One of the best ways to build a better business is to concentrate on customer service. This is an arena where smaller companies can, in the least expensive way, set themselves apart from the competition. 
A three year survey by the National Federation of Independent Business found that small businesses which put heavy emphasis on customer service were more likely to survive and succeed than competitors who emphasized such advantages as lower prices or type of product. 
As Paul Hawken reminds us in Growing a Business, “No matter whether you manufacture, grow, produce, distribute or sell, you are ‘in service.’” 
So what is good customer service? It can be boiled down to treating customers as they like to be treated. You must give your customers what they want, not what you think they want. 
You find that out by asking questions and listening and observing carefully. The two most important questions you need to ask your customers are: 

How are we doing? 

How can we get better?

Think this isn’t important? Only 4% of unhappy customers are likely to say anything to you yet it is estimated that 91% of unhappy customers will never come back. Worse yet unhappy customers are likely to tell from 7-20 people. 
Surveys estimate that it is five times more expensive to attract a new customer than it is to keep an existing one. The customer Service Institute estimates than 65% of a company’s business comes from existing customers. 

Therefore, one of the best ways to keep your businesses profitable is to keep your existing customer happy.
How do you define good customer service? I like to borrow a quote from Tina Seelig, the Executive Director for the Stanford Technology Ventures Program, “Never miss an opportunity to be fabulous.” 
Hawken puts it this way, "Our goal as a company is to create customer service that is not just the best, but legendary. ‘Legendary’ gives everyone who deals with customers a rich sense of the possibilities." 

Your challenge may be that you are not the only in your business who deals with customers. The first step is to hire good people who embody the attitudes you desire. It can be difficult at best to teach someone to be helpful and serve others if they just aren’t interested. 

Step two is to let those employees know what your customer service expectations are. Phrases like the ones above, that illustrate your goals can be essential. Just telling people to be polite and helpful is not enough. 

Step three is to reward those employees who embody the level and type of customer service you’re looking for. Recognition and praise may be enough and of course everyone appreciates money. There are other options as well, 1st choice of shifts, a piece of the bottom line, first choice of work tasks, time off, advancement, flex-time, additional training, prizes or a party.
Learn more about customer service on August 2nd from 7-8 pm on KZYX & Z as West Company interviews Barbara Wold a renowned customer service expert.
