt, or
you'll never get them in at dll.

"If you sweat the little stuff (i.e.
the grave, the sand) then you'll fill
your life with little things you worry
about that don't really matter, and
you'll never havethered quality time
you need to spend on the big, impor-
tant stuff (the big rocks).

"So, tonight, or in the morning,
when you are reflecting on this short
story, ask yoursalf thisquestion: What
are the "big rocks' in my life? Then
put those in your jar first."

" SHEP HYKEN

"...aclearlywritten, specificguidetomaking
the best of customer contact situations...
thisisexcellent hands-onadvice..."
Michael LeBoef, Author

How to Win Customers and Keep Them for
Life

Moments of Magic

Be a Star With Your Customers and

Keep Them Forever!

Thisis Shep's #1 sdling book! Moments of Magic is a clearly written,
easy-to-read, easy to understand guide to customer service, and isfor anyone
in any job. Filled with information, techniques, and stories that make a point,
thisbook will teach you and everyonein your organization to deliver excellent
service to your interna and outside customers.

Chapters in this book cover Moments of Truth/Misery/Magic, how to
build stronger relationships, complaining customers, meeting and exceeding
expectations and much, much more.

Some people say it is common sense. Some say it is good sense. The
information in this book makes sense. Most important, the information is
smple, direct and can be implimented immediately.




The Dangerous Customer! ., swep wyier

What is a dangerous customer?
Itisnot necessarily acustomer that is
threatening you with aknife or agun.
(That is not just a dangerous cus-
tomer, but adangerousperson.) What
we arediscussing inthisarticleisthe
customer that puts you into the “dan-
ger zone” of lost business. We aren't
talking about customers who have a
complaint about you and choose to
tell everyonethey know. Weareta k-
ing about that potentidly very dan-
gerous type of customer, a “satis-
fied” customer.

But wait! How can we be in
danger of losinga sati sfied customer?

Recently, two professors, An-
thony J. Zahorak and Roland T. Rust,
from Vanderbilt University in Nash-
ville, Tennessee conducted astudy on
customer satisfaction. What they
found wasthat approximately 25%to
40% of satisfied customers will not
come back to a place they do busi-
ness, even if they are satisfied.

Wait a minute! Why would a
satisfied customer not come back?
The answer isvery smple. Because,

they were smply satisfied.
Everything was satisfactory,
nothing gredt, just okay. For ex-
ample, you may have gone out to
dinner at arestaurant. Thenextday a
friend asks you about your meal and
you tell them it was okay. Nothing

...40% of satisfied
customers will not
come back to a
place they do
business, even if
they are satisfied.

special, smply average. Another way
of putting this... satisfactory. Will
you go back? With al of the choices
of placesto dine and spend your hard
earned dollars, probably not. No, un-
lessyou are aglutton for punishment,
you will most likely look for the res-

taurant that gives you a great meal,
great serviceand exceedsyour expec-
tations.

The types of businesses that the
Vanderbilt professorslooked at were
typica front line, consumer oriented
businessessuch asrestaurants, hotels,
movie theaters, retail stores, etc. Itis
obvious that not all businesses fall
into one of these categories, but the
principle gtill holds true. Anybody or
any company that has any type of
competition needs to understand that
having satisfied customerscreatesvul -
nerability. Not only do you have to
exceed acustomer’ sexpectations, but
you aso need to congtantly be im-
proving onwhat aready may begrest.

What worked yesterday doesnot
work today. If you are doing some-
thing better than your competition
you can bet that they will bedoing the
same thing very soon.

The hotel industry is a good ex-
ample of this. Many years ago the
typica hotel customer didn’t havethe
expectationsor makethedemandsfor
great service that they do today. All

' The Winning Spirit

The Winning Spirit was published in cooperation with the United States Olympic Committee. Itisa
collection of short essaysby 20 of the country’ sfinest motivational speakers. Inspired by the determination,
spirit and will of Olympic athletes, The Winning Spirit considers these same qualities
in terms of the non-Olympic athlete’ s daily life. People who want to get the most out
of their professional and personal lives can tap the same energy that drives Olympic
athletes by using the ideas presented in this book.

