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Welcome to Issue 3, 2013 Edition of 
Customer First, the Official Journal of the 
National Customer Service Association. We 
are privileged and proud to provide you 
with excellent customer service articles 
and information that have been devel-
oped exclusively for the National 
Customer Service Association.

The articles and information in this edition of Customer First 
offer you fantastic insights into how successful organizations 
ensure their customers (internal and external) are truly their 
most valued resource.  We encourage you to share this issue of 
Customer First with your colleagues and employees.   It is an 
excellent resource to re-emphasize the reason each of us are in 
business—to serve our customers.  We are confident you, your 
employees and colleagues will gain significantly from the 
valuable philosophies and lessons shared in this issue.

We encourage you to remain connected to the NCSA in a regu-
lar and ongoing manner.  The best method to do so is by becom-
ing a member of NCSA.  Simply go to NationalCSA.com and click 
on the top tab labeled, “Join NCSA”.  Once enrolled, you will 
have at your fingertips numerous and valuable resources that 
will support you and your employees in putting your Customers 
First—Always.

Good luck, and remember, excellent service is a planned for and 
thus more likely realized outcome. We are here for you. 

Best wishes,

C. William Crutcher, President
National Customer Service Association

NATIONAL CUSTOMER
SERVICE ASSOCIATION
NATIONAL CUSTOMER
SERVICE ASSOCIATION
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Successful businesses most often start with an idea; 
the “eureka” moment.  These ideas are then brought 
to life as an invention or business venture that can 
then change the course of technology or everyday life.  
For Moen Incorporated, it all started in 1937 with Al 
Moen’s use of the old fashioned two handle lavatory 
faucet.  As Mr. Moen was washing his hands he experi-
enced an unpleasant sudden change of water 
temperature.  This sparked an idea in his head that led 
him to invent the first single handle mixing faucet; 
changing the plumbing industry and leading to further 
inventions along the way.

Fast forward to 2013, Moen Incorporated has now 
become a worldwide name synonymous with great 
quality, reliable products, and world-class customer 
service.  Moen continues to operate in the spirit of its 

founder, Al Moen, by continuously striving for 
thoughtfully designed solutions to plumbing needs 
while providing trusted service.  It is Moen’s mission 
to delight all of their consumers by providing the high-
est value and most innovative products and services.
Driven by perfection, Moen’s company philosophy 
embraces innovation, reliability and exceptional 
service. In summary, their company operating philoso-
phy entails “doing what is right,” “working together” 
and “achieving results.”  Service excellence is not 
merely a promise but an absolute. Everything Moen 
does in its Consumer Services department is designed 
to exceed the goal of creating Moen advocates for life. 
In fact, one of the four pillars of the Moen brand is 
“best-in-class customer service.”  This pillar enforces 
what the Consumer Services Contact Center is all 
about.  Moen’s employees are empowered profes-
sionals that are dedicated to delivering a personal and 
positive experience, every minute, every hour, every 
contact, every day!

Moen’s Consumer Services Department is an integral 
point of communication between the end user and 
the company—it takes a special type of person to 
handle this type of work.  

BY RAQUEL VEGA ,
CONSUMER SERVICES PRODUCT CONSULTANT

AT MOEN, INCORPORATED’S
CONSUMER SERVICES CONTACT CENTER

MOEN: The Story
Behind The Service

Continued on following page
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Moen employees possess that “can-do” attitude and are a Team dedicated to putting the customer first, always

Moen’s Consumer Services Department is an integral 
point of communication between the end user and 
the company—it takes a special type of person to 
handle this type of work.  An extensive and award 
winning training program prepares the employee for 
their role.   Moen understands that their associates 
are the company's most valuable resource, and that 
their satisfaction translates into the interaction with 
the consumer.  Associate growth and development is 
encouraged through the offering of employee 
exchanges in Sales, Marketing, and Engineering, 
e-learning tools, onsite classes and 
university/professional development opportunities, 
as well as a tuition reimbursement program for under-
graduate and graduate degrees.

