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Chapter 1 Basics of Customer Service

There must be a billion words written about customer service, Advice abounds,
from the banal and obvious (smile when you talk on the phone) to complex and
difficult suggestions about how to "create a corporate culture of excellent customer
service."

Amid all the words, simple or fancy, is a basic hidden truth about customer
service: the person who interacts directly with the customer determines whether
that customer perceives that he or she is receiving poor customer service, excellent
service, or something in between. If you serve customers directly, you have the
power to affect their perceptions. That customer contact is where "the rubber
meets the road."

If you provide service to customers, your words and behaviors are the tools
you use to create a positive customer perception of you and the company you work
for. Whether you're a novice working with customers or a seasoned pro, what you
do and say will affect how customers see you. You can't help it. Customers will form
opinions, so you might as well learn how to create positive opinions. But you need
to know how to do that.

It might be that you get paid minimum wage and you don't plan to stay in your
customer service job. Why care what customers think? The answer is simple, for

self-interest!
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Customers who form negative opinions about you can make your life miserable.
When they get angry, they complain, slow down service for others (making them
mad), threaten, swear, and otherwise do things that add stress to your job. In some
cases, their anger can escalate to the point where your physical safety is at risk. All
because you couldn't be bothered or didn't care. It's to your benefit to provide
decent customer service just for these reasons. More on what's in it for you in a
moment.

That's what this book is for--to teach you about the dozens and dozens of
technigues you can use when interacting with customers so they'll walk away with
positive feelings about the experience. You'll learn about very specific things you
can do or say in all kinds of customer interactions. You'll learn how to deal with
difficult customers. You'll learn how to approach customers and how to get
information from them so you can do your job. You'll learn to deal with customer
service problems quickly, efficiently, and professionally. Best of all, the technigues
in this book will fit your needs, whether you serve burgers, staff the desk in a hotel,
help people in health care environments, or even work for the government.

This book will tell you exactly what to do and say, and it will provide you with
numerous examples so you can use customer service technigues effectively.

Let's get started!



