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Customer Service Sells

Augmenting Your Sales Success with Exceptional Customer Service

Simon had been saving for months to purchase an expensive stereo/home theatre system for his new
home. He did his homework and visited several retail stores that sold the type of equipment he was
looking for. At store #1 he experienced the all-too-familiar hovering sales person who followed him
from aisle to aisle, willing to expound on everything Simon stopped to look at. Too hungry for the
sale, he turned Simon off with his invasive, crowding style. At store #2, Simon quickly came upon
the brand and style of system he was looking for, but couldn't find anyone to ask about the price. He
walked up and down the aisles, went to customer service and waited while an audio sales person
was paged, but no one ever came to talk to him. At store #3, Simon was warmly greeted by a sales
person who let him know she was available to answer any questions he had. She allowed Simon to
browse in his own time, and once or twice, came over to ask him if he needed anything. When
Simon was ready, he knew exactly where to find her. She was knowledegable about the product and
able to answer all his questions. The price at this store was slightly higher than what he had seen at
store #1, but the thought of going back to that obnoxious sales rep was too much - and he purchased
the system on the spot.

He was pleasantly surprised to find that the store provided free delivery to his home, so he paid for
the purchase and arranged a date to have it delivered. On that day, he took the afternoon off work
and went home to wait for his new system. Shortly after he arrived at home, he received a phone
call from the store, explaining that there had been a delay in the shipment, and that they would not
be delivering the system that afternoon. Slightly annoyed, Simon told them he had taken time off
work in order to be there for the delivery. Without skipping a beat, the person on the phone
apologized for his trouble, and told him that even though they normally only did deliveries until
6:00 PM, they would work into the evening to make sure he received his system that day. When
they arrived at 8:15, Simon had expected them to drop the boxes in the living room and leave, as it



was already a long day for them,
but he experienced another
surprise. They asked if he wanted
assistance with opening the boxes
and setting up the system. They
removed the garbage from the
packaging, AND helped Simon
collapse the boxes and put them
in his garage. By the time they
left, Simon had a fully
functioning home theatre and
audio system in his home, and not
even a piece of paper to clean up.

Three days later, Simon got a
phone call from the manager of
the audio department in store #3. He asked Simon whether he was happy with his purchase and
whether everything was in good working order. He was thrilled with this kind of attention to service
and expressed his gratitude to the manager for being willing to make the delivery on the day they
promised, and let him know how helpful the delivery guys had been in getting his system set up. A
month later, Simon got a coupon in the mail that said "Special Customer Discount - take 20% off
your next purchase at store #3". In a PS they added - "bring a friend - 20% off for them if they
purchase an item while shopping with you." Do you think Simon will shop there again?

It is common for sales professionals to think that their job is over once they've made the sale, but in
truth, it is just beginning. To build a loyal customer base, you need to pay as much attention to what
happens AFTER the sale, as you did to getting the sale in the first place. Store #3 could have
stopped several times in the process. They could have taken his money and said good-bye, letting
him deal with the delivery on his own, or charging him to do it. They could have said "too bad"
when they discovered the shipment was late and simply required him to take another afternoon off
work. They could have left the boxes in the hallway and let him fend for himself in unpacking,
setting up and getting rid of the garbage. They did not need to follow up with a phone call to ask if
he was satisfied, nor was it necessary for them to send the coupon. But they did, and each of those
steps increased the bond of customer loyalty they were building with Simon. Here are some things
you need to remember about your customers, after you make the sale.

Customers notice when you:

 give them added value - whether it's free delivery, a discounted price, or an added product
or service, customers notice when you've added something to their purchase, and the value
of what they've purchased increases.

 go above and beyond - customers don't care about your problems. They don't care that the
shipment was late - all they can see is that they took precious time off work to be there.
When you provide service to your client at a cost to yourself, they will be convinced they
are valued, and nothing brings them back to your business faster than that.

 anticipate what they might need - store #3 had obviously thought about what happens
when someone has a large, complex item delivered to their home. It often takes hours to get



it installed and figure out how to use it properly. They took care of that. They also knew that
after all of the stress of setting things up, no one really wants to deal with a big mess, so
they took care of that too. If you can anticipate what your customer needs before he/she
even knows they need it, and meet that need, they'll be surprised, impressed, and determined
to purchase from you again!