Moen believes in recognizing and rewarding associ-
ates for their important contributions to the business. 
Moen’s structured recognition program allows for 
monetary and non-monetary forms of recognition 
that may be delivered formally or informally, but the 
message is the same: they value their associates’ com-
mitment to the company’s success and share that 
success with them!  Through these various forms of 
recognition, individuals and teams are acknowledged 
for exceptional accomplishments and for being a 
model of the company’s Operating Philosophy.  Com-

munication is open and timely with the team, keeping 
associates updated on the business, events, and 
career opportunities.  To keep the atmosphere light 
and motivational, bulletin boards and digital monitors 
are placed throughout the center to celebrate birth-
days, share recipes and wellness tips, and highlight 
customer correspondences applauding individual 
associates that have provided exceptional service.  

All Moen associates are encouraged to make their 
employment a positive part of their personal lives 
—developing relationships within the organization is 
vital to the success of the company.  Moreover, many 
Moen associates choose to utilize their plumbing 

knowledge to contribute to the community through 
assistance in several non-profit organizations in North-
east Ohio, including Habitat for Humanity and the 
United Way.  Likewise, all Moen associates are 
entrusted to make a service decision and care for 
current and potential customers, no matter where or 
when the opportunity arises

“This is a company with great products, and 
phenomenal customer service. I have a Moen, 
kitchen sink faucet, which I would guess is 
about 25 years old. It just started to leak. I called 
customer service and they sent me replacement 
parts for free. Cheerful customer service repre-
sentatives, looking to resolve your issue imme-
diately. I am a Moen customer for life.”

~ R. Samuelson

Continued on following page

Continued from previous page
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knowledge to contribute to the community through 
assistance in several non-profit organizations in North-
east Ohio, including Habitat for Humanity and the 
United Way.  Likewise, all Moen associates are 
entrusted to make a service decision and care for 
current and potential customers, no matter where or 
when the opportunity arises.

At Moen, they use several fully integrated systems 
which allow them to provide world-class Customer 
Service, and to maintain a broad, across the business, 
single purpose of Best-In-Class service.  This is based 
on their market differentiators, including:

First and foremost, their people. The associates who 
work in Consumer Services take pride in the fact that 
they can turn any situation into a positive one… and 
they work diligently to create Moen advocates for life.  
The department has made a significant investment in 
formal and electronic training programs that ensure 
their associates have the skills and knowledge neces-
sary to succeed.  Additionally, associates have access 
to a fully integrated ERP that ties to technical search 
tools and allows them the freedom to make the best 
decision, in most cases without approval. 

Innovative use of an Industrial Engineer/Certified 
Lean and Six Sigma practitioner assigned to the 
Contact Center is an uncommon advantage.   This 

individual works on projects focusing upon customer 
touch-points, cost reduction, advanced analytics and 
trend modeling.  This data is then used to identify 
leading key performance indicators (KPI) that 
positively impact the Contact Center business and 
thrill the customer.

The tremendous investment and successful global 
implementation of SAP has afforded Moen rapid 
access to product and financial data as well as creating 
an intimate informed relationship with their customer. 
Moen has incorporated the Enterprise Resource 
Planning technology of SAP, combining planning, 
service and CRM. The full SAP suite drives a personal 
relationship between Moen and their customer, every 
time and at every place they touch.

Moen’s contact center has incorporated NICE, a senti-
ment gauging, voice & screen-recording tool, that 
provides a holistic view of the voice-of-the-customer, 
or VOC, across all interaction channels which deter-
mines how to best serve the consumer in real time.  
NICE provides a gateway for quality customer care, 
allowing associates to not only hear their customer 
personally, but enabling them to review their call 
electronically.  

