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Three Factors distinguish organizations from one another…

1. The PRICE of the product or service.

2. The QUALITY of the product of service.

3. The SERVICE they provide.

Why do customers switch?
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Service:

Anything that a person wants or needs in order to get his or her needs met or job done.

Customer:

Anyone who come into contact with any aspect of our business, no matter how remote, and has an opportunity to form an opinion of us.

The customer’s perception is all that really matters!

Perception

Behavior

Eye contact

Smile

Tone of voice

Body language

Attitude

Values

Morals

Beliefs

Behavior is the tip of the iceberg.  Perception is affected by what’s underneath, the attitude, as well.

Imagine there is a picture of an iceberg surrounding behavior and attitude, with the water line just below behavior.  When I use flip charts, I can draw it, but I am not enough of a computer wiz to figure out how to do that on the computer.  

According to research done a Texas A&M University, customers are concerned with 5 basic aspects of service…

1. Reliability:

· Services performed dependably and accurately.

2. Responsiveness:

· Needs met with speed and initiative.
3. Assurance:

· Customers want service providers to be knowledgeable, courteous, and trustworthy.
4. Empathy:

· Customers want care and concern.
· Desire to be treated as individuals.
5. Tangibles:

· Tangible product or service.
· Physical appearance of facility and people.
The majority of what concerns the customer is the intangibles.

What does one unhappy customer mean?
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Source: TARP (Technical Assistance Research Programs) White House Office of Consumer Affairs, Washington, DC

Some other statistics to keep in mind:

· It is five times more expensive to attract a new customer than to keep and old one.

· 75% of customers will “do business” with you again if their problem is handled in a positive way.

· 95% will “do business” with you again if their problem is handled in a positive way – ON THE SPOT!
Source: TARP (Technical Assistance Research Programs) White House Office of Consumer Affairs, Washington, DC

Body Language and Attitude Exercise

For this exercise, we used the following phrases on the nametags given to the participants:

1. Impatient

2. Angry

3. Sleepy 

4. Bored

5. Distracted (2 interacting with each other)

6. Do-bee

7. Visitor/Customer

These are just a few ideas; feel free to add ones that work for you.  The whole idea is to use body language and attitudes that you see in your volunteers.  Everyone may think it is obvious that these factors impact customer service, but this is a way to really bring it home.  One more note: if you do this exercise, it is best to pick people who are real hams because they will probably go over the top and it never hurts to use humor to bring home a point.

Puzzle Teamwork Exercise

The number of people you are working with will determine the number of puzzles you use.  We like each group to have 3-6 people and at least 4 puzzles total.  The more puzzles the better.  These are the puzzles that have about 10 pieces and come with a frame.  Be sure each group gets one piece that should not be in their puzzle.  Ask each team to assemble their puzzle and deliver it to you.  You may want to give a little prize to the team that finishes first.  You will be holding all the frames.  These are the concepts that can come out of this exercise:

· The idea that working as a team might be bigger than just your team.  It is like your group is the volunteers, and the other groups are other departments at your facility.  You have to go to those other departments to complete your task.

· That’s not too hard to figure out, so that is why the presenter is holding the frames.  You don’t have to juggle them, but you should definitely make it obvious that you have the frames.  The easiest way to deliver the puzzle in one piece is to use the frame, but I guarantee you that most people won’t think to ask you for it.  This will remind them that sometime you have to go outside the obvious to get a job done.  Also, sometimes, you have to ask for help.

· Then there’s the idea that you have to listen carefully to really get the job done.  The presenter asks the group to delivery a “completed” puzzle.  Technically, it isn’t completed with out the frame.  This is important with customer service because you can’t help a person get what they want if you don’t understand what they want.

The M&M Game

Note: Only the “fun size” packs have the large M&M on the back.  These are readily available around Halloween, but are more difficult to find the rest of the year.  We suggest you stock up when you can find them.  If they are not available, you can do most of this activity with any type of M&M’s, just leave the lagniappe part out of the presentation.

1. Distribute “Quality Guaranteed” sheets and M&M’s

a. M&M packs should be distributed face up.  

b. Participants should be instructed to not turn over, open, eat, or trade M&M’s

2. Choose favorite color on “Quality Guaranteed” sheet.

a. If someone comments that their favorite color is not a choice, tell him or her to pick their favorite of the colors available to them.

3. Participants open M&M’s and tally total (by color and grand total).

a. Explain that this is the customer service experience.  

b. Issues to keep in mind include:

i. Number of M&M’s of favorite color.

ii. Total number of M&M’s.

iii. Do you prefer plain or peanut?  Is your preference what you got?

iv. Did you get any broken or mutilated M&M’s?  That would impact the quality of your experiences.

4. Check the color on the back of your pack.

a. If the color does not match your favorite color, there you had a typical customer service experience.

b. If the color does match you favorite color, you got lagniappe.  For example, you not only got to see your favorite animal, you got to interact with it.

c. If you favorite color was not a choice, you had a bad customer service experience. 

5. Participants rank their M&M experience.  

a. Factor in all on the issues in 3b.

b. Factor in whether or not they got their favorite color on the back.

6. Survey group and compare experience.

a. Ask who got more than ½ of their favorite color, a few of their favorite color, none of their favorite color?

b. Poll the group for the total number of M&M’s.  Plain will always win big time, but some people will prefer to have a few peanuts to a bunch of plain.

c. Inquire about broken or misshapen M&M’s.

d. And don’t forget to consider the M&M on the back of the pack.

7. Ask participants to make a second rating of the experience.

8. Survey the group again.

a. Did the experience go up or down?  Why?

Obviously, there are a lot of possible concepts, but these are some of the more obvious ones:

· Sometimes, what the customer wants isn’t available; therefore you are dealing with a bad customer service before you even start.  This is demonstrated by a person’s favorite color not being a choice.

· Some people would rather have a small amount of what they really want as opposed to a large amount of something that they this is just okay, or something they don’t like (i.e., you will have people who would rather 6 peanut M&M’s to 27 regular).

· Some ratings will change (sometimes significantly) when they hear about other people’s experiences.  This demonstrates that although lagniappe happens, it is important to deliver consistently good customer service.

QUALITY GUARANTEED!




Blue     Brown     Green     Orange     Red     Yellow



Favorite Color:       ___
  ____      ____        ____      ___      ____

Color on Pack:
        ___
  ____      ____        ____      ___      ____

Total:

        ___
  ____      ____        ____      ___      ____

Grand Total:
        ___

(
   (
    (
  (
      (
First Rating:        ____
    ____             _____         _____        _____

Second Rating:     ____
    ____             _____         _____        _____

QUALITY GUARANTEED!




Blue     Brown     Green     Orange     Red     Yellow



Favorite Color:       ___
  ____      ____        ____      ___      ____

Color on Pack:         ___
  ____      ____        ____      ___      ____

Total:

        ___
  ____      ____        ____      ___      ____

Grand Total:
___

(
   (
    (
  (

(
First Rating:        ____
    ____             _____         _____        _____

Second Rating:     ____
    ____             _____         _____        _____