 follow up even though you don't need to - it takes so little to make a phone call and make
sure your customer is happy with their purchase, and yet it means so much to them and your
business relationship. It also allows you to nip problems in the bud - if they are unhappy,
you find out right away and have the opportunity to fix it before it becomes a bigger
problem.

 get creative about referrals - how clever for the store to add the friend incentive to their
coupon. By this time, they were probably pretty sure Simon would be back, but imagine
how many friends he'd told about his experience. Imagine how many of them wanted to go
shopping with him the next time he visited store #3! Be creative about how you invite
people in to your business. Use your already loyal customers to bring more customers into
your business.

The next time you're tempted to think your job is done when you receive the check from your
customer, think again. Ask yourself how you can add value, go above and beyond, anticipate what
they might need, and get referrals from your customer. Your sales figures will soar as your
customers become more than dollar figures on your spreadsheet.
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Legal and Other Issues You Need to Face

Most of us who have run home-based businesses started very simply - with a room in our home
dedicated to the running of the business, a computer and printer, a file cabinet, a fax machine
and a phone. These humble beginnings mark the birth of business for many entrepreneurs. As
the business grows however, there is a need to take seriously whether we're in this thing for
real, or whether it will never be much more than a hobby business. If you are determined to
make your business grow and be successful, there comes a time - not too long into the life of
your business - when you must stop taking shortcuts and look at the costs of doing business in
the real world. This is often an expensive shift, and prevents some home-based business
owners from making the change. Getting a real business telephone line costs a lot more than
faking it with a residential one, but it may be necessary to consider the benefits. Here are a few
of the most often overlooked business practices of small business owners.

Zoning
This may seem obvious, but you'd be surprised how many people start businesses in their homes
without checking the zoning laws in their municipality. Many a home-based business owner has



been forced to face an expensive move from their home to a commercial space because their
municipality discovered the business, and the neighborhood was not zoned for home-based
businesses. If you are not prepared for it, this could be a breaking point for your business.

Legal Status
Do you have a legal business name? Is it registered as a legal business name in your Province? Do
you have a business license? If you are going to take your business seriously, you need to look at
doing so legally. Bert's Beautiful Birdhouses may be a neat name for a cottage industry, but if you
someday hope to go into production and have staff and a warehouse full of birdhouses, you may
want to reconsider the name. And, you will want to go to your provincial registry and register it as a
legal name. This will help you to discover if someone else has a business by the same name and will
also give you credibility as a legal entity. Also, if you are running a business from home, chances
are, your municipality requires you to have a business license. It's amazing how many home-based
business owners skip this step because no one may ever find out they don't have a license - but

again, it provides credibility to your
customers that you have taken the step of
legally setting up your business. In most
municipalities, the cost of a business
license is negligible.

Insurance
Everyone hates paying for insurance - and
most people think they're paying too
much, so why waste money on insuring
your business? It only takes one incident
to find out how valuable that insurance
will be, but that incident could cost you
your business. Here are some of the key
types of insurance to consider. Home
insurance - insurance companies require
you to declare that you are running a
business from your home, and all the
items in your home that are dedicated to

the business, must be insured for business. Yes, it costs more, but if you ever do have a fire, or a
burglary, and the insurance company finds out you did not disclose this, they may opt not to pay out
to replace those items. Liability insurance - this is especially important if you ever have clients,
staff or consultants coming to your home to assist you with conducting your business. One slip on
the ice on your front step and you could be facing millions in liability for surgery, rehabilitation and
any number of related expenses. Are you prepared to pay for that out of your pocket? Errors and
omissions insurance - if you have the type of business where you give out advice of any kind, you
may want to consider this type of insurance. If someone undergoes a serious loss as a direct result
of your professional advice, you may face a law suit. Errors and omissions insurance will assist you
should that ever happen. Make certain you are properly insured in all areas for the running of your
business.

Taxes



You may be used to doing your taxes on your own - and for many home-based business owners,
taxes are not particularly complicated. But before too long you should consider hiring a certified
accountant to take this on for you. Not only are they knowledgeable on all the latest tax laws and
tax advantages, they will think of things you may not necessarily consider when doing your own.
They will advise you on how to maximize your tax potential and minimize the amount of business
tax you will have to pay. You will have to pay them for that expertise, but it will be worth your
while in the end.

