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. Start with a “Clean Slate”

Gain clarity on the fundamental points that make or break your Customer
Service style

e Erasing pre-conceived ideas of Customer Service

e The role of feelings in Customer Service

e “Well...what exactly is my job then?”

“So, who cares?” — Why is Customer Service Important?

Identify and exploit the advantages of “Outrageous” Customer Service
e Using Customer Service as a competitive tool

“This place meets my needs.” — Extending value perception

Make sure your Customers come back for more

Word of mouth advertising — it's effective and it's FREE!

. “What are we actually trying to do?” — Identify and Adapt to Suit your

Customer’s Needs

Align your Customer Service strategy to the type of customer you are dealing

with

e Retail Customer Service — Dealing with the man on the street

e Business-to-Business Customer Service — dealing professionally with
corporate customers

e What do you want your customer to think and feel?

. Defensive Customer Service — “The South Africa Syndrome”

Learn how to avoid the common pitfalls that are unique to South Africa’s

Customer Service Culture

e “I'll do what I'm told, only because I'll get into trouble if | don’t” — The
pitfalls of ‘mechanical’ Customer Service

e “Me, me, me!” — Focusing on yourself and not on your customer

e “The Blame Game” — Blame shifting instead of dealing with the real issues

e Customer Service problems unique to South Africa

. “What makes a Dissatisfied Customer?” — Unearthing the Root Causes
of Shocking Customer Service

Improve the number of satisfied customers by identifying and dealing
effectively with problem areas in your company

“Giving 50% is OK” (except when it comes to my salary)

the dangers of being a “clock watcher’

the ‘So what?’ attitude

‘It wasn’t me!” Taking accountability for actions — or lack of action



6. “OK. So what do | do know?” — Proven Action Points to Great Customer
Service
Increase your level of success by applying proven steps to ‘sharpen up’ your
Customer Service approach

8 rules to apply in every customer service situation

notes from a real service ‘Pro’ — 10 indisputable axioms

Phone manners do matter — 5 Key points to remember when dealing with
people on the telephone

Turning a difficult situation into a Customer Service opportunity

Current examples from successful, world renowned, customer service
training programs

7. Create that Positive and Lasting Impression through thoughtful
Business Communication
Influence your Customer’s perception of your efficiency through purposeful,
professional and direct communication

What’s in a name? Everything!

Mind those mindless memo’s

Calling on a customer is like writing a good ad — benefits, selling points
and other key stuff

The importance of inter-company relationships

8. Role Playing and other Exercises — Make it Practical

The best way to ensure that what you learn is relevant and easy to implement
back at work — is to “try it out”. The course includes many practical exercises,
demonstrations, role-plays and case studies that bring the topic to life.