Consumers have the ability to self-service on 
Moen.com, which also provides an alternate form of 
communication via email, and an added convenience 
for the consumer, as well as options such as problem 
resolution/identification trees, design suggestions and 
parts ordering.

Consumers can attach pictures and other documents 
regarding their unique circumstance to an email and 
send it directly to the Consumer Services organization.  
An intelligent routing tool delivers those pictures 
directly to the agent’s desktop.

Moen also uses monitoring systems to track each 
conversation within the blogosphere, giving them the 
opportunity to participate in social media conversa-
tions and reach their customers in real-time.  Within 
the general blogosphere, Moen customer service 
receives 4 or 5 stars in terms of service more than 90 
percent of the time.  Moen is successful because they 

know their customer and can provide them with 
solutions they deem exceptional.

“Moen exhibits Customer Service the way it 
should be. I discovered the support from my 8 
year old Moen Extensa kitchen faucet was 
severely rusted Sunday. I used Moen’s “contact 
us” email to ask if it was covered by warranty. 

I recently received a reply in less than an hour 
ON SUNDAY AFTERNOON that Moen would 
send me a new faucet. This is the fourth time 
I’ve contacted Moen Customer Service and 
they have fully and satisfactorily taken care of 
the issue every time. This is the Customer 
Service to benchmark.”

~ M. Hochheiser
Continued on following page

Continued from previous page
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know their customer and can provide them with 
solutions they deem exceptional.

At Moen, all customers are important, so to better 
understand what customers are saying and how to 
help them, the company has invested in technology 
for full support using advanced data analytics.  
Through this technology, Moen has recorded data 
from over 20 million contacts that is used to gauge 
anything from market demographics, to product 
performance and even customer suggested attributes. 

Moen’s Consumer Services Contact Center maintains 
distinct professional and consumer service lines—this 
separation allows them to better handle the specific 
needs of plumbers/trade professionals/retailers and 
wholesalers.

Numerous Moen executives, from the President of the 
company to the global support staff, spend time in the 
Contact Center every month. They live by a cultural 
norm indicating that the most valued information is 
gathered through observation of consumer interac-
tions and listening to their required solutions.  Moen’s 

commitment to customer service excellence is also 
evident through their continued receipt of many 
industry awards, including Moen’s 2012 and 2013 
President Achievement Award for their Consumer 
Services Contact Center, 2013 World Class Customer 
Service Award for Best of Class, 2012 and 2013 Smart-
Business World Class Customer Service Award 
Honoree, and 2012 SmartBusiness World Class 
Customer Service Award for Best Training Systems.  
They are a prime example of a company that is dedi-
cated to its community, consumers, employees, and 
investors.  It is no wonder that Moen is the number 
one faucet brand in North America.  

About the Author
Raquel Vega is a Consumer Services Product Consul-
tant at  Moen, Incorporated’s Consumer Services 
Contact Center.  For the last three years, she has 
provided her talents to several departments, such as 
Core Consumer Services, International/Spanish, and  
U.S. and Canadian Webmail Contacts.  She is currently 
involved in side projects regarding Marketing and 
Training and enjoying the new challenges and oppor-
tunities brought forth by these areas.

We at NCSA, extend our sincere
“Thank You” to the

wonderful men and women
of the U.S. armed forces.
You are the epitome of

Service and represent the
best of this nation.

Land of the free because of the brave.

Continued from previous page
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Service Builder
Transition Your Thinking to That of a Service Industry

According to a recent report from the U.S. Bureau of Labor Statistics, six out of every seven people employed work 
in the service industry somewhere.  What does that mean to each of you?  Whether you consider yourself a 
service industry or not—if someone benefits from your product or service directly or indirectly, you are in the 
service industry.  Even one-person organizations who never "see" a customer are in the service industry as are 

Too many organizations "talk the talk" about their employees being their most valuable asset.  The organizations 
that actually behave that way are the ones who are experiencing extraordinary success and growth; high retention 
and ease of recruiting.   "Assure, establish, educate and reward" your way to success.  Role-model the transition 
of your business culture to that of a true SERVICE INDUSTRY. 