All of these things cost money. There's no doubt about that, but they are all steps to show that you
are serious about creating a successful, legitimate business. It costs money to run a business and the
good news is - all these expenses are tax deductible! So start taking yourself, and your business
seriously. You won't be sorry you did.
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A Small Business Owner's Most Difficult Task

I recently read an article in a business magazine that addressed some of the issues facing the
retail industry in Canada. In the article, President and CEO of the Retail Council of Canada,
Diane Brisebois, in reference to the challenges facing retailers today, was quoted as saying,
"Small business owners tend to keep their problems to themselves." This struck a chord in me as I
thought about how true this was for most small business owners I knew, and for myself in my own
experience as an entrepreneur. There is something inside of us that doesn't want to admit when
things aren't going well. We go to business mixers, shake hands with other successful
entrepreneurs, and when asked how things are going with our business, rarely tell the truth when
we're facing big challenges. We don't want anyone to know we are struggling and put on a brave
face, even when it is to the detriment of our own businesses. A large part of that is ego - and most
entrepreneurs I know have their share of that - and it is ego that wants others to think of us as
successful. But it is also due, in part, to the fact that we entrepreneurs are a self-sufficient bunch,
and we think that if we just try hard enough, persevere long enough, put forward enough effort -
we can fix whatever it is that is broken with our business. It's a nice thought, but it doesn't work.

Given that the natural traits of an entrepreneur usually involve being a self-starter, being self-
motivated and self-dependant, it is difficult for us to admit when we need help, and even more
difficult to ask for help once we realize we need it. It can however, be our downfall, and can
actually make the difference between seeing our business through the struggle, or watching it crash
and burn. Here are some strategies you can use if you find yourself recognizing your need for help.



Establish a relationship with a mentor
This is actually a pro-active measure, and can really be valuable when you face uncertainty and
trouble in your business. When you have established a relationship with a mentor, they are already
invested in you and your business, so when trouble comes, they know the history and background
necessary to help you find solutions quickly. It's easier to ask someone who knows your business
almost as well as you do for help, than to approach someone you don't know well.

Approach a like business in another location
In the article, Brisebois goes on to say that it's often easier for an entrepreneur to talk to someone in
a different city about problems they're facing than it is to pick up the phone and call a colleague
across town. There is something about anonymity that appeals to us, and doing so allows us not
only to save face with business colleagues, but also keeps that information away from customers
who may change their buying habits based on the fact that they heard our business was "in trouble".
Say you own a hot tub business in Winnipeg, and one day you get a phone call from Sam in Regina,
who also owns a hot tub business. Sam tells you he has recently noticed a sharp downturn in
consumers in his area purchasing hot tubs, and asks whether you might have some time to
brainstorm with him about this issue. You are immediately intrigued because you have noticed a
similar pattern in Winnipeg, and agree to call him after work to talk more. If you're willing to talk to
Sam, why wouldn't he (or any other hot tub store owner) be willing to talk to you?

Approach successful retired business owners
Think of some successful business people you admire who are now retired. They may no longer be

active in the business community, but they have a wealth
of knowledge to share with you, and may in fact, be
looking for just such an opportunity. Gather a group of
them to form a think-tank on the issues you are facing in
your business. Invite them to lunch at your office; feed
them well, explain the problem - then set them loose.
You'll probably be stunned at the depth of wisdom you
will find to address the problem you put before them.

Tap into your network
Whether you are a member of a formal networking group,
or just have a network of small business owners you've
met through the course of conducting business, select a
small group of people you can trust and ask them whether
they'd be willing to give you an evening of their time to
brainstorm the issue you're struggling with. This is
probably the most difficult place to ask for help, but it
may also be the most valuable. These people live in your
town, know the customers, understand the buying trends
and history of those consumers, and may be facing very
similar issues. If you can find the courage to move beyond
your fear of letting others know your business needs some
help, you may just create meaningful, productive

relationships with other like-minded entrepreneurs that will fill a void for all of you.

Be someone who is willing to help
At some point, it will be your turn to reciprocate. If you are the kind of person who is willing to
help other entrepreneurs when they are seeking help, you'll find no end to the list of people who will
be willing to help you when you need it.




