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customer

Are they customers from hell or are we putting them through hell?

By Pamela Schuck

j very business has cus
tomers from hell If you
were really honest, you
might admit that you ar

YOur company is someone 3

else’s customer fram hell I know I can
be.
When you are the difficult cus-
tomer, ask yourself, “Why am I |
me to be so aggravated?”

Sometimes it has absolute-
ly nothing to do with the busi-
ness the hellish behav-
jor is directed toward.
Some reasons are par-
ticular to the individ-
ual and what is going
on with his ar her per-
sonal ar business situs-
tion and you just became
the target.

You might be upset |
about something else and
carry that anger into a situ-
stion with you, ar you are
overtired, stressed and |
frustrated. These things
are beyond the service !
providers' control - but
you should always be em- Y
pathetic and understand-
ing. -

But what about
the ones who tum into the
customers fram hell because your
business has put them through hell and
now they are fighting back?

Why do your custormers get upset?

M You or someone In the organization
promised something that was not de-
livered.

1t is important to look at the reliability

factor of service and understand what
promises we are making. Somecne was
supposed to get back to the customer and
didn't; promised delivery by a certain date
and didn't deliver; promised action and
didnt follow through. Customers get
upset if you don't keep your prorises,
and if it happens often or with a critical
need, the customer turns into a diffieult
person. .

M You or someone In the arganization
was indifferent, rude or discourtecus,

Many times, rudeness is unintentional.
We try to make light ar funny staternents
that came across as rude, Treat every cus-
tomer as you would a special family
member.

When your customers are doing busi-
ness with you, their expectation is that

you will know the value of a customer to
your business, Being responsive is critical
to your customers' expectations.

~ I They feel someone has con-
veyed an unplessant attitude
toward therm.
Perhaps the customer was surly
or treated you poorly. That is no
excuse for you to react unprofession-
ally. Every customer deserves to be
.. treated with a posi-
five attitude that
reflects that you
know the impor-
tancé of customers. A
bad attitude sends cus-
tomers into that defensive
mode of lashing cut.

; Il They feel they weren’t listened
1o.

People want to be listened to. Don't
interrupt. Often, cusinmers from hell
start out honestly trying to resolve a
problem ar concern. But when they
express their concerns and feel no
one listened, it puts thern in the place
of, “You'd better listen to me!”

B They are embarmassed at doing
* something incor-
s rectly
Make swe custom-
ers understand what they need to
know befare they try to use your prod-
uct or service. Go over procedures abowt
returns, questions and guarantees so
there will be fewer misunderstandings.
Teach your customers with caring. Don't
ever imply the customer was not smart

enough.

M Their integrity or honesty was
questioned. '
Treat customers with respect and digni-
ty. Assume your business has made the
mistake until shown otherwise, Don't
assume the customer is wrong. We know
our business so well, we assume it. must
be the customer who made the mistale.
Work to eliminate body langusge, voice
tones and facial expressions that comey
distrust. Avoid projecting an “us va, them”
attitude about customers. And, newer
threaten a customer.

Pam Schuck {pschuck@strivetraining.com’
Is president of STRIV=E Training,wh!igch "
specializes in motivating customer service
excellence for businesses. She can be
reached at (330) 273-8790
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