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Introduction to customer care 1

Notes
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Amazon.com is one of the most
successful companies on the Inter-
net. It boasts of the latest technolog-
ical website trends, but the company
is especially well-known for its cus-
tomer satisfaction for online shop-
ping.

Customer convenience is the
top priority at Amazon.com. Visit the
site once, and when you return,
Amazon.com remembers your name
and when you visited the site. You

VOCABULARY
ASSISTANT

can instantly see what items you
have bought. It also shows where
you browsed on earlier visits. The
customer-friendly IT system recom-
mends other titles or products that
might be of interest the next time
you shop.

At Amazon.com, top technology
gives customer satisfaction. More-
over, the website helplines assist
customers with any enquiry, order or
even with complaints or problems.

assist # B
browse #| %
enquiry %14

The Amazon agents are ready to
give customers efficient service by
email or phone.

The highest customer aim is to
make shopping more convenient
and enjoyable. Amazon.com wants
to make sure that customers finish
their transactions with a positive im
pression. This is essential to the
continued success of Amazon.com.

boast of sth % ------ BHE,ER
convenience 7 &




Introduction to customer care

Notes
1 to be proud of 5 fast and organized
2 the highest importance 6 easy or helpful to use
3 to suggest 7 nice
4 to help 8 very important

a Our customers’ satisfaction is our top

b If you contact our call centre, one of our agents can _you.

¢ Good communication skills are in any customer care job.

d And you can pay by credit card, which is very when shopping online.

e We can offer a quicker and more level of service with our new call centre.
f If you are happy with our products, please us to a friend.

Q: What makes your company different?
A: Our company boasts of

We’re especially well-known for

Q: How do you make it easy and convenient for the customer?

A: We offer convenience to the customers with

3

Q: How do | get after-sales service?

A: We give efficient customer service by
Q: What is the most important focus for your

customers?
A: Our top priority is to

4
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Introduction to customer care

cashier - concierge - hotel - order entry clerk - receptionist
representative - restaurant - sales - shop assistant = teller

sales sales staff
3
agent
sales )
manager ——~\ call centre’ supervisor
'~ manufacturing or 5
service sector : < EnolEtc e
retail
hi \ Pud \ i cashier
ki) < customer manager
Dy care
manager \ ’
; A ; __{ clerk
waiter/waitress banking \
b
belhop G \\ B
/ N officer
\ manager \
9 7
receptionist
deals with customers in person.
is responsible for helping customers choose the right product.
handles customer questions or problems over the phone.
B takes care of after-sales service.
processes product orders for customers.
often has to write to customers.
VOCABULARY | deal with sb xt 47 % i , 1t 4 handle 4t 3 ; 5 7 ; 3 fk

'ASSISTANT | beresponsible for (doing) sth #t------ i %
. take care of sb/sth 8 i ; 4 2 | 3t £

3



Introduction to customer care

Notes

WS SRIOe gy e LSS U
y:\“-’p‘s 2 T _qood telephone manner

Customer care is becoming more and more fo-

cused on [T training. It’s true that nowadays el R e

technical skills are essential for working with R TR

customer service systems. However, this high- R T e S

tech training is not enough for good customer TR SR SR

care. Employees also need people skills so that e O St S )

they can deal with people in all kinds of cus-

tomer situations. R
e e N L

* You must be fluent in Chinese and English
with a very good telephone manner and good
1 ice skills. P! ill
o omer. sel:v1ce S . C.Skl e essential. Ability to perform effectively under
communication skills are required.
pressure and to work as part of a team.

Customer care and communication skills are

4 We need someone with the

Your role is to provide customers with first- ) :
y 2 ability to communicate clearly
class customer care. Duties: handling telephone :
= d it ki s t with customers and work effec-
enquiries and complaints; making calls to cus- : . :
9 i .p 9 3 tively with both internal and ex-
tomers; dealing with correspondence by email
ternal teams.

and letter. Computer skills and good writing
skills required.

You will need experience of communicating face to
face with customers, using tact and diplomacy.

1. “Your sales staff is impatient. They never wait for people to finish speaking and are always in a

hurry.”
2. “The people working at your call centre are always so polite and helpful. And they always take the

time to answer all my questions.”
3. “l wish your employees would be more attentive. They don’t seem to listen to what | say and don’t

care about me at all. ”



Introduction to customer care

4. “ The bank officer took care of my requests straight away. | didn’t have to wait at all.”
5. “When | arrived at your hotel, | was totally ignored by both the bellhop and the receptionist.”
6. “The clerk was really rude and pretended not to see me.”
7. “The waiter was well informed about the menu and was prompt in bringing my food.”
8. “Your service was more than | asked for. That really made me feel special.”
positive negative
. to ignore sb
to take the time 2
polite 3
4 uninformed VOCABULARY
ASSISTANT
2 too slow
) . attentive = & By, %L
patient o NN I = I ]
7 unhelpful patient # i & By
pretend f& %
8 ordinary rude A & #y, £ AL By

a Customers always expect you to be

b If you are to customers, they will not do business with you again.
¢ Being always makes a bad impression on customers or guests.
d You should be about the services or products you provide.
e A call centre agent should never be on the phone and should
always be

Making suggestions Responding to suggestions

Why don’t you... ? That’s right./l agree.

