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Who Am I? One Tough Customer

l 6m ei t her Your ydioworsthightmarme. or

How you treat me will decide which

by Christine Corelli

Who am I? Permit me, please, to describ e myself...
| want service now!

I'm better educated, more individualistic, and more discriminating than my predecessors. | expect a
lot more than they ever did, too. For example, if | call your organization on the phone to make any type of
inquiry whatso ever, | expect you to be able to give me an answer in three seconds. | expect you to be easily
available for me at any time, and | want a speedy -response and efficiency.

Bend over backwards!

| expect you and everyone who works in your company to be frie ndly d remarkably more friendly and
caring than your competitors, highly com petent, and knowledgeable. As a company ambassador , | expect you
and your associates to stand on your heads for me when necessary. | even expect you to anticipate my
needs even befo re even | become aware of any | may desire. If you know how, you'll be in a better position
to keep me.

Read my mind!

I expect you to not only know what | want , but | expect you
And, if you cannot deliver what | want, when | want it, how | want it, and at the price I'm willing to pay for it,
I'll go to your competitor. There are other providers  out there.

Are you scammind me?

Selling to me is more difficult than ever. althameavér.¥oubecause |
mi ght say ités a fact that |1 6ve become highly suspicious as to w
whether you're going to deliver what you say you're going to deliver, when you say you're going to deliver it,
and not give me some excuse and disappoint me. Besides, | thought your advertising claims AiFive star servic
guarantded.fden wonder i f thereds any t r edmpany has grebvsgstemmsasd n g . Somet
procedures in place, but when it comes to service, i tdepends on whom you get to serve you! So if you boast
of superior service, make sure you and everyone in your company demonstrates it in every aspect of my
experience with you. After all, your company is supposed to be great. Be sure they are, by provid ing a
consist ently great customer experience.

I didndt hear it through the grapevine!

Letbds talk about my experience. It starts with your reput at
negative through the iGr ape dthemvisedl would not give you the time of day. When | call for the very
first time, I will t ~ hen form an impression of your organizationds | evel of professionali st
answers the phone. I f they dondét sound sharp, how can | expect g
Customer satisfaction? W ho cares! Tell me about your loyal customers!

Your website states, iwe have very high |l evels of customers
cares?! Show me your numbers for customer retention, customer loyalty and customer advocacy! If you can
boa st high numbers there, then, I'll be impressed! Business is tough. Real tough. If you have an abundance
of loyal customers and advocates who give you referrals, then | 6ém seriousl
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ltds al ways about me, me, me !
| gave your sales person a tough time, but he asked me all the right questions, provided all the right
answers , and showed me he cared about my needs when | called on the phone. So, here | am. But keep this
in mind: He was lucky enough to have won me over, but you and everyone in your organization needs to
remember that I'm very demanding. | demand courtesy and respect. | want to be treated like a Stradivarius
violin & precious, valuable, and irreplaceable.
Il 6m al ways right!

I'f 1 é6m wrong or mistaken aboube, Isnamways right,megmembér?) dhenyc o udud
be wise to simply say, iperhaps thereb6s been a misunderstanding.

Treat me right!

By the way, if my origin is from a country other than this great USA, | expect you to be able to

communicate with me and un derstand that although my culture may be different than yours, my hard -earned

money is still green, and | wanted to be treated with the same
youto talktome. Studies have proven that you need talk more with m e before | buy than if | were a man. I

want a feeling of connectivity. Iwanttohear: A Thank you, Ms. Smith. We appreciate your
help you in any way, wedre always here for you. o

Doné6t #@* mbomffhe judge, the ¢yourgxecutmmed can b

When | do business with you. | never want to have to worry about anything. | have enough worries

already with this  volatle ec onomy. " m i mpatient, too. Fair warningéas much
can be dangerous to you. If my buying experience and every interaction with yol
your strongest critic. | am your judge and the jury. And remember 0 | can be your executioner too. If my

experience with you is not positive in every aspect of my experience wi th you, [I'll tell everyone not to do

business with you. Sorry, but research has proven that | tend to tell a whole lot of people about any negative
experience | have with you.

