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INTRODUCTION



The buzz: Switched-on people


Organizations that provide world-class service “buzz.” They are full of people who make a difference. These people are switched on and they get all the little things right. They seize every opportunity to please customers by going beyond the routine of everyday work. They put a spark into the way they do business and this ignites positive relationships that customers cherish. The spark comes in the minutiae of behavior, from the look in an employee’s eyes to the words he or she chooses when speaking with a customer. The best companies aim to make every minute with a customer a high-quality minute and a totally positive experience that could not be bettered anywhere else in the world. When this is achieved a buzz is created.


Functional service: Switched-off people


When there is no buzz everything is flat. Employees are switched off and in turn switch off their customers. There is no imagination and no initiative. Procedures are followed and that is all. The service is minimal in every sense. Smiles are rare, indifference is the dominant tone, and attention is focused elsewhere, sometimes on costs, sometimes on tasks, sometimes on merely getting through the day. Everyone is unhappy and it shows. Mediocrity and ordinariness are the best descriptions of these organizations.


To understand why, it is worth spending a few minutes examining the history of modern customer service.


1982: The invention of modern customer service


Here is a confession. In my own book Superboss, which was published in 1984 and has been translated into 18 languages, not once did I mention customers or customer service. Before the early 1980s customer service was something to which few managers gave any thought. It was simply taken for granted. They assumed that it occurred and it was therefore not a focus for management attention, receiving little if any attention in management and business textbooks.


The concept of modern customer service was invented in 1982 by Tom Peters and Robert Waterman in their pioneering book In Search of Excellence. This stimulated people to focus on customers and service and not merely on production, industrial relations, and financial strategy.


Following the success of In Search of Excellence, virtually every organization in the world jumped on the customer service bandwagon and initiated customer service improvement programs. For example, during the 1980s British Airways transformed itself into “the world’s favourite airline” by focusing on customers and initiating a series of improvement programs, starting with “Putting People First.” Other companies such as Disney, Nordstrom, and Southwest Airlines became icons of progressive customer service, delivering as they did an exceptionally friendly approach in which empowered employees were motivated to deliver incredibly high standards of service. These companies literally buzzed with energy that not only attracted customers but also much publicity.


The 1990s: From customer service to CRM


But gradually the fashion for customer service changed into something different. During the 1990s it evolved into CRM (customer relations management). As companies struggled to reduce costs, improve efficiency, and enhance profits, they allowed technology and computers to take over many of the roles traditionally exercised by customer-friendly front-line people. Call centers, IVR (interactive voice recording), and internet ordering became the order of the day. Empowered front-line employees were proving just too expensive and too unreliable to provide cost-effective customer service.


Alienation of employees: The energy drain


The focus on technology, efficiency, cost reduction, and profit enhancement did not only alienate customers but also employees, many of whom went about their jobs with an attitude of total indifference to the customer. They saw themselves as commodities to be disposed of when times were tough and as a result took the sensible option: They walked away and joined other companies they thought would be better.


Even today, too many organizations still focus on the hard, impersonal side of their business. They become task driven and concentrate on numbers, targets, analyses, mechanisms, and processes. Everything is systemized, even down to a scripted welcome and a procedure for railroading customers through a routine.


All this results in organizations that are “flat” and devoid of energy.


Examples of world-class companies that buzz


However, there are exceptions. These are the companies that have risen above the cold technology of CRM and modern customer service to create a buzz, a positive energy that radiates between customers, employees, and managers alike. These are progressive companies such as delivery service TNT Express, sandwich retailer Pret A Manger, Innocent Drinks, department store chain John Lewis, and progressive banks and financial institutions such as Birmingham Midshires and West Bromwich Building Society. Bettys and Taylors is another fine example. At its bakery in Harrogate, UK it has posters encouraging “Buzz buzz brainwaves” on which employees can write their ideas.


Singapore Airlines (SIA) also epitomizes a company that really buzzes. In the last few years I have flown with the airline more than 40 times with no bad experiences. Furthermore, I have yet to meet another passenger who has a bad word to say about SIA. Changi Airport in Singapore is by a long stretch the best airport in the world. It buzzes.


In fact around the world there are many companies that buzz, for example the retailer ODEL in Sri Lanka, Dhiraagu Telecommunications in the Maldives, and Rand Air in South Africa.


Managing the buzz: Emphasizing the soft side of business


In addition to their focus on profit, executives in these world-class companies put a lot of emphasis on the “soft” aspects of business management. Their highest priority is getting the people thing right. This means focusing on the psychology of the organization in terms of behavior, attitudes, relationships, motivation, communication, and how managers can radiate a positive energy that transmits its way through the structure to the front line and the interface with customers.


The ultimate outcome is a wide range of everyday behaviors that absorb this positive energy and in turn pass it on to customers. This is the buzz. Customers sense it as soon as they walk through the door or pick up the phone. They know that this company just hums with energy and that everything is going to go right for them. It is these little energized behaviors that can make a big difference in transforming a company into a world-class organization. Overall it requires people who are a little bit M.A.D., who can Make A Difference for customers.


How to use this book


The aim of this book is to challenge senior executives, managers, and front-line employees to focus on the little things they can do every day to have a big, positive impact on their customers. It does not seek to offer a prescription by way of “seven steps to success,” but more a series of M.A.D. stimuli to each reader’s own daily approach to customer service.


