
 
 

 

WINNING CUSTOMERS FOR LIFE 

 
Create walking talking advertisements  

for your business 
 

There is much more to it than sending your staff to smile training and launching a 
charm offensive 

 
Creating a Culture of Customer care has more to do with policies and procedures 

than front line staff  
 

Read On….. 
 

It’s good to get positive feedback – it’s something we all enjoy in every walk of life. Often 
managers and staff say “Our customers love us. They are always telling us what a great 
business this is!”  
But is it surprising to get good reports from regular customers? Do you take their loyalty for 
granted and can you grow your business just by continuing to satisfy them alone? 
Most small businesses are reporting static customer numbers – they gain some, they lose 
some. 
 
With this in mind, maybe we would do better to listen to people who aren’t shopping at our 
stores.  Retail focus groups usually indicate poor customer service, inconvenience, and harsh 
unbending rules, as the reasons why they wouldn’t support a particular store.  
 
Yet providing excellent customer service is a goal that most organisations say they achieve 
isn’t it? So why is it that in almost every western country the public complains customer 
service is poor, attitudes are wrong, complaints are not handled well. 
  
How do we change management and staff attitudes to raise the bar beyond average customer 
service levels and reap increased customer numbers through sustained customer satisfaction 
and word-of-mouth recommendation?  
 
Customers are becoming increasingly demanding and they are not afraid of telling more 
people when things go wrong. 
 
Engaging your staff in customer service training once a year and then leaving it to those 
same individuals to decide when and how they will consciously implement their training is not 
enough!  
 
Lack of commitment from senior management, poor understanding of who our customers are 
and how they think, over-emphasis on short term goals, lack of staff training, and 
consideration of unfriendly policies, are barriers to achieving higher levels of customer care. 
 
We understand customers are the reason for our business – every business needs them or it 
will cease to be. But most businesses only think of customers as the people who buy a 
product or service from them when in fact we should consider a customer to be anyone with 
whom we interact both external and internal.  
 
Internal customers are the people in your organisation who rely on the work you do in order 
to do their work. For example, they could be staff preparing signs, following-up customer 
enquiries, merchandising, pricing or re-stocking shelves. The importance of internal 



customers is seen in terms of their engagement and commitment. Confusion, delays and 
inefficiencies have a negative impact on customer service and potentially on the morale of 
your organisation. 
 
The secret of service excellence is that it requires a complete approach. A complete approach 
means:  
 Clear consistent leadership from the top with senior staff as role models, developing 

customer friendly policies and protocols. 
 Taking care of all the factors that satisfy external customers as well as internal customer 

focussed systems, processes, and tools 
 Employee satisfaction through recognising and rewarding going the extra mile. 

 
Above all, an understanding by every member of staff that creating a culture of customer 
care in your organisation will pay dividends in reputation, efficiency, customer satisfaction 
and word-of-mouth recommendation. 
Initiating a culture of customer service requires a commitment to make every customer feel 
good from the experience in dealing with your business.  
 
Where do you start? 
 

Building a team and creating a culture of 

customer care go hand in hand. 
 

1. Hire only people who relate well to others and have a ‘service’ mentality i.e. ‘people’ 
people who genuinely want to be part of your team and are happy to be there – 
friendly, enthusiastic, sincere. 

 
2. Train them so they know about your philosophy and culture, customer service 

aspirations, operational routines, policies and procedures, as well as product 
knowledge. 

 
3. Encourage and develop a ‘can do’ mentality throughout the organisation 

 
4. Talk customer service at every staff meeting and consciously practice good habits. Give 

them feedback and keep them informed. 
 

5. Keep staff informed and involved with your plans and aspirations for the business and 
communicate your expectations. Staff who feel they are consulted and feel they have 
contributed to customer service standards generally work harder to make them work 

 
6. Encourage sincere attentiveness to customers at all times 

 
7. Encourage staff to sympathise, exercise patience and coerce smiles from the grumpiest 

customers  
 

8. When service falls down, encourage them to analyse without apportioning blame: 
“what did I do or say to upset that customer?” 

 
9. Encourage everyone in the organisation to help each other and congratulate each other 

when good service is observed or commented on by customers. 
 

10.Give staff responsibility. Empower and enable them to use their good judgement and to 
take the lead in creating positive experiences for customers 

 
 



I’ve used the word ‘encourage’ several times because effective managers lead by example, 
communicate, coach their team and let people contribute.  
 