This book features Shep Hyken, writing on Business Olympics: Gold Medal
Customer Service. Other essays include Don Hutson (The Dynamics of Olympic
Motivation), Dr. Tony Alessandra (Take Aim In Life With Amazing Accuracy), Jm
Tunney (Mental Biceps), Frank Maguire (Winning the Gold Medal For Communica-
tions), Les Brown (Olympic Dreams) and many more!
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thecustomer wanted wasacleanroom
with atelevision set and ahot shower.
Then one day a serious competition
for hotel customersbegan. Ratewars
began. Less expensive rooms may
have been one way to compete, but
not necessarily the best. There had to
bemore.

One day a sharp hotel owner
decided that amenities could creste a
competitive edge. It worked! It started
out to besmple; thicker towes, fancier
0gps, €c. Then the competition, the
hotel “across the dreet,” figures out
what was going on, and not to be out-
done, copied. Thenext waveof ameni-
tiesweresparked, suchasbetter candy
on the pillows and anewspaper inthe
morning. And not just one paper, but
perhapsachoiceof different newspa-
pers. At what point did it stop? Even-
tudly, everybody was offering the
samething. Itwasat that point that the
biggest difference between one hotel
and another had to do with the people
that worked there. The hotel employ-
ees became the ultimate amenity.

If what you sdll isgreat, but your

serviceismediocre, then the best you
canexpectislimited successandeven-
tualy total failure as competition
comes aong and takes care of the
customers by giving better service.
But put agreat product inthe hands of
people willing to go beyond typica
levelsof customer serviceandyou get
beyond being smply satisfactory.

Today’ scustomersexpect more
than sati sfactory experienceswiththe
peopleand organi zationsthey do busi-
ness with. Every company has their
version of a*“hotel’s amenities.” Just
about every business clams to give
good or great customer service. Good
service has becomethenorm. Anor-
ganization has to go beyond satisfac-
tory or just acceptable levels of ser-
vice. Terms used to describe this
higher level of servicehavebeenknock
your socksoff service,delightingthe
customer, and many more. Get your
customersout of the danger zone. Go
beyond smply satisfying your cus-
tomers and you will creste many
Momentsof Magic!

More Business
TIpsS
The Golden Rule saystotreat oth-
erstheway you would want to be
treated. That would be gresat if ev-
eryone was just like you. Instead,
think of The Platinum Rule, deve-
oped by Dr. Tony Alessandra. It says

to treat others the way they want to
betreated.

Remember your internal customers.
Not everybody has an outside cus-
tomer, but just about everbody hasin-
terna customers. The internal cus-
tomer is anyone within your own or-
ganization that is dependent on you,
a any time, for any reason whatso-
ever.

Most peoplethink that customer
loyalty isabout having customers
for a lifetime. That is the result of
customer loydty - and avery big re-
ault it isl However, it can be broken
down into much smaller steps. Stop
trying to get the customer to buy for
alifetime. Customer loyalty is about
getting the customer to buy the next
time - every time.

" Inspiring Others To Win

Inspiring Others To Win isthe second in the "Olympic Series' and was a so published in cooperation
with the United States Olympic Committee. It isa collection of short essays by 20 of the country sfinest
motivational and business speakers. The most imporant tool for high achievement isa .
mentor or coach; apersonwho isableto help you maintain your larger vision. Thisbook
brings together a compendium of mentors who share stories of their own mentoring
experiences, and shows readers how finding the the right mentor will help you to gain
financial and emotional well-being.

Thisbook features Shep Hyken writing onNobody Does It On Their Own. Other
authorsincludeDr. Tony Alessandra( I nspiring Through Vision & Ideas), Jim Cathcart
(Daily OpportunitiesTo Inspire), Ray Pelletier (Breaking Out), Bill Brooks(The Role
of Role Models) and many more!
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Very Funny!

