[at your service]j

Would you do
business with you?

Every company's success depends on its ability to provide top-notch
customer service. That requires hard work, determination and
management in three key areas — process, outcome and perception.

By Pamela Schuck

s

Let’s examine those t.wu experiences.

(Pert one In a three-part sedes)
ould you do business The process wes negative in the first,
with yourself? but I did get the product I needed and
To really evaluate wanted. Judged on the cutcome alone,
your business, its & it was succeasful. But the process was

 question every
owner must answer. Think like your
prospective or current customers and
ask yourself the question often. And be
honest.
_ Are there things that happen, from
occasionally to frequently, that influ-
ence the answer to be a resounding

- “No?"

If o0, it's time to examine why dis-
tinctive quality service is lmportant
Firat, recognize who your competitors
gre, Its not just your business com-
petitors. For service excellence, you
compete with anyone who gives your
custoIners sexrvice,

Customers expect service experi-
ences. They get them from restan-
rants, amusement parks, theater pro-
ductions, vetail stores and cruises.
They rate your service on how they
like to be treated by experience
providers, Simple satisfaction is not
good enough; customers expect to be
wowed,

It's critical, then, that you understand
how to dissect the customer expert-

ence into two parts — process and |

outcome - because custorners judge

sexvice quality differently than product -

quality. .

The process encompasdes the ser-
vice quality provided in the expert
ence. It's the method you use to offer
your customer experiences. The
process can be positive, negative or in

an annoying sound, [ receive recogni-

negative and influences how I came 1o

be an unsatisfied customer.

The process of the second was very
positive, but whan I get in the clean car
and hear the annoying sound as I drive
home, the outcome is not of the quali-
ty expected.

What does that mean? It means your
customer judges both parts of the
experience and weighs whether to
give you his or her business again.
That doesn't mean, however, that fail-
ure to deliver on one section will pre-
clude your customer from returning.

In fact, in the two examplas, the sec-
ond experience is more easlly recon-
clled. Because the procesa was 30 pos-
{tive, It i3 easier for & customer (o will-
ingly work with the service provider to
turn the outcome around.

With & negative process, customers
are more apt to become difficult cus-
tomers and therefore unwilling to give
the service provider any chance at
repalr.

Of course, if you have a negative
process and & negative outcome, you
have some serious issues with the
impact of customer loyalty and your
businesa will not prosper with poor
aarvice to the castomer, :

In managing the proceas of the cus-

tomer experience, you must always

Inow and see the customer’s percep-
tion. Customers are satisfied by their
needs and wants, not by what you

What picture do you paint for your
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between. You must mansge this  WAnt their wants and needs to be. The "
process, success of the process and the out-
When you need to renew your dri-  come are determined by the cus-
ver's Hicense, do you look forward to  tomer’s perception. Your customer -
the experience? I dont. That's becanse always views it as his perception and
the process is not a positive_ expert- his reality, e
ence. | experience unclear direction, You can adjust customer percep- =
long lines, negative attitudes and indif- tians, but only after you are sure what =
ference to my questions or needs. they are. w
The outcome is the product quality. It PFirar, learn what they see and why -
determines whether the customer they see it that way. Then compare -
- received the product expected, along your perceptions to your customer's
with the quality of the product expect- and detarmaine where the differences o
ed are. Finally, work to change your cus- o
When | take my car In for service for  tomer’s perceptiona of your businesa. o

tion of who I am and what] purchaged, ~ customers? Pam Schuck (pschuck@strivetraining.com)
respect for my problem, responaive- is president of STRIV=E Training,which
ness to my time constrainis and even gpecializes in motivating customer service
littie touches like coffee and a washed excellence for businesses. She can be

car. reached at (330} 273-8790




