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INTRODUCTION TO WORKBOOK 3

You are on your way to entering the top 15% of the population who can push
themselves to complete large projects. You are on the second half of the program and I
am sure you will agree that it is the easiest half.  The wheels are already rolling and you
are familiar with what this program expects of you. Completion creates success in most
situations.

Success is a decision—MAKE IT YOURS!

Workbook 1: Building the Base of Your Business helped you harness your desire to
be an entrepreneur, test your desire, and set your personal goals. Then it took you
through discovering the right business, the right business structure, the right name, and
the right method of getting into business. While completing this first workbook in the
program, the participating readers were led to the answers of each of the above. If you
are missing answers, go back to this first step. This groundwork is absolutely necessary
to establish a firm foundation for your entrepreneurial venture.

Workbook 2: Vital Information for Planning Your Business dealt with concrete
aspects, such as location, communication, equipment needs and expenses. It also
lightened the complex issues of leasing, insurance, employee costs, and multi-
governmental regulations.

Workbook 3 will help you create The Image of Your Business. By completing these
chapters, you will clarify the perception of your business that you want to create in the
minds of your prospects. Then you are prompted to plan how to get your message to
your prospects using the most powerful method for your product/services.

Remember, each step will take you a little bit closer to turning the vision
of entreprenuership into reality. Do each of these steps; make each of the
decisions, and you will give life to your dream.
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APPENDIX 3

1 CUSTOMER SERVICE

Customer Service is the ongoing effort of ensuring a customer is satisfied with the
products or services you provide on a long-term basis. The challenge of customer
service is two-pronged:

1) To pinpoint what customers really want and need; and,

2) To ensure that all your employees respond in a positive way that
solves the customers’ wants and needs.

Just as satisfied customers will talk
about your great service, so will
unsatisfied customers talk about any
poor service. Therefore, a Customer
Service Plan is not just a show of
devotion to your customers, but it is
the guide that each employee
understands and acts on. It is
designed to expand your business
with new customers while maintaining
existing customers through a simple
formula of determining what  your
customers expect and then meeting or
exceeding those expectations.

Competition is tough. The quality of your customer service may be the only
distinguishing factor that sways a consumer to choose you, rather than a competitor.
Customers who are not completely satisfied may never return to your business. In a
marketplace where businesses with similar products are only separated by the level of
services they offer, it is especially important that you:

A. Learn the Needs and Wants of Your Customers

B. Learn the Three levels of Customer Service

C. Learn how to handle Customer Complaints

D. Learn how to create The Team
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A. Needs & Wants Of Your Customers

To create goodwill, you must accurately understand what your customers’ wants and
needs are, and then fulfill them. We have provided four very common needs of
customers for you to review. In addition to this list, your customers will have other
specific needs and wants. How can you find out what they are? Ask them!

The easiest and most accurate
way of finding out how to satisfy
your customers is to talk to them.

Four Customer Needs:

1) Need to be Understood: Customers must feel that they are able to
communicate with you and be understood clearly. Language or
emotional barriers can cause interference. Actively listen to your
customers’ needs.

2) Need to Feel Welcome: Customers want to feel that you are happy to
see them and that their business is important to you.

3) Need to Feel Important: Anything that you do which makes
customers feel special (appealing to their ego and self-esteem) will
help bring them back.

4) Need for Comfort: Customers need psychological assurances that
they will be treated well and that you will meet their needs and wants.
They also need physical comfort (i.e., places to sit, rest, walk, etc.).

Always remember that perception is reality. Ask customers how they rate your
service—their opinion is the one that matters. If the customers believe that they
received the expected level of service, they will probably come back. So do your best to
deliver more than a customer could expect.

Three typical wants (which are expressed by customers as expectations) you may want
to consider are:
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1) Quality: The product must be well made, meeting the consumers’
expectations for performance and durability. It is a tangible part of the
service you provide and a constant reminder of whether or not you
have met their service needs.

 
2) Delivery: This includes the payment plan you approve and the time

taken to deliver the product.

3) Employee: The personal interaction between the buyer and seller is
the most important factor in determining whether or not this customer
will become a repeat customer. Be sure that you and your employees
provide accurate information about the product or service. Show how
the product will solve their problem. Offer information on how to use
and maintain the service or product.

Mix business with pleasure—to a certain degree! Build relationships with your
customers and let them know you care about their success. Get personal with them on
a professional level. Their problems should be your problems: Offer them solutions. If
the opportunity arises, go out of your way to solve their problems. This will help make
them feel morally obligated to do business with you.

Example:
A friend’s father was in a shop looking at clothing. The salesperson was very
helpful and spent a long time talking to him and his wife. He purchased an
$80.00 shirt because the salesperson removed the packaging and pins for him.
He did not want the shirt and never wore it, but he bought it because in his own
mind he felt obligated.

