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“Most
companies today

are not
structured to

deliver quality
customer
service...

Because their
management
models were

developed in the
Industrial Era to

manage the
manufacturing

companies
of the ’40s
and ’50s.

We are in a
very different
world now...”

D E S C R I P T I O N
No mat te r  how b ig  your  company ,  no  mat te r  what  your
bus iness ,  except iona l  cus tomer  serv ice  can be the  d i f fe rence
that  g ives you the compet i t ive  edge.  Th is  program wi l l  teach
your  managers  how to  rec ru i t ,  t ra in ,  coach  and  mot iva te  an
except ional  customer serv ice team, and i t  w i l l  teach your
cus tomer  serv ice  employees  how to  t rea t  your  cus tomers
l ike the  va luable asset  they are.

KEY C ONCEPTS
T o o  m a n y  m a n a g e r s  f o c u s  o n  t h e  c o s t  o f  d e l i v e r i n g
outs tand ing  cus tomer  serv ice  ra ther  than look ing  a t  the
prof i t  i t  can generate .
• For  cus tomer  serv ice  to  be  pro f i tab le ,  your  company

must  deve lop  a   reputa t ion  fo r  de l i ver ing  ou ts tand ing
cus tomer  serv ice .

• To deve lop a  reputa t ion for  serv ice,  i t  must  be cons is tent ly
de l ivered a t  every  leve l  by  every  employee.

• Today’s  cus tomers  a re  look ing  fo r  an  exper ience ,  no t
jus t  a  product  o r  serv ice .

• Every  cus tomer  con tac t  c rea tes  a  “ m o m e n t  o f  m e d i o c r i t y , ”
a  “ m o m e n t  o f  m i s e r y ”  o r  a  “ m o m e n t  o f  m a g i c . ”

• Prof i tab le  serv ice  means tak ing  advantage o f  the  sa les
oppor tun i ty  in  every  cus tomer  serv ice  s i tua t ion  and the
customer serv ice oppor tun i ty  in  every  sa les s i tuat ion.

• S e r v i c e  p e o p l e  m u s t  u n d e r s t a n d  t h a t  a l t h o u g h  t h e
cus tomer  may not  a lways  be  r igh t ,  they  are  a lways  the
c u s t o m e r .

• W h y  y o u  w a n t  t o  c r e a t e  d e m a n d i n g ,  d i f f i c u l t  a n d
comp la in ing  cus tomers .

• How to  sh i f t  f rom an  opera t ions -d r i ven  cu l tu re  to  a
market ing-dr iven cu l ture .

• How to  b reak  th rough  the  bar r ie rs  tha t  keep  you  f rom
be ing  cus tomer -d r i ven .

• A f resh  look  a t  Nords t rom,  D isney  and  o ther  mode ls  o f
cus tomer  serv ice :  how they  recru i t ,  t ra in ,  coach and
mot ivate  for  outs tand ing,  cons is tent  customer  serv ice.

• The f ive  key fu ture  t rends for  serv ice.

A U D I E N C E S
This  top ic  is  essent ia l  fo r  a l l  bus iness aud iences because
everyone in  the  o rgan iza t ion  must  unders tand  tha t  the
customer is  the u l t imate boss.  Each presentat ion wi l l  be
cus tom ta i l o red  to  add ress  the  spec i f i c  needs  o f  you r
o rgan iza t ion ,  peop le  and  indus t ry .  Th is  p rog ram works
equa l ly  we l l  w i th  la rge  aud iences in  a  genera l  sess ion
fo rmat  o r  w i th  smal l  g roups  in  a  b reakout  o r  workshop
set t ing .  Many organ iza t ions  have separa te  sess ions  fo r
each leve l  o r  funct ion  in  the organ izat ion  to  address the i r
spec i f i c  i ssues and concerns .

PARTIC IPANTS  LE A R N

• Why serv ice has become so cr i t i ca l  to  surv iva l .
• The importance of delivering consistent outstanding customer

service.
• How to handle the natural conflict between operations and

marketing.
• How to recrui t ,  t ra in,  coach and mot ivate f ront  l ine

p e o p l e  w h o  w i l l  d e l i v e r  c o n s i s t e n t ,  o u t s t a n d i n g
cus tomer  serv ice .

• How to  organ ize  fo r  cus tomer  serv ice .
• What  i t  means  to  c rea te  a  “ c u s t o m e r  e x p e r i e n c e . ”
• How to  c rea te  “ m o m e n t s  o f  m a g i c . ”
• How to  tu rn  “ m o m e n t s  o f  m i s e r y ”  in to  “ m o m e n t s  o f

m a g i c . ”
• How to  iden t i f y  and  take  advan tage  o f  sa les  and

serv ice  oppor tun i t ies .
• How to  handle  d i f f icu l t ,  demanding and compla in ing

c u s t o m e r s .
• How to  pro f i t  f rom the f ive  key t rends in  serv ice

de l i very .

ALTERNATE  T ITLES

• The Dol la rs  and Sense o f  Except iona l  Serv ice  De l ivery
• Customer  Dr iven Serv ice
• How to  De l iver  Outs tand ing  Customer  Serv ice
• How to  Use  Cus tomer  Se rv i ce  as  a  Compe t i t i ve

W e a p o n
• The Sa les-Serv ice  Connect ion

FO R M A T S

K e y n o t e s ,
90 minutes
Breakou ts  &
t o
Genera l  Sess ions
3  hou rs
Workshops  /  Ret rea ts
3 -6  hours
Customized, Long-Term Culture Shift Programs Are Also Available