Myfriendat Enter priseRent-A-
Car, Cindy Wilmert, will occasion-
ally send ussomefunnyjokes, stories,
etc. Thisisoneof her recent e-mails.
ThanksCindy!

Occasiondly, arline attendants
make an effort to make the "in-flight
safety lecture” and their other an-
nouncements a bit more entertaining.
Herearesomereal examplesthat have
been heard or reported:

1. From a Southwest Airlines
employee: "There may be 50 waysto
leave your lover, but there are only 4
ways out of this airplane.”

2. After landing: "Thank you for
flying Delta Business Express. We
hope you enjoyed giving us the busi-
ness as much as we enjoyed taking
you for aride."

3. After aparticularly roughland-
ing during thunderstorms in Mem-
phis, aflight attendant on aNorthwest
flight announced: "Please take care
when opening the overhead compart-
ments. After alanding like that, sure
as hdl everything has shifted."

4. From a Southwest Airlines
employee: "Welcome aboard. To op-
erate your seatbelt, insert the metal
tab into the buckle, and pull tight. It
works just like every other seatbelt
and if you don't know how to operate
one, you probably shouldn't be out in
public unsupervised. In the event of a
suddenlossof cabin pressure, oxygen
masks will descend from the celling.
Stop screaming, grab the mask, and
pull it over your face. If you have a
small child traveling with you, secure
your mask beforeassstingwiththeirs.
If you are travding with two amdl chil-
dren, decide which one you love mare™

5. "Your seat cushions can be
used for flotation. In the event of an
emergency water landing, pleasetake
them with our compliments.”

On Being Nice...

Recently | was speaking at an
association meeting and my meeting
room was very dark. There were a
number of overhead lights that were
burnt out and severa flood lights that
could havebeenturned on. After ask-
ing three peopleto helpfindtheguy in
charge of room setup, someone fi-
nally showed up. He told me that the
lights were burnt out and he couldn't
get them fixed, and he would charge
the association (my client) $25.00 for
each floodlight that was replaced and
turned on. | wasshockedthat hewould
charge to take care of the burnt out
bulbs. The point is that he wasn't
being very cooperative.

| know my anger startedto show,
but | tried to keep my cool. My com-
mentstoward him were not as bad as
they could have been. But, | did voice
my displeasure in his unwillingness
to help. | aso told him | would let
someoneel seat theconvention center
know how uncooperativel thought he
was.

We had an altercation, confron-
tation - whatever youwant tocal it. It
wasn'twhat | call aMoment of Magic
- more likeaMoment of Misery!

That'swhat happened beforethe
speech. Now let's jump to the end of
thespeech.

Afterward somepeoplecameup
to the stage to talk to me. | briefly
turned away frommy briefcasetotalk
to them, and when | turned back
around, my briefcase was gone.

When | reported it to one of the
convention center workers, who do
you think they called? The same guy
that wouldn't help me with the lights!

| asked if therewas anyone else
that could help, and was told he was
the only one. | felt like | was in the
middle of atelevison comedy.

Big lesson learned here: Benice
to everyone, even when you know
they are wrong and you are right. If
they are wrong, let them be wrong
with dignity.

This may sound smple, but it is
not aseasy asit sounds. But, if youlet
the person be wrong with dignity, you
redly end up winning on both sides.
And, you never know when you are
going to run into someone again.

Another reason not to lose your
temper: Y ou never know who may be
watching. In this particular Situation
my client had been standing close
enough to hear the conversation. She
was impressed that | didn't lose my
temper. She told me she doubted she
would have handled it so diplomati-
caly.

(By theway, | waslucky and the
briefcase wasn't stolen. It turns out
that someone picked it up by acci-
dent, thinking it was their's.)

Many timeswearejust intowin-
ning. Even though we may be right,
winning may not always be the best
thing. Once again, we go back to
letting someone be wrong with dig-
nity.