The good word about you will spread.

On the positive side, if you do well by me, | can be your ambass  ador; I'll tell others about you. See, |
want a flawless customer experience ." That requires you to have what | call, a "Sales -Service Excellence
Culture" throughout your entire operation, where everyone recognizes that they, too i mpact your bottom line.
Speaking of ambassadors, everyone in your organization should think and act as your ambassadors, and do all
they can to support you and each othertoo. I f they donét, then buddy, you have the

team. Creating a  Sales-Service Excellence Culture and having exceptional people on your team is not
optional; it is critical to your success.

Il dm tough. Get over it and document my compl aint.

Am | being too hard on you? | donét think so. | believe | 8&m
favor by being blunt with you. Why? ltés because | ' m the cust ome
service you provide to me. In fact, if | call you to complain about something, you should welcome my
complaint. Not only do | have a right to do so if the complaint is viable, but how else will you know where

improvement is needed? If you are smart, you will instruct your team to document all complaints, so you can
be proactive in preventing them from occurring in the first place.
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Dondt eMafor Granted!

Take a good hard look at how I've come to you and where we are today. Your captured my attention

with your good name, and your creative marketing and advertising practices. Then, you won me over.  You
landed a big fish! Now, you need to keep me. | hope everyone in your place of business  realizes that without
me, no one gets a paycheck. Not to be redundant, but they'd better think and act as your brand ambassadors
and treat me exceptionally well. | f custdmery butdyour grebtést advocate.t onl y be
| Otellleveryone aboutt  he superior service | received from you.
Look at the big picture from the outside in.
Look at your business. Examine your systems and procedures, and look at every person in your
compan y from my position. Then, get serious about customer service !
If you are ready to get serious, below are actions that | recommend you should take to keep me and earn
my advocacy.
1. Make a list of what your customers want, need, and expect. For example, they want quality and
durability, and a fair price, (better yet -a real deal!) etec. That 6s the product s
side is that they want to buy from people who are remarkably friendlier, more professional, and more
knowledgeable than your com petitors. They want to be appreciated and valued. They want higher
level of service in every aspect of the buying experience. Write all you can think of. Then, determine
how well you do you deliver these.
2. Maintain the good reputation of your brand. It i s one of your strongest weapons against your
competition.
3. Make sure everyone in your company displays the core values of honesty, integrity, professionalism,
accountability, respect, safety, teamwork and the other values you should have established when you
first started your company . (I f you haveno6t, do it now). Then, hol a me
Have everyone state how, specifically, each person should display those values in their day -to-day
activities and interactions with me, and every existing and potential customer. Equally important, have
them address how to treat their coworkers. Dondét be generic

put them into writing.

4. Il nvolve your entire teanpriinncdrpd atsion go niitghabioustosmeguandweadh |

ot her . For exampl e, AWe wil |l have a sense of wurgency sel
our store is spotlessly ¢l ean, mai nt ai ned, and ready bu
not my job. 60
Record these value demonstration promises, guiding principles, and consistently add to these. You
may even want to follow the example of many smart companies who have every employee sign
statements that they will adhere to the promises they make to you and your team.

5. Instruct your team to help you to uncover and eliminate any service flaws that might exist and seek
ways to make it easier for me to do business with you. And if you really want to impress me, ask
them to figure out ways to putiemee AiWOWD yoto myfhemped &1 |
customers to you.

6. Appoint (not hire, appoint) a Director of Sales - Service Excellence or CEO
(Chief Experience Officer) or business ambassador to make sure | (and every customer) have a
consistently great experience . You can have one person in charge, and after a few weeks, you can
pass the title onto someone else.