PAGE 6

Assure that all  of your employees understand the "line-of-sight" from their typical functions to the 
organization's strategic goals.  Everyone must feel the impact their job has on the company's success.  
Ownership creates motivated employees.

Establish simple, clear customer service expectations including associated behaviors which must 
include a broadened definition of "customer"—anyone that comes to you for anything—internal or 
external to the company.

Educate all employees—part-time, full-time, temporary, contract, all levels, from the newest to the 
most senior—on those customer service expectations and then monitor implementation through 
continuous feedback (positive and constructive), formal evaluations and on-going training.

Reward your employees for exceeding the customer service standards.  (Notice we didn't say 
"meeting."  It is critical that your employees understand that meeting customer service expectations is 
not a request but is the core reason for their employment.)









those larger businesses which have hundreds and 
perhaps thousands of employees performing func-
tions that are seen as indirect to the ultimate 
customer.

Every employee within your organization serves 
someone—the ultimate customer or someone who 
serves the ultimate customer.  The bottom line is that EVERY position is vital to your organization's on-going 
success.  Every employee provides service to someone or their position and functions would not be necessary.  
Revamp your thinking about being in the service industry to a "YES, WE ARE" which leads to the following 
commitments:
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There is Beauty in Every Person
BY ALEXSANDRA VALENTE-PIGATO, CHATTERBAUX CHILDREN’S SHOPPE AND NIVI NAGIEL, NCSA

Alexsandra Valente-
Pigato grew up with a 
knack for “serving.”  
Her Italian mother, 
retired military father 
and extended family of 
Italian uncles all taught 
her a work ethic that 
she prides herself on 
implementing every 
day.  “My philosophy 
toward customer 
service is to have pride 
in what I do every day; 
to work hard; to be 
kind; to work for what I 
earn.”  Watching her 

only to add another 
900 square feet to her 
shop, but also to 
secure the support of 
some of her customers 
as “volunteer” staff, 
who assist with the 
many duties of running 
the business in 
exchange for store 
credit.  Moms and 
dads can bring their 
children with them to 
the shop, whether it is 
to look around, bring 
items for consignment 
or to “work”—it is a 

father “give” for his country throughout his army 
career, Alexsandra took service to heart and set out to 
continue that giving in her life.

After completing her college degree in business, 
Alexsandra purchased a standing business, Chatter-
baux Children’s Shoppe, in Pacific Grove, California six 
years ago.  While the business had been in operation 
since 1998, Alexsandra wanted to give it her own 
flavor—to turn this children’s consignment shop into a 
“community store where customers can come in and 
make it a success for everyone.”  “It is a tremendous, 
seven-day-a-week job and I have learned a lot over the 
past six years,” says Alexsandra.  “I am the sole 
employee, so I accept the items to sell, review them 
for propriety, prepare them for sale, run the cash 
register, clean the windows and the floor, keep the 
books.”  Although the shop is typically open Tuesdays 
through Saturdays, has a website and is on Facebook, 
Alexsandra knows that word of mouth is her best 
publicity agent, so she watches for opportunities to 
attract new customers by opening during area events 
like farmers’ markets, even on her “days off.”

Alexsandra credits the strong relationship she has 
fostered with her customers as having allowed her not 

“kid-friendly environment”—exactly what a children’s 
shop should be!  Alexsandra considers herself the 
“middle person” in the operation, facilitating the 
opportunity for customers to get a little more back 
from their gently used children’s items and purchase 
other items at a great savings for the next stage in 
their children’s lives.  Chatterbaux Children’s Shoppe is 
proud to give back to the community in many ways, 
not the least of which is the donation of items not 
purchased (after a period of time and with the 
approval of the consigning customer) to viable area 
organizations that can use them.  While Alexsandra is 
proud to report that the bulk of their inventory sells 
quickly, the small portion that does not move is 
donated and, therefore, continues to “serve” others.