While this gtory isnt about a
customer confrontation (actualy | was
the customer in this case), don't think
thereisn't alesson to belearned from
this incident. The principle ties in
perfectly to handling client and cus-
tomer confrontations. Obviously you
don't want to lose your temper with a
customer. Sometimes you know the
customer is wrong and it is human
nature that we feel compelled to let
them know. But if you can get to a
resolution, who cares about "win-
ning." It isn't about winning an argu-
ment. It is al about winning the cus-
tomer!



Recommended
Reading

| could recommend so many
books. Some of the great business
authorsof our timehavewritten about
some outstanding concepts. But none
ismore practical for today's manager
thanMd Kleman'sHireTough, Man-
age Easy. Md haswritten an excel-
lent book on how to attract, select and
retain the best employees.

As| go around the world work-
ing with all types of businesses, | am
hearing that the number-one problem
facing companies today is the em-
ployment issue. It is extremely diffi-
cult to get good employees that will
show up, work hard and stay for an
extended period of time.

Mé's book has al types of tips
for hiring and retaining good employ-
ees. In addition there are some excel-
lent interviewing tips, techniques,
guestions, etc. Me istruly the expert
inthis area

To get Mel's book contact
Humetrics at (800)627-4473. The
bookisonly $15.95U.S. - abargainat
twice the pricel

Use the following three phrases if you
really wantto aggravateyour customers!

If you are the customer you don't want anyone to tell you...

1. It isnot my department. Okay, now we play the game of put meon
hold, transfer meto someone else and disconnect meso | haveto call back and
start al over!

2. Itisagainst company policy. Doyouwanttoknow my policy?l won't
do business with a company that says it is against company policy!

3.Youneedtotalkto____,andhe/sheisnot heretoday.It might aswell
be a month. I'm calling today and I'm calling now. | don't want to wait.

So what isthe answer to avoiding these deadly customer killing phrases?
Just two words: training and empower ment. Sounds ssmple? It isn't. It takes
time and effort. But it isworth it. Teach people how to respond in al of these
and smilar situations. Empower them to make the customer happy!

Perception Is Reality

"The opinion of management doesn't matter. The only thing that
mattersiswhat the customer isdoing and thinking."

| recently read this very bold, but true quote in the Piggly Wiggly Super
Market monthly newdletter. The quote was aimed at the grocery store
business, but it appliesto every business. The perception of our business may
be entirely different than our customers perceptions.

We think we have a certain type of business, while our customers
perceive that we have an entirely different type of business. And, it is their
opinion that counts!

Thisgoesback to what | have written anumber of timesin past issues of
The Shepard Letter; Think likethebuyer, not likethesupplier! Inother words,
know your customers and what they want, not what you think they want.

The Loyal Customer
A Lesson From a Cab Driver

This may look like a book, feel like a book and cost like a book. But,

itis not a book. It"s a lesson!

IT you have heard Shep Hyken's speech, you will remember his
story about the cab driver. Shep has put the spokenword into print
and summarized what made this man®s ordinary business an
extraordinary success. Thestoryisvery focused. Thereisonlyone
point- creating customer loyalty. Mostimportant, youwill learn how
to apply these techniques to your business.

64 page booK.........cccceveviiiiiicicnne,




Flying

Here is a
short article/
story compli-

ments of the
Internet. While
| found thisto
be very funny,
unfortunately 1 found it to be true.
There is a morad to this gtory. It is
actualy a question to ask of yourself
and your business:

How easy are you to do
business with?

99% of the people who get this
newdletter are business people who
travel oncein awhile. For those who
do not trave, it is still funny. So, let's
take alesson from the airlines.

Buying paint from ahardware
sore...

Customer: Hi. How much is
your paint?

Clerk: We haveregular quality
for $12 agdlon and premium for $18.
How many gdlons would you like?

Customer : Fivegdlonsof regu-

lar quaity, plesse.
Clerk: Great. That will be $60
plus tax.

Now, justtrybuyingpaint from
anAirline...

Customer: Hi. How much is
your paint?

Clerk: Wdl, S, that dl de-
pends.

Customer: Dependsonwhat?

