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I n the age of e -m ail com m unications, in
ternet shopping and SMS, have w e  fo r
gotten about the people? C ustom er 

service can be the single most im portan t 
factor in d ifferentiating betw een the good, 
the bad and the ugly, yet it is often found  
on the scrap heap, d iscarded in favo r o f 
te ch n o lo g y , fin a n c e  and c o m p e titiv e  a d 
vantage.

Studies c o n d u c te d  by the U n ite d  
States-based T e c h n ic a l Assistance Re
search Programs, Inc. show  that the aver
age dissatisfied custom er w ill tell betw een  
e igh t and sixteen p e o p le  o f th e ir e x p e ri
ence. M o re  than ten per cent w ill tell over 
tw en ty  people  of the bad service. In an in
dustry area that is qu ite  sm all, such as the  
lib rary  and inform ation  sector, it does not 
take long for the w o rd  to get around.

The words that w e  use in c o m m u n ica t
ing w ith  customers in a face -to -face  e n v i

Things to remember
•  I t  can cost up to  fiv e  tim es as m uch  to  a ttra c t a n e w  

custom er th an  to  re ta in  an existing one,

•  T h e  average business n e ve r hears fro m  n ine ty -s ix  p er cen t 
o f its unhappy custom ers.

•  For every  c o m p la in t re ce ive d , the  average  c o m p an y  in 
fa c t has tw e n ty -s ix  custom ers w ith  p ro b lem s, six o f w h ic h  
are  serious in n a tu re .

•  O f  custom ers w h o  reg ister a c o m p la in t, b e tw e e n  fif ty -fo u r  
and seventy per c e n t w ill do  business again  w ith  th e  
organisation  if  th e ir  c o m p la in t is resolved. T h a t figure  
goes up to  an im pressive n in e ty -fiv e  per c en t if th e  
custom er feels th a t th e  c o m p la in t w as resolved q u ic k ly .

•  The  average  cu sto m er w h o  has a p ro b le m  w ith  an  
org anisation  tells  n in e  o r te n  peop le  a b o u t it. T h irte e n  
p e rce n t o f  th e  p e o p le  w h o  have a p ro b le m  w ith  an  
org anisation  re c o u n t th e  in c id e n t to  m o re  th an  tw e n ty  
p eo p le .

•  Custom ers w h o  h ave  co m p la in e d  to  an o rg an isation  and  
had th e ir  c o m p la in ts  satis factorily  resolved te l! an  average  
o f five  peo p le  a b o u t th e  tre a tm e n t th ey  rece ive .

jo h n  T. Shelf, C u sto m er S ervice Facts and Figures
(h ttp : //w w w .s id e ro a d .c o m /c s /c o lu m n 7 .h tm l)

ron m ent contribu te  only  seven per cen t to 
the message that is perceived by the cus
tom er. T o n e  accounts for a further th irty- 
eigh t per cent w h ile  the greatest p ro p o r
tion , fifty -five  per cent, is attributed to the  
body language o f the service representa
tive . T e le p h o n e  c o m m u n ica tio n s  do  not 
have the benefit o f body language, so in 
this scenario  the w ords m ake up fo rteen  
per cent of the message and tone accounts  
for a massive eighty-six per cent [SkillPath  
Sem inars, The  C o n fe re n ce  on C ustom er 
S ervice]. W h a t w e  say to a custom er is 
im portant, but how  w e  say it and w h a t w e  
look like have a far greater effect. T h in k  of 
the d ifferent m eanings that a s im ple w o rd  
like  'O h ' can have. By vary in g  th e  to ne  
and facia l expression a lon e  w e  c ou ld  be 
sad, surprised, questioning, d isappointed , 
disgusted or delighted!

Service is not just a bout 'd o in g  unto  
others as you w o u ld  have them  do unto  
y o u .' C ustom er service goes fu rther than  
this and is about exceed in g  the e x p e c ta 
tions that a custom er places on your busi
ness. By living up to your promises, taking  
an interest in the custom er and having  
c learly  defined and m easurable standards, 
you can not on ly  create a level o f service, 
but raise the bar.

W ith  increasing dem ands on LIS p ro 
fessionals to prove their w orth, the secret is 
giving the customer w h at they need, w h ich  
is not necessarily  w h a t they ask for! 
Strange as it m ay seem, a custom er w ill o f
ten ask for a particu lar product or service  
sim ply  because they kn o w  som eone else 
w h o  used it successfully. W h e re v e r possi
ble, add value  to the service you d e liver.

Custom er service is dependent on three 
things: custom er-friendly policies set by the 
organisation's executives, training offered to 
the staff, and the attitude of the staff about 
their ow n organisation as generated by the 
w ay their com pany treats them. [G ood cus
tom er service is no longer enough, 1 3 Janu
ary 2 0 0 2  h ttp ://m a n ag e m en t.ab o u t.co m / 
Iib ra ry /w e e k ly /a a 0 4 2 6 9 9 .h tm ] So, the re
sponsibility lies w ith  each m em ber of the 
organisation.

R em em b er to sm ile , even w h en  you  
are on the phone, de liver on promises, and 
keep in m ind that the custom er is a lw ays  
right. Even if the custom er is w rong, d o n 't 
tell them ; just fix it for them ! ■
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