One of Alexsandra’s typically appreciative 
customers reports:
“Chatterbaux is a true and welcome example of 
good old small town customer service.  This spot is 
an absolute gem to so many of us mommies, and 
Pacific Grove has every right to be proud of it.  No 
need to weather corporate run mega-stores and 
blindingly overpriced mall stores, THIS is your spot.  

Valente-Pigato in front of her "customer board"—the pictoral display
of the integration of customers to friends
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Although its primary customers are moms and dads, 
the Chatterbaux serves a variety of customer groups, 
including aunts and uncles, friends, etc.—all looking 
for high-quality and diverse inventory.  One such 
customer states:

They carry LOTS of high end name brands, LOTS of 
new with tags items for any gift shopping, and you 
can't beat their dollar sale the first seven days of 
each month!  Not to mention, shopping here is 
sustainable!  Also, if you consign here (your items 
that sell count towards awesome store credit), 
much of the stuff that doesn't sell gets shipped off 
to Afghanistan.  Alexsandra has already sent over 
100 boxes!!”    

“First of all a very big hug and thanks to Alexsan-
dra for assisting me to get stuff for my nephews; 
they loved it.  I shopped here on two occasions-
one on Halloween eve and the other around the 
first week of November.  The prices were really 
fair and it was not over-priced.  I was really happy 
that my nephews loved the items.”

Drawn in by the welcoming sign and retained through
customer service excellence

Continued from previous page



A high-performance team
where employees…
• Want to work with one another
• Enjoy being highly productive
• Value and show respect for one another
• Communicate openly and professionally
• Create your organization’s competitive advantage

C4PD will help you
get the most out of your team

We will bring our portable teaming elements to you.  
Works great in a wide variety of

outdoor and indoor settings.

Contact us today.
www.C4PD.com  •  info@c4pd.com

309-454-3038

Give us your group
we’ll give you a team

Center for Performance Development, Inc.
since 1996

While Alexsandra has focused on building her 
business, her future goals include assuring that Chat-
terbaux Children’s Shoppe continues to help families 
as much as possible.  Tentative expansion goals 
include providing educational programs that guide 
families toward better nutrition or teach teens how to 
plan and achieve their initial career goals before 
starting a family; setting up a kids’ play area and story 
time; perhaps even opening another store.  “I am 
passionate about children and the environment, and 
that is what drew me to this type of business.  While I 
originally wanted to be a ‘young entrepreneur,’ I now 
want to help others in whatever I do.”

“My day-to-day goal is to never have regrets.  I love 
what I do and consider it a privilege.  I work very hard 
at building relationships and knowing what my 
customers like for their children.  It is very important 
to learn about your customers—their likes and wants.”  
All of that takes time and emotional effort, especially 
when you are the owner and sole employee of your 
small business.  Incorporating sincere relationship 
building into a good part of your day is critical to the 
success of every small business.”   

Regarding customers who can be negative or challeng-
ing, Alexsandra says, “I don’t take it personally when a 
customer is difficult to get along with.  I understand 
that there is typically something else having nothing to 
do with me or the shop going on with them.  I always 
try to be polite and kind with all customers.  There is 
beauty in every person.”

Bottom line for Alexsandra and the Chatterbaux 
Children’s Shoppe:  “Be more of a giver than a taker.  
Be wise—learn about people and how to communi-
cate with each one of them.  Love, believe in what you 
do; work hard.  Keep learning.  Believe you can be 
better every day.”

Alexsandra Valente-Pigato should teach customer 
relations, as she obviously lives it!