Friendly, smiling staff work a treat, service slogans don’t. Nor do standard letters and fixed 
solutions. Technical jargon should be definitely avoided. 
And one of the staff mantras should be - there’s no such thing as ‘We can’t.... It’s not our 
policy..... We don’t do that....... It’s impossible 
 
Proactive Customer Service 

 
Proactive customer service begins even before the customer walks in the door. The good retailer 

has an enthusiastic ‘can do’ attitude and is prepared to go out the extra mile to satisfy and retain 
the customer. Anticipate customer needs. Ask questions of the customer to establish needs. 

 
Reactive Customer Service 

 
Reactive customer service comes after the event; after a customer asks for assistance or a 

service, or has suffered dissatisfaction and brought the problem to the attention of the store. 

Reactive service is simply responding to the customer’s questions and requests, which is not good 
customer service.  
 

Understanding Customers 

 
a) Customers buying decisions are influenced more by how people feel than what they know. 

 
b) Customers believe what they hear from others rather than what you say. 

 
c) You must understand customers’ different likes/needs and how they reason. 

 
To find out how people think we must ask questions and listen to their answers. 

 
Good customer service is making customers feel good. Giving them the ‘warm fuzzies'. 
What customers feel and think about you and your business, usually has very little to do with 
logic.  
What customers think and how they feel about you and your business has a lot to do with – 

- emotion 

- perception 

To address emotion focus on emotional aspects 
To change perception, focus on changing perception not the logical underlying issue. 
 
 
Consider all those things that you like least  
about the service that you receive and where you are not satisfied. 

1. List all the things that niggle or annoy you as a customer 
2. List all the things that you are aware of that niggle your customers  

 
Eliminate or ensure these things are not happening in your organisation 
 
 
 
 
 
 
 
 



Why customers don’t come back 
 
The following are some 35+ factors of customer service that cause customers to go 
elsewhere. 
8 of these are caused by front line staff 
27 of these are caused by the owner / manager 
 

People reasons – you or your staff- 
Slow service 
Indifferent staff  
Being ignored 
Rude staff 
Staff don’t know policies 
Lack of product knowledge 
Pushy sales people 
No assistance to car with large items 
Making Assumptions 
 
Policies, Protocols & Systems 
No price on products 
No label or adequate information 
Poorly displayed product 
Poor complaint handling 
Advertised product not available 
Difficulties or restricted system of payment 
Queues                                                   
Service people not arriving on time 
Service people not communicating  
Lack of detail on invoice 
Sub- standard or out of date web site  
Harsh unbending rules  
 Credit cards not accepted 

Credit card surcharge  
Delivery charge 
Guarantee with many exclusions   
Advertised special starts tomorrow / finished yesterday  
No receipt – no refund 
A fee to look at faulty products under guarantee 
$5ea or 3 for $9 – Customer wants 5 and is asked to pay $19 3 @ $9 + 2 @ $5, - 
instead of 5@ $3 

Loyalty Programme Rules 
Specials excluded for rewards 
Some products excluded for rewards points 
Rewards Vouchers with short expiry date 
Rewards system not transparent 
Bribes instead of rewards 
Restricted range of rewards for redemption of vouchers 
 
Inefficient recording system  
Over promising and under delivering benefits 
Not enough or too many email / text / facebook communications 

 Aggressive, unfriendly, poor content and format of email, text facebook.  
 
 

 

 

Lack of product knowledge 

Pushy sales people 

No assistance to car 

Making Assumptions 

 



 

Review your services 
 
Review your staff  
Suitability – friendly, enthusiastic, sincere 
Customer service training 
Review your policies and procedures 
Best customer care person on check out / telephone 
Get rid of all harsh unbending rules 
Create flexibility in procedures 
Delegate authority to staff to keep the customer happy (with parameters) 
Transparency in all dealings 
Review Loyalty programme 
It must be a win win 
Don’t over promise and under deliver 
Rewards not bribes 
Regular communication – personal, friendly, sincere format 
 

 

Going the extra mile 
 
 

Service Salesperson Salesperson extra 

Information leaflets Keeps the leaflet stand 

full 

Gets a leaflet required and takes 

it to the customer 

Signs & Shelf talkers Keeps signs current and 

in place 

Explains signage system to 

customers 

Advice Answers the customers 

questions 

Asks customers questions to 

establish – customer type, their 

needs.  

