“Expanding
Customer
Relationships

After completing this chapter, you should be able to:

Q Explain how to follow up to assess customer @ Discuss how to expand collaborative invol
satisfaction.

[ o

@ Explain how to harness technology to enhance opportunities.
follow-up and buyer-seller relationships.

@ Discuss how to take action to ensure customer
satisfaction.

After finishing this chapter go to
PAGE 213 for STUDY TOOLS.
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“For the first time we can do team selling &
together across geographies,” says Shurts. “Salesforce
is ‘lwlping our entire business gr()\:'. In Houston alone,
were up 14 percent year over year.

Salespeople at Sysco also use social networks such
as Facebook, LinkedIn, and Twitter to engage custom-
ers. Using Salesforce’s Marketing Cloud, salespeople
not only (:ommunicutc one-on-one with customers, but
listen to conversations to learn what customers think
about its brand. “We can hear what customers say
about us, and about our competitors,” explains Shurts.
“And if we hear about an issue, we can address it
right away.”

Sysco plans to develop apps what will allow its
salespeople to perform more value added selling while

visiting customers. A menu analysis app, for instance,

will enable salespeople to utilize iPads to help customers
discover new ingredients to generate improved products
and margins, or learn how to optimize menu placement
for high margin items. Such initiatives are undertaken
to further assist salespeople in expanding customer
relationships.'

In traditional selling, salespeople too often thought
that their job was over when they closed the sale. Once
the order was obtained, they moved on to the next pros-
pect. Any follow-up or customer service was minimal,
The lifeline of an organization today is repeat business.
It is important to acquire new customers, but it is critical
to keep your existing customer base happy. In research
involving 80,000 business customers, the number-one
characteristic found to define a world-class salesper-
son is someone who personally manages the customer’s
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Exhibit 9.1

Relationship Enhancers and Detractors

Enhancers

Focus on long term

Deliver more than salesperson promises
Call regularly

Add value

Keep communication lines open

Take responsibility for problems

LRI T 2a

Detractors
Focus on short term ' i
Overpromise—Underdeliver 3

Call sporadically

Show up only for another order A

Be unavailable to the customer

blame someone else

Lie, exaggerate, or

B s Al e Ll Saal s F o

satisfaction by being accountable for the customer’s
desired results.? Not following up with a new customer is
a shortsighted attitude toward selling, for it fails to con-
sider the importance of developing and maintaining a
customer {or your company.

Research indicates that successfully retaining cus-
tomers is critical for all companies’ success. Salespeo-
ple’s post-sale service behaviors are positively related
to relationship quality and share of customer business.”
Relationship marketing efforts can lead to longer term,
broader, and deeper customer relationships, which re-
sults in increases in sales, profits, and positive word of
mouth.* Companies that invest three percent or more of
their revenue in customer experience have greater refer-
ral rates, superior customer satisfaction scores, and bet-
ter retention rates than those who invest less in customer
experience.* Yet it takes only a slight decline in attention
from a salesperson to lead a buyer to consider alternative
suppliers* Given that it is generally more expensive to
acquire a new customer than to sustain a current one,
salespeople should take actions to develop strong cus-
tomer relationships.

There are several
ways that a salesper-
son can convert new
customers into highly
committed lifetime cus-
tomers. Examples include

adding value hidesaald (1) building goodwill

by continually adding
value to the product or

coai aae ol > .

service through appropriate follow-up, (2) hag }«;{
complaints_in a timely and thoughtful manner, nf
(3) processing requests_for rush_deliveries willingly
and assuring the customer that the salesperson wi
do everything possible to make that request hap
However, it is just as easy for a salesperson to 4
ate a new customer by putting the focus on the sh 1.
term order and not lhe long-term activities that cregte |
a partnership. This can be done by ov erpmmlsing ;
underdelivering, using exaggeration to get an ordey
and blaming everyone else for problems. Exhibit g ‘;i
reviews relationship enhancers and detractors that ey
strengthen or destroy a relationship. To see what leq }
ing sales profcssmn.\ls believe it takes to make rely
tionships work, sce Exhibit 9.2.7 e

Relationship-oriented salespeople, such as thog
at Wausau Paper illustrated in the opening vignet e,
are creating bonds with their customers that j
partially isolate them from competitive pressures g
at least minimize the importance of easily altered {
matched competitive variables such as price. "‘: ‘
chapter explains the importance of follow-up to asses¥|
customer satisfaction. Next, harnessing technology gy to |
enhance follow-up and buyer-seller relationships 8]
covered. This is followed by a discussion of why it ;
the salesperson’s job to take action (i.e., be proactive
before problems arise and not wait for complai aint ‘
(i.e., be reactive) to ensure customer sallsfachon.
then discuss the importance of collaborative inva ‘,
ment and working to add value for the buyer. Fl '
we review the value of customer service.

