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Role reversal

5 reasons yaur clients believe they're doing all the work

By Pamela Schuck

& very business owner wants
% o provide topnoteh ser-
vice, but have you unwit
" i tingly created a perception
=ikl I your customers' minds
that they're the ones working hard to do
business with you?
Here are five situations that could
burt your company and send your cus-
tomers running to the competition.
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Reliability

If you promise to retun phone calls,
does that happen or does the customer
have to call your company back, often
numercus times? When you market
products and ensure availability, are
they in stock? i not, do you promise to
get the product in, then communicate
with the customer?

More tirnes than you may realize, your
customer gets the job of finding out it
the produet is in. While you may offer
hasslefree returns, the reality is that
the customer is responsible for produc-
ing purchase order numbers, receipts
and shipping documents to resolve
prableras that aren't their fault.

Customers want to know what they
can count on you for. Tell them, and
don't make them work to cash in on
Your promises,

Assurance

Don't hald customers responsible for
what they don't know. You and your
staff should be responsible for product
and company knowledge and good lis-
tening and problem solving sldlls.

Be willing to share informution and
educate customers, but don’t make
them work to get that information, In-
stead, offer it by telling them what re-
sources yowr business can provide
them with.

Responsiveness

Evaluate your twmnaround time in
answering questions, providing infor-
mation and solving problems. Do you
set and meet deadlines? And, do you
weat clients' questions as infrusions or
give the perception of being apathetic?

Being responsive is the biggest key in
avoiding the customer “work” percep-
ton. Be proactive, not reactive — even
if you don't know the answers — and
don't make clients feel as if they must
repeatedly ask questions 10 get the in-
formation they require. Once a client
feels neglected, he or she must work o
make you respond to their concerns,

At that point, you've lost their trust.

Empathy

Be genuine in your concern and care
for your customers. The phrase, “T don't
care what you know until ¥ know that
you care” applies here. -

Empathy goes a long way in preveng-
ing the perception of being overworked
and underappreciated. Xt shows you
care about clients and their business,
Empathy eases the pain of doing busi-
ness with you.

Tangibles

Evaluate physical barriers, require-
ments, procedures and policies. Take
pride in your workplace and instifl pride
in your employees. Set standards of
what your business looks like and how
you reflect your prafessionalism.

Is it easy to navigate your business
physically, online and on the phone?
How does it look and feel 1o the cus
tomer? Is it hard to find information
about a product, track down people or
receive service?

An example is your voice mail meny.
Do customers have to be prepared to
write down their options because your
menu is so long and contusing? Tangi-
bles amplify customers’ perceptions
that they must do an inordinate amount
of work te do business with YOUr cori-
pany.

If you take the time to evahjate your
business from top to bottom, you'll de-
termine just how difficult — or easy —
itis to do business with you.
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