To determine your customers’ needs and wants, you will have to do some research.

Your primary information should come from talking directly to the customers,
discovering their emotional needs, and asking them how they go through the buying
process. This information can be gathered easily through a survey.

It is also important to create a customer database from information you already know
and add other information as you learn of it. On most personal computers a basic
program exists that will let you organize all pertinent personal information: name, sex,
age, marital status, residence, education, income, occupation, transportation, leisure
activities, as well as social characteristics (social groups/clubs, role in the family, social
status, and household head).

Once your business is running, your customer purchases can also be documented into
the database so you can let them know about related products or upcoming sales. This
is a very good way to show your interest in the customer and increase your value in
their minds.
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Secondary information can be found by contacting magazines, newspapers or banks,
post office, Statistics Canada, and organizations like the Chamber of Commerce.
Usually these organizations will have extensive information gathered on most
consumers. Their consumer information can help you learn about and understand your
customers more than you otherwise would.

Worksheet: WB3-1A

How will your business appeal to your customers’ needs and wants (expectations)?

B. Three Levels of Customer Service

Customer Service is one of the most talked about areas in the business world because
everyone will see, feel, and experience the same situation differently. Four people can
have the exact same experience, but their minds will be coming from different points of
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view and all four of them will perceive the situation differently. The first person will have
had a great day and be Mrs. Positive. She will perceive the service as excellent. The
second person will have just walked in after arguing with their spouse in the car and you
will do nothing to impress them. The third and fourth people will come in together while
dealing with the death of a close family member and one will perceive you as the most
sensitive warm individual and the other will think you pressed them through without a
second thought.

The fact is, you cannot control other people’s perceptions but you can control your
actions.

Customer services can be served at three different levels:

1) Basic Services: Many people claim most businesses do not even
provide this level of service, however most businesses do serve this
level most of the time and the customer expects it. If you are not willing
to give basic service, you should not go into business.

Examples of Basic Services are:

• Greeting the customer with a smile; and,
 

• Explaining your products, services, and benefits to the
customer.

 
2) Distinct Services: These are services offered by a business which are

not always offered by others. They can be used to distinguish your
business from your competitors. Distinct Services will add value to the
actual product or service that you are selling. Using distinct services to
attract and maintain existing customers is often referred to as value-
added marketing. It is becoming more of an expected level of service
in our new competitive marketplace.

Examples of Distinct Services are:

• Automotive repair shop calling customers a few days after
servicing to make sure that they are happy; and,

 

• Restaurants offering free extra coffee and live musical
entertainment.

3) Going The Extra Mile:  When you decide you have to be successful in
your business endeavor and you will not accept less than the best
results, you will go the extra mile. Usually you will find people of great
qualities, own businesses that go this extra mile.  Going the extra mile
is a simple case of really identifying what your customers expect and
then exceeding those expectations.
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Example:
Dr Rick Latta is a Chiropractor in Vernon, BC. I injured my back in a boxing
tournament, and my rib had moved on my spine pinching some nerves. Before
my adjustment he could feel tight muscles and he massaged A535 into the area
for ten minutes prior to performing the adjustment. The next day he himself
phoned me to confirm that I was feeling better. Since that time I have received
phone calls from the receptionist the day after exceptionally sore areas were
adjusted. I have also received reminder calls for me to come in after extended
periods of time, as a form of prevention. This tells me I am not just a number that
passed through their office and it guarantees his office is busy! His Chiropractor
office provides exceptional service that has me telling everyone I know!

I. More Customer Service Tips and Ideas

Your first goal is to meet your customers’ basic needs and their resulting expectations.
Even if you only do the basic services and do them right, your customer complaints will
be negligible. However, if you want to help guarantee your success in business and
make a bid for that 3% club of very successful business people (remember the Harvard
graduates!), consider implementing the tips below:

1) Ensure that everyone in your organization understands that the real
boss is the customer and have them act accordingly.

 
2) Walk through every step the customer takes: from entering the parking

lot or making the first phone call to post-sale follow-up. Look for
improvements you can make to potential problem details such as lack
of convenience, courtesy, cleanliness, and obstacles like busy phone
lines. Identify any little extras that can be provided along the way.

3) Invest in your employees’ customer relation skills through meetings,
printed material, seminars, and training.

 
4) Treat every contact with a customer—big and small—as a top priority.

 
5) Listen to your customers.

 
6) Clearly allocate responsibilities for addressing customer service.

 
7) Have an ongoing customer service program. A properly planned and

executed Customer Service Plan may be the cheapest and most
effective way of advertising. It purposely creates customer loyalty and
word-of-mouth advertising. If you have been completing the
assignments, then you already have most of the information you need
to create your Customer Service Plan.