{
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Exhibil 9.«
What Makes Customer Relationships Work?

hwandtner, publisher of Selling Power, summarizes the thoughts shared with him by 18 leadin
arding how customer relationships are formed and nurtured, and what leads to the 2

contributors reg

i‘:;i\‘n of customer value:
1 Good salespeople bring positive energy to a relationship.
5 Trust hinges on the willingness to deliver on promises. Once trust is lost, relationships cannot survive.
3 A relationship's value depends on the customer’s perception of value, not on the salesperson’s perception
of value.
4. Tothe customer, the top value drivers are integrity, authenticity, and consistency.
5. Effective relationship builders are willing to listen to better understand customer challenges. They ask
questions that lead to consultative conversations, which open doors to greater opportunities.
6. The salesperson’s courage to resolve the difficult situations customers face enhances relationships.
7. Relationships are enhanced by the salesperson’s ability to communicate in compelling and creative ways.
8. Relationships demand a long-term investrment.
9. There is a difference between a transaction and a relationship. Transactions create one-time value; relation-
ships create long-term value and a stable business foundation.
10. Relationships grow through differentiation and the willingness to contribute beyond what is expected.
11. Good salespeople use smart social-media strategies to enhance customer relationships. They make it their

business to stay connected to customers through Twitter, Facebook, and LinkedIn.

readily available. Furthermore, salespeople who regu-

AS S ES s c U STO M E R larly, clearly, and concisely communicate product infor-
S ATIS FACTI 0 N mation to customers can enhance their satisfaction.® Such

research points to the need to be diligent in following up
and properly communicating with customers in order to

Ceeping customers satisfied is important, as it leads to : ot ) n
Keeping customers sa- —— portart build, maintain, and enhance customer relationships.
customer trust and, ultimately, share of customer. Re- _ ;

% o e Unfortunately, many companies do a poor job under-
search shows that customer satisfaction is in part affected A i
s " standing and satisfying their customers. Results from an
by salespeople’s reliability and responsiveness as dem- )

/ ‘ ’ ) annual study of customer experience and customer re-
onstrated by returning phone calls promptly, fulfilling N 3

e s % lationship management professionals conducted by the
commitments, satisfying customer requests, and being i : <
/ Strativity Group, Inc., show that most global companies

(81%) are not completely dedicated to executing cus-

to

Salespeople today several technologies

tomer experience strategies. As a result, greater attrition
rates are three times more likely for these companies,
as opposed to fully committed companies, who are five
times as likely to have greater referral rates.”

John Haack, senior vice-president of marketing
and sales for Saint-Gobain Containers (a glass container
manufacturer), knows the importance of enhancing
customer relationships as opposed to focusing solely on
current sales. With customers such as Anheuser-Busch,
Quaker Oats, and Kraft, Haack says, “Making the sale is
stay in touch with customers. only the beginning. After that, you have to keep track of

the process every step of the way. You have to make sure
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the product gets delivered on time and that everyone in- |
volved with the customer knows their customers expec- |
tations.” Haack continues, “Anvbody can move l\mdm't
I can go out and sell a ton of something, but if it is not
right for that p.u‘tunl.tr customer, it is just going to end
up back on my doorstep as a major problem.™
Clearly, professional salespeople such as John Haack
view their customer base as far too valuable an asset to risk
losing it through neglect. In maintaining and enhancing cus-
tomer l‘vl.llmn\hl]\\, \‘l](‘\pﬂ)plv are involved in perform-
g routine post-sale follow-up activities and in enhancing
the relationship as it evolves by anticipating and adapting
to changes in the customer’s situation, competitive forces,
and l‘t}lf‘l' changes in the market environment. Darrell
Beaty of Ontario Systems (a collections software company)
states, “We spend too much time and effort leaming about
our prospects to not follow through and assess satisfaction.”
Figure 9.1 demonstrates the time and commitment Beaty
puts in to eam an order from a prospect. Beaty states, “We
annot be afraid to ask a customer, ‘How are we doing?”
This practice should go on monthly, quarterly, and yearly.
Sometimes, the salesperson will not like the answers that
he or she gets from the customers. New customers gen-
erally feel special because they have received a lot of at-
tention. Long-term customers may feel neglected because
the salesperson has many new customers and cannot be
as attentive as he or she was previously. Routine follow-up