Clerk: Actudly, alot of things.

Customer: How about giving
me an average price?

Clerk: Wow. That'stoo hard of
a question. The lowest priceis $9 a
gdlon, and we have 150 different
prices up to $200 a gallon.

Cugtomer: What'sthedifference
in the paint?

Paint

Clerk: Oh,thereisn'tany differ-
ence. It'sal the same paint.

Customer: Wadll, then, I'd like
some of that $9 paint.

Clerk: Wdll, first | need to ask
you a few questions. When do you
intend to use it?

Customer: | want to paint to-
morrow, on my day off.

Clerk: Sir, the paint for tomor-
row is $200 paint.

Customer: What?Whenwould
| haveto paintin order to get $9 paint?

Clerk: That would be in three
weeks, but youwill also haveto agree
to start painting before Friday of that
week and continue painting until at
least Sunday.

Customer: Youvegottobekid-
ding!

Clerk: Sir, we don't kid around
here. Of course, I'll have to check to
seeif we have any of that paint avail-
able before | can sdl it to you.

Customer: What do you mean
check to seeif you can sdll it to me?
Y ou have shelves full of that stuff. |
can seeit right there.

Clerk: Just becauseyou cansee
it doesn't mean that we haveit. It may
be the same paint, but we sell only a
certain number of gallonsonany given
weekend. Oh, and by the way, the
price just went up to $12.

Customer: Youmeantheprice
went up while we were talking?

Clerk: Yes, gir. You see, we
change prices and rules thousands of
times a day, and since you haven't
actually walked out of the store with
your paint yet, we just decided to
change prices. Unless you want the
same thing to happen again, | would
suggest you get on with your pur-
chase. How many gdlons do you
want?

Customer: | don't know ex-

10

actly... maybe five galons. Maybe |
should buy six gdlons just to make
sure | have enough.

Clerk: Oh, no gr, you can't do
that. If you buy the paint and then
don't use it, you will be liable for
penalties and possible confiscation of
the paint you aready have.

Customer: What?

Clerk: That'sright. We can sell
you enough paint to do your kitchen,
bathroom, hall and north bedroom,
but if you stop painting before you do
the other bedroom, you will be in
violation of our tariffs.

Customer : Butwhat doesit mat-
ter to you whether | use al of the
paint? | aready paid you for it!

Clerk: Sir, therés no point in
getting upset; that's just the way it is.
We make plans based upon the idea
that you will use dl of the paint, and
when you don't, it just causes us all
sorts of problems.

Customer: Thisiscrazy! | sup-
pose something terrible will happen if
| don't keep painting until Sunday
night?

Clerk: Yes gr, it will.

Customer: Wdl, that doesit! |
amgoingsomewheree seto buy paint!

Clerk: That won't do you any
good, sir. Weall havethe samerules.
You might as well just buy it here,
while the price is ill $13.50. And,
thanks for flying -- | mean painting -
- with our airline.




Credibility - Things To Always and
Never Do or Say

Credibility is very important -
not just in business, but in every as-
pect of our lives. It is about trust and
confidence levels others havein you.
Herearefour thingstoalwaysdoand
four things to never do that will help
build higher credibility with the people
you work and do business with.

Alwaysshow up ontime.Punc-
tuaity isabout respect. If you say you
will be somewhere at a certain time,
be there. Not being on time for any
type of gppointment or commitment
shows a lack of respect for other
people.

Always say "Please" and
"Thank you." This not only shows
respect, but also shows appreciation.
Thank you notes should not only be
sent to customers, but aso employ-
€es.

Always follow through to the
end. Projectsthat areincompleteshow
one of two things: alack of commit-
ment or that a person has reached a
level of incompetence. In either Situ-
ation, confidence in a person's abili-
ties drop dramatically.

Always do what you say you
will do. This ds0 ties in with finish-
ing what you set out to do. It is this
smple: If you say you will do some-
thing, then do it.

