Customer Service for Volunteers

Who is Our Customer?

Anyone who must rely on us for information, support, help, cooperation, resources, products, or services is our customer.  This includes anyone, internally or externally, that we interact with as representatives of Audubon Nature Institute.

What is Service?

Technically it is work done or duty performed for another.  In this application, service is an attitude and behavior on the part on everyone that the customer is important.  In other words, it is not just the “stuff” we offer, but the quality on how we deliver the “stuff” as measured from the customer’s point of view. 

Who Cares?

WE DO!
· “We recognize the importance of each and every guest experience and strive to make each one memorable through genuine hospitality, and attitude of caring and careful training to ensure exceptional customer service.”  – From Audubon Nature Institute’s Core Values
· “Evident when visitors leave feeling they have gained from their visit and volunteers leave feeling they have made a positive impact.”  – From Audubon Aquarium of the Americas’ Volunteer Department Core Values.
Why Do We Care?

“We [The Audubon Nature Institute] live or die based solely on self-generated funds” – Bill Kurtz, Audubon Insider, 1997

Consider for a moment a bad customer service experience and write down how it made you feel.  Now do the same for a good customer service experience:
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Pretty powerful emotions, huh?

Now consider this:

How many people do you tell about a good customer service experience?

How many people do you tell about a bad customer service experience?

According to the Technical Assistance Research Program, White House Office of Consumer Affairs:

· 96% of customers who are dissatisfied with service don’t complain.

· 90% of these costumers will never come back.

· Each one of them will tell a minimum of ten other people about the experience.

What do Customers Want?

According to research done at Texas A&M University, customers are concerned with five basic aspects of service:

1. Reliability:



Customers want services performed dependably and accurately.

2. Responsiveness:


Customers want their needs met with speed and initiative.

3. Assurance:



Customers want service providers to be knowledgeable, courteous, and trustworthy.

4. Empathy:



Customers want to be treated with care and concern and as individuals.

5. Tangibles: 

Customers care about the tangible product of service, and the physical appearance of the facilities and people.

Keep these six concepts in mind and you will meet customer concerns and deliver first-rate customer service every time:

1. Reliability:



Be consistently dependable in character, judgment, and performance.

2. Responsiveness:


Build customers’ sense of trust and loyalty.

3. Recognition:
Acknowledge the visitor and try to recognize and meet their needs.

4. Empathy
Show the customer you care; 68% of customers who perceive we don’t care will never come back.

5. Competency:
Take advantage of the tools you are given to know how to deliver what the customer needs/wants.  Know who to go to if you cannot personally meet the customer’s needs/wants.

6. Consistency:
Superior service is the standard, not the exception.


What Do YOU See?

Remember:  Quality Service is all in the perception of the customers.  Their perception of the experience is their reality.