FIG.9.1  ONTARIO SYSTEMS CALL STRATEGY

(7)) HARNESS TECHNOLOGY
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" 70 ENHANCE FOLLOW-Up
ANDBUYER-SELLER ¥
RELATIONSHIPS |

Building buyer-seller relationships is easier said thy
done. De\'eloping and nurturing customer relation
ships demands that salespeople do more than simp)
discover the buyer’s needs and respond to them wit}
sales offering that resolves those needs. Relations'

Call1 Call 2 Call3 Calls 4-5
Introductory > Information > More Fact- 5 More Fact-
Time Line Gathering Finding Finding
Month 1 Month 2 Month 3 Month 4
é
Calls 11-100 1
Follow-Up; Add- Callé i
Value; How Are Home or Office
We Doing? Visit ‘
Months 6-10 Month 4 i
call 10 Call9 Call 8 Call 7 R |
Contract Following Up on Presentation We Understand E
Signing N Proposal: < Demonstration < Customer: Ask : 1
Month 6 Answer Month 5 to Submit : :
Questions Proposal @
Month 5 Month 5 ‘ }
T R IRy RS S S S S SR b I — = |
It takes many calls to earn commitment from a prospect. It can take months and even years to establish the m)kr néeded e ‘

to earn an order.




and to identify dissatisfied customers who may be in jeopardy

of terminating their contracts. Each quarter surveys assessing
satisfaction with accuracy, attention to detail, partnership and
helpfulness are sent to R & G's customers. Insights gleaned from
the surveys help the company to improve business decisions,
retain customers and grow revenue. In fact, R & G credits the
surveys with helping them to increase customer satisfaction
over a 12 month period, leading to greater customer retention.
Using customer surveys has allowed R & G to more quickly iden-
tify areas of customer dissatisfaction and take action to alleviate
customer distress. Consequently, such actions have eliminated

X similar problems from occurring in the future, leading to greater
SEI li ng in Action overall customer satisfaction and retention.

Using Customer Satisfaction §urveys
to Strengthen Customer Service

R & G Technologies, an IT support company, understands the value
of customer satisfaction SUTVeys. These are regularly utilized
to determine what customers really think about their service

re formed over time through multiple buyer-seller to ensure.conSiS\ency in
: : . » seller wins the trust of the communication.
interactions in which the seller wins t :

buver. One survey found that one of the most "“‘p_m' « Know-—The i
tant things buyers look for in sellers is awcnuntal)lh{t'\'. salesperson coordinates
The \ someone they can rely on during the entire and interprets

o Ao : il kst alierthe the information
sales process and who will not abandon them afte cthered it
‘ 3 another survey of cus-

qale is finalized."” According to anot . ) SRR A
tomers, S0 percent indicated that consistent follow-up rd collaboretion

with the customer, including returning phone calls and e dekelop Inslghit
¢-mails, helps their buying process, while conversely, el

not focusing on after-the-sale service hindered the buyer's changing
sale.' The results of these studies emphasize the im- situation, needs.
portance of effective follow-up by the salesperson. As and expectations.
discussed in this chapter and illustrated in Figure 9.2, « Relate—The

effective salesperson follow-up should include specific salesperson applies

components designed to interact, connect, know, and relevant understanding

relate with customers. and insight to create

« Interact—The salesperson acts to maximize the number value-added interactions
of ¢ritical encounters with buyers in order to encourage and generate

. relationships between the
effective dialogue and involvement between the R
salesperson and the buyer. ;

+ Connect—The salesperson maintains contact with Salespeople have em-
the multiple individuals in the buying organization ploved a variety of tech-
influencing purchase decisions and manages the various nology-based  salesforce
touch points the customer has in the selling organization automation tools in order
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customer relationship
management (CRM

stem em that

& THE FOUR SEQUENTIAL COMPONENTS
OF EFFECTIVE FOLLOW-UP

The Four
Sequential
Components of
Effective Follow-up

Effective salesperson follow-up should include specific
components designed to interact, connect, know, and relate
with his or her customers.