Showing / 

demonstrating the 

product / service 

Points to where the 

product is 

Takes customer to the product or 

takes the product to the customer 

Product guarantee 

enquiry or complaint 

Questions customer to 

find out cause or fault of 

failure 

Replaces willingly irrespective of 

cause or fault and then questions  

customer to ensure success 

 

Trolleys Ensures trolleys are 

brought in from the car 

park  and always 

available 

Anticipates when a customer 

needs a trolley and takes one 

over 

Umbrellas Ensures umbrellas are 

always available near  

the door 

Takes umbrellas to customers 

when it starts to rain. Meets 

customers at their  car in the car 

park when it is raining 

Assisting to 

checkout 

Offers to assist Assists with friendly chat, 

complimenting customer on their 

choice and assuring success 



Assisting to car Offers to assist Assists with friendly chat as 

above and carefully loads product 

in the car in a manner to avoid 

damage   

Paper towels Ensures  they are always 

available 

Takes a towel to a customer with 

wet or dirty hands 

Fast check out Keeps going as fast as 

possible 

Calls for help.  Anticipates build 

up  

Greeting Smile and eye contact Friendly greeting by name 

 

There must be a total commitment to customer service(making customers feel good) from 
top management to all staff. 
Staff should talk customer service throughout the day, to each other, at staff meetings. Help 
each other. Analyse bad experiences. Share success when you make grouchy customers 
happy. 
 
Consciously practice good habits of customer service -      
  - or you will unconsciously form bad ones. 
 
Be sincere and attentive to all customers at all times 
 
Consciously practice on every customer every day. 
 

Handling Complaints 
 

In honouring guarantees it is not a question of fault, circumstance or time. The important thing is to 
keep the customer. The customer’s ongoing patronage and positive comments to friends is worth 

more than the cost of replacement or refund. 
 

1. Have a clear policy that all staff know and understand. 
 

2. Empower all staff to handle guarantees and refunds. (This may be up to a certain $ value) 
 

3. Resolve complaints quickly, according to your policy or in the customer's favour. 
 

4. Resolve complaints willingly and in a pleasant manner (not reluctantly). 
 

5. Always put the customer at ease first by stating you will replace the plant before asking 
questions to establish cause of failure of original purchase. 

 

DO......  

  Get a  senior  or  specialist person.   

  Usher customer to a private area. 
  Keep an open mind. 
  Show sympathy and interest. 
  Stand alongside, not opposite. 
  Ask questions sympathetically. 
  Be honest, firm, and pleasant. 
  Quote success of the product. 
  Build people up. 
  Look for clues to what the customer wants. 
  Re-state the problem; get agreement, arrange       
       solution and assure success 

DO NOT...... 
Start with a solution worked out. 

 Argue or lose your temper. 

 Justify by admitting poor quality. 

 Belittle people. 

 Try to score points. 

  

 



 

Summary – the LSD treatment 
 
 
Listen to what your customer has to say. Let them get their problems out in the open. 
Show concern for your customer’s complaint even if you suspect they have no rights to 
complain. 
       Remember the Great Truth - 
‘How people feel has more to do with how they act than what they know.’ 
Do something to resolve the situation quickly and to your mutual satisfaction 
 
Customers will not be fooled by stalling or dishonest tactics. 
  
 

Image Checklist 
 
Roadside signs 
Fence signs 
Building signs 
Overhead ID signs 
Promotion signs 
Welcome signs 
Opening hours 
Category signs 
Guarantee sign 
Point of sale signs 
Events noticeboard 
Information cards 
Gift wrapping 
Special orders 
Delivery 
Eftpos/credit cards 
Gift vouchers 
Assembly / Design service 
Thank you for shopping 
Develop a ‘Can Do’ attitude and culture. 
 

Understanding who your customers are and building a culture to exceed their expectations 
will create ‘customer delight’ both externally and internally. 
Delighting your external customers brings them back again and again and they spread the 
word! Delighting your internal customers ‘catches on’, everyone is happy to be at work and 
they all want to work hard together to make their organisation the best! 
 
 

Bill Brett 
Garden Retail Success 
http://www.gardenretailsuccess.com/ 
 
Business Mentor for Nelson Tasman Business Trust 
info@ntbt.co.nz 
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