In the book you will find 50 little things you can do to make a big difference to your customer service and thus create a buzz. These 50 little things are separated into eight loose groups. The first of these are the “top ten” necessary to get you started. Then there are the “famous five” essential to getting the basics of customer service right. Other groups relate to foundation behaviors; the theater of buzz and the performance that goes with it; the little behaviors that are at the heart of the buzz; the little things you can learn through your own personal academy; and then, before a final five, some examples from the psychology of buzz.


I suggest you take a random dip into this book on a section-a-day basis, focusing each time on one simple thing (specified on that page) that you can do to make a big difference to deliver world-class service to your customers.


Training modules for the buzz


The book can also be used for those invaluable half-hour team training sessions that many companies and their managers hold on a daily or weekly basis. One suggestion is that a different member of the team selects one of the sections and champions the little thing that each team member can do that day to make a big difference for customers.


The buzz and the biz


Finally, as it is impossible to separate customer motivation from employee motivation and team leadership, readers might also want to acquire the companion volume to this book entitled The Biz: 50 little things that make a big difference to team motivation and leadership.


Forward to the basics…!





THE TOP TEN



This is a top ten of little things that world-class people do to make a big difference in serving customers. These top ten behaviors are consistently practiced on a daily basis and the impact on customers is positive, powerful, and profitable. Doing this gets companies recognized as being the best when it comes to service.


Wherever you work and whether or not you serve external or internal customers, you can start the buzz ball rolling by focusing initially on this top ten. Daily practice will take you a long way down the road of becoming a buzzing individual working for a buzzing company.


1      Make customers feel special


2      Get the first five seconds right


3      Say something (create small talk)


4      Personalize interactions


5      Show you care


6      Make positive choices


7      Be curious


8      Create great memories for customers


9      Make a difference (be a little “M.A.D.”)


10    Observe customers





1   MAKE CUSTOMERS FEEL SPECIAL



Convert the ordinary into the extraordinary. Do something special for a customer today


Five extra words such as “Really nice to see you” can make a customer feel special. The sparkle in your eyes can have an equal effect. In fact, there are at least 100 opportunities every day to make customers feel special.


Before she had her baby, Charlotte Horne used to work in a call center in Leeds, UK. She comments: “Every evening as I went home I challenged myself to think of something special I had done for my customers that day. It’s all about giving something extra to your customers.”


[image: image]


Charlotte never saw her customers, only ever speaking with them on the telephone. On average she would take 80 calls a day, answering routine telephone enquiries and sometimes addressing problems that customers raised with her. What was impressive about Charlotte was that she loved going to work. She could not wait to pick up the first telephone call of the morning and throughout the day she looked for little things she could say or do to make her customers feel special. It might just have been a choice comment, or her warm friendly tone of voice, or grasping a particularly difficult problem and running with it to ensure a satisfactory solution.


Charlotte was world-class at her job. She recognized that if you do little things to make customers feel special they will return to you time and time again. Everyone likes to be made to feel important, while no one likes to be made to feel ordinary. We are all unique and therefore we all believe we deserve unique treatment from the people to whom we give our custom.


Unlike Charlotte, many of us drift into routine and then miss out on hundreds of opportunities to make customers feel special.


The following are some guidelines for making customers feel special:


[image: image] Think special, feel special, and act special for all your customers.


[image: image] Keep the word “special” in your mind at all times and every time you encounter a customer seek to apply this word to your behavior with that customer.


[image: image] Try to identify the unique qualities in each customer and then do something unique to make them feel special.


Here are some further examples of little things you can do to make a customer feel special:


[image: image]


[image: image] Make some special comment, such as “I love your name, Maria. It’s one of my favorites.”


[image: image] Ask some special question, such as “I am intrigued by your accent. I hope you don’t mind if I ask where you are from?”


[image: image] Do a special favor, such as “Just for you I am going to give you an upgrade on this occasion.”


[image: image] Promise something special, such as “While our normal delivery time is seven days I promise I’m going do my best to get you the item delivered within the next 24 hours.”


[image: image] Choose a special tone of voice that echoes an appropriate feeling, for example delight, or kindness, or excitement (depending on the situation and what the customer has to tell you).


By doing special things for customers day in and day out, you will become a very special person whom customers will seek out and bring their business to. This is the number one little thing you need to do en route to becoming world-class.




BUZZ PRACTICE 1


[image: image]


Hesitate for a brief moment every time you come into contact with a customer today, whether it be by face-to-face contact, telephone, email, or correspondence. During this moment think of a way you can make this particular customer feel special.





1
BUZZ QUOTE
Delivering world-class customer service is a specialism:
making customers feel special.





2   GET THE FIRST FIVE SECONDS RIGHT



Ensure that a customer’s first impression of you is positive.


The little things that go into the first five seconds are critical. All human beings have sophisticated sensing devices built into their genes. These are essential for differentiating friends from enemies, and also for distinguishing between safe opportunities and dangerous situations. Without them we become vulnerable and expose ourselves to undue risk.


These sensing devices are working at full stretch when customers move toward a potential service encounter. They will sense almost instantly whether the experience they are about to have will be positive or negative. They can tell by the look in a front-line employee’s eyes, by the tone of his or her voice, by every microbehavior.


[image: image]


“I walked into a coffee shop yesterday,” recounted Tom Gardner, “and knew instantly I was going to get bad service. There were a couple of empty tables, both of which were dirty and full of clutter. Behind the counter were three assistants chatting to each other and unaware of me as a customer entering the shop. When I ordered my cappuccino there was minimal interaction and hardly any eye contact. I asked them to clean one of the empty tables. They did so, removing the dirty cups but failing to wipe the spillage on the table or pick up the discarded napkins on the floor. It’s the last time I will go there.”
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