to better track the increasingly complex combination of
buyer-seller interactions and to manage the exchange, in-
terpretation, and storage of diverse types of information.
Among the more popular salesforce automation tools are
the many competing versions of PC and Internet-based
customer relationship management software applications
designed to record and manage customer contact informa-
tion. PC-based software applications such as Maximizer,
Goldmine, and ACT! and Internet-based applications such
as Netsuite and Salesforce enable salespeople to collect,
file, and access comprehensive databases detailing infor-
mation about individual buyers and buying organizations.
In addition to provid-
ing explicit details about
customers and the mul-
tiple individuals influenc-
ing purchasing decisions
within any given account,
these databases also pro-
vide an archive of the in-
teractions and purchasing
decisions taking place over
time. Salespeople using
these systems have found
them to be invaluable in
helping them track and
improve service to their
accounts, ensuring and
enhancing customer satis-
faction. By understanding

a n

every transaction and buyer-seller i‘.'t("j“cﬁon‘» Sales .“5‘
an be more effective in communicating with

:(‘)m(‘r throughout the lifetime of the account.
The advent of the Internet has allowed
tomer contact management tools to be 'used in 'll
organization intranets and (glxtrnnct.?.‘;\ll ﬂtl’lnet; ;
nr;z‘\nimtiun's dedicated an . I""’P""L ary compute
S ord-controlled access to People i

e ASSW

work offering pass il R .
and outside the organization (€.g., customers and
; ) Extranets are pr()privtury computer pep
: tion for use by the org, 3

\§7
and linked to the o a
ational databases, and i

p]icrs :
created by an organiz
customers or supplwrs
internal systems, inform

Relationships are formed
over time through multiple
buyer-seller interactions in ;’
which the seller wins the |
trust of the buyer. i

lnternet-nclivated and integrated with R, -;]-
nization’s intranet and extranets, customer cop u,;
tems are transposed to full customer relatlon_
management (CRM) systems. These systems dyy 3
ically link buyers and sellers into a rich commupjer
network. Salespeople and buyers have immediate
access to one another and one another’s organizf
Problems can be resolved online, routine orden'ngP o
dures can be automated, and information such as p o
brochures and spec sheets, inventory availability, py
lists, and order status can be exchanged. Sales'peop ol
use the Web to view everything that is relevant tg
account. This can include information in the o
tion’s databases (e.g., purchasing history, credit ry
well as pertinent information such as news stories

prices, and research reports from sources outsi

organization (e.g, Hoovers, Standard & Poors, etc);

CRM systems enable salespeople to build and i
grate multiple forms of customer information o!;’
ate highly influential customer interactions that esta

and reinforce long-term, profitable relationships. ]
benefits to salespeople learning to use these advang
integrated systems effectively are self-evident, B
time a salesperson and buyer interact in a positive
ner, the corresponding relationship is enriched. This
richment translates to improved service levels, incre
customer satisfaction, and enhanced revenue
loyal customers. For example, after a series of merg

<

oo
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ENSURE CUSTOMER
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Exhibit 93 illustrates the partnership-enhancement
activities and the salesperson’s responsibility that goes

Hot ¢ ] from 43 to S3 percent,
e improved trom L I - 2 3
ire rat I ed M ) along with them. Specific relationship-enhancement ac-
« opportunity rate iMProve SR tivities vary substantially
5 opport S V3 stantially from compx ) >
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¢ ir after-market spare parts.”{ RM pro-
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; ) Locun syncing CRM systems with social IDSTRSRG i oo the sl
- < have Doguit RO
i rabiiok ] inkedIn. and Tiitter through o Expediting orders and monitoring installation
 such & afes A, L&
v« such as Faceconnector. which allow users * Training customer personnel
yCATON 2>r5t-
} ~ into their CRM account so ;
nformation into theu CRM account « Correcting billing errors

| -\.g\.x'u‘; 1
’ th customers’ needs and , .
- o Resolving complaints

n keep up to-date wi

\ ffv W Cd
) emns. { RM 1\,'-0\:\](-! Salesforce,
a means for listening and responding to
s aCTOSS @ range of social pl.lt?m‘m\; including
other social networks. Business