Never blamesomeoneelsewho
said " they would take care of it."
LikeHarry S. Trumansaid, " Thebuck
stops herel” You need to have a
mindset that not only are you respon-
sblefor what you say you will do, but
you are also accountable. If you have

delegated atask to someoneelse, you
may no longer be directly responsible
for making it happen, but that doesn't
let you off of the hook. You are il
accountable.

Never usetheexcusethat some-
onedidn't get back toyou. Thisties
in with blaming someone else for not
taking care of something. If you are
waiting for someoneto call you back
andthey don't, then be proactiveabout
meaking another call.

Never tell people you didn't
have time. If you don't have time to
do something, then don't accept the
responsibility. Be honest about your
commitment. If you say you candoit,
but it won't be done until aweek from
today, that isfar better than not doing
it when someone thought it would be
doneimmediately. Thisisalso agreat
way to manage a person's expecta-
tions. One of my favorite things to
preach is to under promise and over
deliver.

Never usetheexcusethat you
didn'tknow or nooneever toldyou.
This blows crediblility. It shows a
lack of expertise and/or knowledge.
We livein aworld where knowledge
is available to us smply for the ask-
ing. If you aren't sure of something,
you can ask someone, research onthe
internet, go to the library, etc. Igno-
rance in businessis not acceptable.

There are probably dozens of
other examples that | could write
about. Thesearejust afew that come
to mind. They are smple and easy to
do. You just have to do them.

&

(Those who do more than is asked of them are never depleted.
Only those who fear to give are weakened by giving. The art of
giving is entirely a spiritual affair. In this sense, to give one's all is
meaningless for there is no bottom where true giving is concerned.

Henry Miller

Have a Complaint?

The Secret To Effective
Complaint Letters

One of the most effective ways
to get satisfaction when you have a
complaint about a product or service
isto write aletter. However, it takes
timetowritean effectiveletter. But, if
you take the time, you stand the best
chance of getting the satisfaction you
want and probably deserve. It should
go without saying that the "satisfac-
tion" you think you deserve is redis-
tic.

Don'twritetheletter immedi-
ately. Thisiswhenyouaremost upset
or angry. At the mogt, take a few
notes, and leep onit. Y our letter can
criticize, but an underlying tone of
anger diminishesthe effectiveness of
aletter.

Theletter shouldbesenttothe
person in char ge. Thisisusudly the
CEO or president of the company. If
you feel the appropriate person is not
the CEO, then at least copy him/her.

Bevery detailed and specific.
Use names, dates and times. Do your
best to describe exactly what made
you upset. Be sure to include copies
of receipts or other documents that
may be relevant to the problem.

Ask for help. Thisisone of my
favorite techniques. Your opening
sentence can read something likethis:
| have encountered a problem, and
maybeyou can helpme.

While your letter may express
your discontent with the company,
find aplaceto put apositivespinonit.
Effective complaint |etters are not
just expressions of dissatisfaction.
They can aso be constructive and
helpful. While most people didike
hearing bad news, they appreciatethe
opportunity to improve.




Moments of Magic— 158 page booK..........ccwwweeeressssiens $12.95
Shep's#1 seller! Thisisaclearly written, easy-to-read, easy
to understand guide to customer service, and isfor anyone
in any job. Filled with information, techniques, and stories,
itwill teachyouand everyoneinyour organizationtodeliver
excellent service to your internal and outside customers.

The Loyal Customer - A Lesson From a Cab Driver.....$895
In this short book/lesson you will learn the difference between a
satisfied customer and aloyd customer. Frank isacab driver who
knew that satisfied customers might give himanicetip, but loyal
customerswould cal him everytimethey needed acab. Read this
book and learn the secretsto creating customer loyalty!

Only the BEST On Success — 198 page book ....... $11.95

This book features Shep Hyken writing on You Are The
Magic! In addition, the book has some of America's most
respected authoritieson the subject of successand personal
growth. Other authors include Roger Crawford, Keith
Harrell, Mark Sanborn and many more!