Alexsandra Valente-Pigato is the Owner of 
Chatterbaux Children’s Shoppe, Pacific Grove, CA
Nivi Nagiel is an NCSA Editor

Customer First www.NationalCSA.com

ISSUE 3, 2013 PAGE 9

Continued from previous page



Customer First www.NationalCSA.com

ISSUE 3, 2013 PAGE 10

Customer Expectat ions—The Bottom Line

Customers want their needs met to their satisfaction, 
not your satisfaction; on their timetable,

not your timetable; 
while being treated in a fair and respectful manner. 

Do this day-in and day-out and they will keep coming back!

Service Statistics
The Importance of Momentary Mentoring

The American Management Association recently conducted a survey of 1,200 executives from more than 20 coun-
tries on whether a business leader is defined by a title or by an ability to influence a wide range of people.

organization’s employees, vendors, and (potential) customers.  You are influencing from the parking lot 
on—when you accepted the title of “leader,” you also accepted a never-ending accountability for living the 
corporate values.

The survey results showed that over 50% believe individuals are considered to be leaders not 
according to the job level but by his/her influence and performance.

Forty percent chose a definition of leader as “anyone whose role allows them to influence a 
group regardless of direct reporting relationships.”

In a Development Dimensions International poll on frontline leaders, 56% of nearly 300 HR 
leaders surveyed noted that a lack of interpersonal skills is the number one reason for leader-
ship failure.

So what is this telling us? 
If we are smart, as leaders, we will recognize that every day in every inter-
action, whether we are formally leading or just walking to the cafeteria or 
coming in from the parking lot—we are role-modeling and mentoring the 
culture of our organization—planned or unplanned.

As a “momentary mentor” to those that may or may not report to you, 
you are telling the story of your organization as it relates to how we are 
expected to behave, how we “act” the corporate values.  Your influence 
as a leader is far-reaching—use it well on behalf of not just your depart-
ment and business but for you as well.  Enhance your own dignity by 
behaving in a way that makes you a positive influence on the 
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A Sizzling Recipe for Take-Out Success
BY FRED SALEMI, SIZZLING HOUSE OF KABAB AND NIVI NAGIEL, NCSA

In Lexington, Massachusetts, people know where to go 
for quick, quality Middle-Eastern/Mediterranean 
take-out food.  But those aren’t the only reasons they 
keep coming back.  Fred Salemi, owner and operator of 
Sizzling House of Kabab, assures that every customer 
receives the most respectful and individualized service 
possible.  Furthermore, he prides himself on his ingredi-
ents being natural and every request prepared to order, 
with nothing precooked.  “Our food is authentic,” Salemi 
proudly states. 

He purchased the business two years ago, with 20 years 
in the restaurant and food industries under his belt.  
Taking over the former café and changing it to suit his 
area of expertise was a bit of a risk.  However, with an 
improving economy and his children grown, Salemi felt 
the timing was right.  

opinions,” Salemi vows.  While he doesn’t have a formal 
method of soliciting customer input, Salemi consistently 
asks for feedback on the food—its quality, timeliness of 
filling the orders, individuality of preparation, and, of 
course, thoughts on the customer service he and his 
employees provide.  “I make sure to listen to what they 
suggest and make changes to my business based on their 
input.”  When customers make special requests for 
particular items that he does not have on hand, Salemi 
makes sure to secure those items for future orders.  In 
this way, he both enhances his menu offerings, while 
supplying the individualized service for which he strives.  
And the results are palpable.  Salemi is proud to report 
that repeat customers represent between 80 and 90 
percent of their business!

When Salemi encounters a customer who is particularly 
confrontational, his goal is to satisfy them.  “While the 
customer may not always be right, they deserve satisfac-
tion from us, and I make sure they get that.”  In his 22 
years in the food service industry, and particularly in the 
last two years as the owner/operator of Sizzling House of 
Kabab, Salemi has learned to pay attention to 

customers—to what they like and don’t like.  Customer 
satisfaction is assessed interaction by interaction; 
compliments and suggestions for improvement help 
Salemi gauge whether he is doing a good job.  And the 
phenomenal business they are enjoying confirms he 
certainly is.  