Don’t/Wouldn’t you agree that... ? | see your point.
. Isn’tit a better idea to... ? | disagree because...

It makes a good/bad impression if they/you... | don’t agree. | would...
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Introduction to customer care

Customers do not tell their friends and colleagues about bad customer care experiences.
The product itself is more important than the service behind it.

Good, friendly service will keep customers coming back.

After the sale is finished, the customer does not need any attention.

L0100

Welcome to Gistemer Concests EIE)

Here are the hard facts we have to deal with:

One customer in four is dissatisfied with some aspect of customer care.
Surveys show that for every customer who complains, there are 26 others
| who never say anything about customer service. |
| The average “wronged” customer will tell 8-16 more people about their |
negative experience.

Some 90% of unhappy customers will never buy from you again.
80% of lost customers result from the feeling that “they just don’t care
about me or my business.”

| With the use of the Internet nowadays, one person can tell hundreds, or even
! thousands of other people about their experiences! As someone once
I .

] said: the competition is only a mouse click away!
|

If customer care is so important, why do so many busi-

nesses not pay attention to it? O When you lose customers,
Will there be more of a demand for good customer ser- L Forkse prenms:
vice in the future? Why? Or why not? When you keep customers,

you create profits!
How does your company know if it is giving good or

bad service?



Face to face with customers

clear speaking voice  good vocabulary sense of humour expensive clothes
pleasant body language = good eye contact  accurate grammar  good grooming

What customers really notice

Your body language—the way you stand or sit, what you do with your arms and hands,
whether you are smiling or frowning, and so on—tells the real truth to your customers!
Your words may be able to hide that you’re bored or uninterested, but your body can’t.
When meeting a customer, make eye contact within 10 seconds. This creates a bond
between you and the customer and it shows your interest in real communication. If you
don’t make eye contact, the customer could think that you aren’t interested—or even
worse, that you’re ignoring him or her!




8 Face to face with customers

P

\
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</
ca a trade fair a bank a shop a company a hotel
1 Good morning, Ms Richards. B D
2 Well,ifyouneed help,just
3 just fill in this form, please, Mr Rodriguez?
4 Hello. | help you?
5 Niceto , Mr Alle.
Good morning, you ~_'"Peter Manser. I’m Fritz Heinle. Welcome to EDS.

Thank you. It’s nice to finally meet you face to face.
Yes, we’ve talked so much on the phone, | feel like | know you already. Peter, |1’d like

to 2 you to Anke Schmidt, our customer services manager. Anke, this is

Peter Manser from TopForm, in Bristol. o
Nice to meet you, Ms Schmidt.

. 3tomeetyou, too.
So, if you’d just come this way...

* your flight from Bristol?

It was fine. It even arrived a bit early.

And is this your first time in Hamburg?

No, it’s my third. 1’ve been here a couple of
times as a tourist. | really like the city.

So, hereweare. 5 your coat?
Oh, that’s very kind of you.

If 5to take a seat...

Thank you.

7 care for coffee or tea?
Tea would be nice, with two sugars.

So, here’s my taxi. Well, ~ ®foragood meeting. It was great to meet both of you.
The same for us. Thanks for ___° it was a very productive meeting. So, we’ll be
in contact by email as usual.

Yes, of course. Bye.

Have a nice °1 bye.

So long for now.




Face to face with customers 9

care - contact - finally - get = introduce - journey - kind
like = long * may - pleasure

1 Mayl _____Yyouto Mrs Berg? She’s our regional manager.

2 It’sniceto ______meet you face to face.

3 | take your jacket?

4 Oh, that’svery of you.

5 Id to introduce myself. My name’s Ralf Linmann. I’m the floor manager here.
6 Would you for coffee or tea?

7 Canl __you some mineral water?

8 We’llbein by email as usual.

9 Itwasa to meet you. Have a nice _aqifas:

10 So for now.

Small talk may seem to deal with unimportant topics, but it’s necessary for “breaking the ice” with
customers. People can relax and get comfortable with light topics such as...

their trip (How was your flight? Did you have any trouble finding us?)

where they’re staying (So, how’s your hotel? Everything OK?)

(first) impressions of the city (Have you ever been to...? So, what do you think of... so far?)

The weather (Great weather, isn’t it? How’s the weather in...? ) .

Be careful with making small talk on topics like family, religion, politics or with making compli-
ments about somebody’s appearance. Depending on your customers’cultural background, they
might find the topics too aggressive or too personal in a business context.