The Winning Spirit — 198 page book..................... $16.95
Published in cooperation with the United States Olympic
Committee, this book was written by twenty experts on
“achieving Olympiclevel performanceinbusinessand personal
advancements.” Authorsinclude Shep Hyken, Don Hutson,
Tony Alessandra, Frank McGuire, Les Brown and more!

Only the BEST on Customer Service— 226 page book..$11.95
The second in the Only the Best seriesfocuses on customer
serviceandfeaturesShep Hykenwritingoncustomer loyalty.
In addition, eleven other experts writing on service include
Larry Winget, Scott McKain, Lisa Ford, Keith Harrell, Vic
Osteen and more!

Inspiring Others To Win — 186 page book............ $16.95
Similar toTheWinning Spirit, thisbook was a so published in
cooperation with the United States Olympic Committeeandis
filled with wisdom and persona storiesfrom 20 of the worlds
top motivational speakers. The authors include Shep Hyken,
Don Hutson, Tony Alessandra, Frank McGuire and more!

Only the BEST on Leadership — 172 page book....$11.95
Thisisthe third in the Only the Best series and focuses on
leadership. The closing chapter of this excellent book is by
Shep Hyken writing on the Top Ten Traits of Leadership.
Other authors contributing to thisbook include Larry Winget,
Roxanne Emmerich, Scott McKain and many more!

Customer Loyalty Cards (In packages of 50)........$20.00
These laminated cards are 3 3/4" x 8 1/2" and feature Six
Ways To Building Customer Loyalty. They areperfect for a
follow-up to one of Shep's programs, a reminder card to
keep on the desk, a book-mark, etc. Many clients send the
cards out with a paycheck (they fit into a#10 envelope.).

Service: Creating Moments of Magic — 2 videos & WOIKDOOK.........cccceirvririreeicnierereseeeteeseseses s sseneens $99.00
Thisisone of Shep's most popular programs. A videolearning systemwith thefocusoninternal and external customers. The
workbook includes exercises that will personalize the information to the viewer's day-to-day responsibilities. This is an
inexpensive, yet outstanding way to get the customer service/Moments of Magic message to every employee. Additional
workbooks are only $5.00 and facilitator guides are available. Call for quantities over 50.

The "Package" includes the
books and the videos
(Moments of Magic, TheLoyal
Customer, The Winning Spirit,
Inspiring Others To Win, all
three Only the Bestbooks,and

( SPECIAL! ) The Loyal Customer: ALesson From aCab Driver (Book): Send

Onlythe BEST On Customer Service (Book): Send

Onlythe BEST On Leadership(Book): Send

Moments of Magic (Book): Send at$12.95..$
_ at$8.95...%
Only the BEST On Success (Book): Send at$11.95...

at$11.95...

$
$
at$11.95..$
$
$
$

Learning System). A $190.00 The Winning Spirit(Book): Send at$16.95...
value for just $149.00! And, o ]
we'll pay the shipping! Just Inspiring Others To Win (Book): Send at$16.95...
check this boﬁ Service: Creating Moments of Magic(learning system): Send at$99.00...
K S— ) Additionalworkbooks forlearning system: Send at$5.00.....$
N SixWays ToCustomerLoyalty laminated cards (50): Send at$20.00...$
ame
Missouriresidents please add 6.575%tax............. $
Company *Shipping/handling (Seebelow)............... $
Total (USdollars).....$
E-Mail * Please add $5.00 shipping/
handling. Allordersareshipped Shep Hyken, CSP
UPS Ground. Please call for sh dp t,t'
Adidress international orders. Also, call epar resentations

City, State, Zip

Phone

CreditCard Number (PleasecircleMC, Visaor AMX) Exp.Date

711 Old Ballas Rd., Suite 215

St. Louis, MO 63141

(800) 829-3888 or (314) 692-2200
FAX: (314) 692-2222

E Mail: shep@hyken.com
http://www.hyken.com

forquantity discounts on multiple
items.

Justsendinthisformwithyour
checkorcreditcardinformation.
Youcanalsofaxorcallincredit
cardorders.Thanks!