7. Train managers at your different locations on |l eadership skillTsol eAdogteoa f 6 Ze Ba
Bosses policy in your ¢ omp a trgatyourpedple wall,thow db yos exgest theho n 6 t

to treat me well? Studies have proven that if your employees are happy with their boss and your
culture, then, | 6be happy for the long run.
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8. Train your employees on how to speak to me. | am impressed when people communicate in a manner
that is more professional, caring, and remarkably friendlier than your competition. Make me feel you

have my best interest at heart, and be sure to call me by n:
more knowledge, more information, and more expertise than your competitors. | especially like the
fBusiness Made Easyo0 on your website. Do everything cgnoactedcan possi
to you. Make me feel like family!
9. Conduct an employee satisfaction survey. | n the survey, ask if your employees would recommend
wor king at your pl ace of business to others. Ask if ther e
whether territorialism exists across departments.
10. Conduct the employee satisfaction survey every year, a nd strive for higher scores each year. Work
with your team to identify three key areas to improve the level of job satisfaction. (By the way,
whenoés the | ast time you told one of your empl oyees how mu
Enable your employ ees through training. Then empower them to make decisions to keep me happy
without having to go to management for permission. Find wa
service you provide. This is how you will differentiate yourself from your competito rs.
11. Ditch the word fiemployeed and change it to associate or team
on your people they feel about their job. Give a small rewar
12. Develop an obsession to deliver your best performance wi th every customer every
day. Instill that obsession into your entire company.
Delivering AWorld Classod service involves a great deal mor e, b u
me. Better yet, your business will be in a better position to compet e, grow, and prosper in todayéb

economy.
Get serious about customer service!

You may have some work to do. For now, take a good hard look at the level of service you are providing
today and ask this pressing question:

Wou Id you do business with YOU?
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About The Author

Christine Corelli approaches her work with extraordinary creativity, enthusiasm and

attention to detail. She is the author of four books including the popular Wake Up
and Smell the Competition , ART of Influencing Custome rs to BUY From YOU,
and Hiring and Retaining Quality Employees. She is a frequent guest on radio
and TV interviews including CNBC, and to her credit, she has had over two hundred

articles published in magazines, business journals and trade publications wo ridwide.

As founder and president of Christine Corelli & Associates, Inc., a Chicago -based
firm, she is a professional speaker, consultant and facilitator for both national and
international companies and associations. Her experience interacting with toda y's most
successful leaders across the globe has given her a philosophy that is simple but definitive o}

"Bragging rights are never enough. You can boast all you want about your quality
product or service and your great reputation. But if you want to outdi stance your
competitors, you need to deliver more value those who offer similar products or
services. Plus, you need to deliver it with flawless service. In the end, the
CUSTOMER will be your final judge and jury. If you're lucky enough to win them

over an d you want their loyalty, you need a Sales - Service Excellence culture in your
organization. Everyone must think and act as your brand ambassadors and
Goodyear ambassadors. Businesses don't do business. People do business. It's the
people in your organiz ation who make the difference. Lead them well, and treat
them well, and they wil!/l carry your business into
As a business speaker and facilitator, Christine is known for her high -energy and
interactive style. With hundreds of presentatio ns to her credit, she is a true veteran
of the platform and maintain s an active speaking calendar. Her impressive client list includes major
organizations such as Caterpillar, MorganStanley SmithBarney, Chrysler, Ford, Commonwealth Edison, Nicor,
Reynolds Aluminum, Panasonic, Xerox, Raymond James, Honda, Marriott, GE, the National Retail Federation,
General Dynamics, Harley -Davidson, the Harvard Business School Alumni Association, and Goodyear!
Christine's newest book release, Capture Your Competitors' Customers and Keep

Them is scheduled for 20 10. "Corelli's Clips," here  -publication is read by thousands of
business professionals in fifteen countries. To learn more, and to subscribe to this

insightful publication, and review her impressive client list , Visit her web site ‘I’he
www.christinespeaks.com

Need a speaker for an upcoming meeting or training seminar? For booking information, :hlﬂuenc“lg
or to order her books, call: Customers
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