for instance, of-
Traditional selling focuses on getting the order. In

a sense, the sales process was over once the order was

COIX
fors \L?c\'\n\‘:‘fx‘
signed. The salesperson’s job was to focus on getting the
next order. and it was left to others in the organization to

wHOMm
1 4103
Cusi

X ' ]
!‘.ln'f\\‘\ [watter and

outsourcing solutions pruwdur ADP, for example, cred-

. Salesforce for helping it to gun customer intelligence deliver and install the product. However, the relational
‘ ) maintain customer connections though its ability to sales process shown in Figure 9.3 indicates that many
activities must take place after the sale, and it is the

pate in brand conversations, as well

| partici
2 | L3

salesperson’s responsibility to oversee and participate in

monitor an

< identity pressing customer Service Issues
a uty | 2

Exhibit 9.3
Relationship-Enhancement Activities

Salesperson Responsibility

partnership-Enhancement Activities

Provide useful information e Relevant
e Timely
e High quality

Expedite orders/monitor installation o Track orders !
¢ Inform on delays :
o Help with installation

Train customer personnel o Train even when contract does not call for it

Correct billing errors * Go over all orders

o Correct problem before customer recognizes it

e Set up a regular call schedule
o Let customer know you will be back

Preferably prevent the need to complain
o Ask customer how he or she wants complaint resoltved

Remember the customer after the sale

Resolve complaints

T Y AT A ¢
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Traditional Sales Process

TRADITIONAL VERSUS RELATIONAL SALES PROCESS

Prospect  =—p Needs —>  Presentation = Get Order
Discovery .
Trust-Based Sales Process -
Prospect ~——Pp  Needs ; Eamn
) — P tion sl
Discovery iy Commitment

}

Enhancing Customer Relationships
+ Assess customer satisfaction
« Build value through post-sale follow-up

«Ensure customer satisfaction
.Remember the customer after the sale

« Expedite orders and monitor installation
«Traln customer personnel
«Correct billing errors
«Encourage and resolve
customer complaints
«Expand collaborative involvement
+Work to add value and enhance mutual opportunities
« Provide quality customer service
+Manage customer expectations
+ Develop a service strategy

B

Traditional selling focuses on gemng the order. The relational sales process indicates that many activities must take p[q "

after the sale.

all of the follow-up activities. By being actively involved
during this stage, the salesperson increases the odds that
a long-term relationship will develop. Exhibit 9.4 dis-
cusses how salespeople can provide follow- -up activities
to increase customer satisfaction and build long-term
customer relationships.

o-22 Remember the Customer After the Sale

Customer follow-up methods should be used to de-
velop the relationship after the sale and to express ap-
preciation for the purchase. Many buyers feel neglected
once they place an order with a company. They were
given a lot of attention before they placed the order,
but after the order had been placed, the salesperson
disappeared. Customers consistently cite poor service,
neglect, and lack of follow-up as the primary reasons
they stopped buying. At one branch office of Wallace
Computer Services, there is a saying that hangs above
the door that states “Remember the Customer between
Calls.” This is certainly a meaningful slogan given re-
search showing that greater interaction between the
salesperson and the customer after the sale, particularly

in-person or via telephone, results in a more satisfied

and loyal customer who awards a larger percenty
their business to the seller.!” 3

Once an economic relationship is established, 3‘
su]vspcrson must continue to maintain open, two. :
communication with the buyer and continually proy ,
timely, relevant, high-quality information to his or,
customers and be available to satisfy any additiong
needs or problems. The job of mluc.nlmg and satisfyi in
the buyer never stops, and salespeople are responsib
for updating customers and pointing out additional ¢ 0y
portunities that will benefit them. Collaborative li
cussion becomes the most effective tool when deal \
with customers and their problems. 4

Providing information that will help custo
solve their problems is a must. By providing ,
information, the salesperson dvm()nstmu-s a uil
ment to the buyer. The salesperson is expressin
notion that he or she is in the relationship for the &
term and that he or she values the partnership
salesperson should remember to provide informati
not only to the buyer but also to the secretaries, ree
tionists, administrative assistants, dcpnrtmcnt h
and other influential members of the buyer's org
nization. If the customer believes the salesperson
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im0, senior vice-president and national sales manager for Omega Performance, who is

joseph 1-° ; : 2 ading his teams in sales, c_onsultipg, and sefvfce activities for c!iem relationships across the
@sp0™5 " T ces activities involved in providing exquisite customer service after the sale. According to Joe,
pnited S T L building can be enhanced after the sale by:

jong-1er™ 7€ o Slanning post-sale customer needs prior to compileting a sale.