“That is what small business
owners do—they are the
standard and backbone

of the American workforce.”

The risk paid off.  Salemi now finds himself and his three 
employees very busy seven days a week—which, he 
states, “is a great problem to have!”  As with all small 
businesses, Salemi “does it all—orders products; cleans; 
cooks; serves; keeps the books, etc.”  That is what small 
business owners do—they are the standard and 
backbone of the American workforce.  However, Salemi 
doesn’t do it all alone.  “We work as a team here, and 
while each of us has duties we typically perform, we all 
watch after one another and do whatever needs to be 
done to assure everything… is done in a timely and 
quality way.  In a small business, no one has a ‘set’ job-
every one of us does it all,” says Salemi.

What’s behind the success?  “I put customers first and 
work hard to really listen to them, and respect their 

Fred—Owner/operator Fred Salemi welcomes customers with
the kitchen operation visible in the background.



customers—to what they like and don’t like.  
Customer satisfaction is assessed interaction 
by interaction; compliments and suggestions 
for improvement help Salemi gauge whether 
he is doing a good job.  And the phenomenal 
business they are enjoying confirms he 
certainly is.  

Of course, every business has its challenges.  
For Salemi, astronomical sales mean working 
even harder to continuously provide 
individual and high quality service and 
products in a timely fashion.  Salemi insists 
that every order is done right.  “Our kitchen is 
open and can be seen from the counter.  I like 
it that way.  Our customers can see that we 
are a clean operation; that we cook every 
order for that particular customer.  Nothing is 
precooked.  While that may take a few 
minutes longer to finish the order, our call-in service 
better assures that a customer can come in to pick up 
their order and, typically, we have it ready to go.”
 
“While our menu is primarily Middle-Eastern and 
Mediterranean, we estimate that 97 percent of our 
customers are not from those ethnic groups,” cites 
Salemi, which goes to show that when you provide a 
quality product, prepared for each customer individu-
ally, with a smile, you draw and retain an eclectic 
customer base.
  
When asked how customers know what to expect 
from his restaurant, Salemi indicates its trademarks: 

competitive pricing, quality food and, most impor-
tantly, personal caring for their customers. 

Salemi’s ultimate goal is to retire and leave the 
thriving business to his children, who have been raised 
and role-modeled with a customer service philosophy 
that will likely see the business succeed for many 
years to come.
 

Fred Salemi is the Owner of Sizzling House of Kabab, 
Lexington, MA
Nivi Nagiel is an NCSA Editor

Customers are drawn in by the menus posted on the windows and then 
the friendly faces once they come in the door—keep them coming back.
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Service Reminder

How do you encourage your customers to come back 
to your business?

Customer
Service

Always tell the customer your name and use the customer’s name—this 
“builds” the relationship.

Be sure to ask if you can do anything further for them .

Offer a sincere, “whole-body” smile – let them know you appreciate that 
they chose your business.

Provide them contact information and encourage them to call you directly 
if they have any questions or concerns.

Compliment them on their choice of product or service.

Thank the customer for coming in and let them know you look forward to 
serving them again.
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...the last word

Where is your focus: on making money or satisfy-
ing customers?  If you find yourself focusing on 
making money, you may well take inappropriate 
shortcuts and in the end, shortchange customers.  
When this happens, overall customer satisfaction 
will drop and eventually your customers will not 
return. Never underestimate the impact of word-
of-mouth on your business's success.

When you focus on doing the right thing —satisfy-
ing your customers, you listen and provide what 
your customers need.  Your customers recognize 
this, appreciate your commitment to them and 
will come back, time and time again, as well as tell 
others—your best PR.

       If you work just for money, you’ll never make it,
    but if you love what you’re doing and you always
  put the customer first, success will be yours.
                                                                                      ~ Ray Kroc, Founder, McDonald’s
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Take one step today to be the Customer Service Professional that puts your customers first—always!