. Foreseeng 27CP m vision and strategy for ensuring customer satisfaction.

o a post-sale long-ter

o Develc? - that customers are delighted with their purchase decision and think in terms of “Look what |

king €7
g ::,_,gng rather th
anning :
. P:uchmg base with customers on Issu
- nd recognizing customer milestones.

an “Look what they sold me”

o Recalling 2
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cere, listens carefully, and responds accordingly to |
Sincere. i

his or her concerns, then an already-trusting relation-
el me stronger.

Sh’p;;i:m M-sa]e fjlow-up methods can be used to
provide helpful information. First, however, salespeople
chould trv to determine the customer’s preferred method
ofﬂ?t‘ei"ing this information and provide it in that man-
per if possible. Perhaps one of the best ways to provide
aseful information is by a personal visit. After the sale is
made. it is critical to follow up personally and make sure
that the customer is completely satisfied with all the
promises that have been made (e.g., delivery, installa-
tion done properly, courteous installers). This is the only
strategy that provides face-to-face communication and
thus affords the salesperson the opportunity to read the
customer’s body language. When a salesperson takes the
time to make a well-planned personal follow-up visit, he
or she indicates to the prospect that he or she really cares.
A good salesperson will use the follow-up call to keep the
customer informed of new developments in the industry,
new products, or new applications. Providing this infor-
mation may bring about future sales. When a salesperson
makes a follow-up call, he or she should always have an
objective for the sales call. The salesperson should avoid
long gossip sessions or chitchat. It is the salesperson’s job
to add value, not waste the customer’s time. While the
personal visit can be a very engaging method, perhaps its
biggest weakness is that it can be time consuming.

d executing periodic post-sale follow-up contacts with customers to assess their level of satisfaction. &
n y ;
) es or concerns discussed at the point of the initial sale.

evaluating the products and/or services customers use, and recommending new or upgraded
Regu‘aﬁyandxor services that better meet their needs.

o comvstesidefast/NewBeyordSeling e300k _ 11 10odf accessed on 5/9/12

A quick and efficient option for providing useful in-
formation after a sale is by using the telephone. The cell
phone has provided salespeople with an opportunity to
stay in touch with customers while on the road. A sales-
person can easily make 7 to 10 phone calls per hour, and
the cost is minimal. The telephone has the advantage
of a two-way exchange of information and provides a
mechanism for immediate feedback. although it, as well
as other non—face-to-face methods of communication,
does not provide the opportunity to read the customer’s
body language. The phone can be used to verify delivery,
inform the customer of any changes (e.g., price, delivery
schedule), check for problems in general, and provide
new product, service, and industry insight.

E-mail and social media provide an efficient and
cost-effective way to continuously keep in touch with
customers. When getting pertinent company and buyer
information, the salesperson should also get e-mail ad-
dresses. Salespeople are able to include not only text,
but also sound and video to e-mail messages they send
to customers. Social networking sites such as Linke-
dIn and Facebook allow salespeople to keep in touch
with customers by posting updates, information, and
feature reviews. These tools, along with Tiwitter, allow
salespeople to have brief interactions with customers
between calls to provide information, address customer
concerns, and simply get to know customers on a more
personal basis. Moreover, information gleaned from
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From the Classroom
to the Field

Earning Customer Trust Through Listening, Flexibility and Follow-Through

Jutie Ohims graduated from the University of
Central Missouri in May 2009 and is an OQutside
Sales Representative for Meglio & Associates. a
manufacturer’s rep firm for the electrical industry,
Julie discusses how what she leamed in her sales
classes helps her earn customer trust and build
lasting relationships.

The foundation of the seffing techniques | learned
in the dassroom is based on the extension of the Golden
Rule, the adage to treat others as you want to be treated.
it is paramount to remember to treat customers as peaple.
More importantly, customers want to trust that their
saiesperson will provige sofutions that will improve their
business. Often, experienced salespeople believe that they
have aiready mastered the fundamentals of sefling. in
truth, however, the skills they take for granted need to be
constantly honed to keep customers engaged and 10 builkd
trusting redationshps.

As | fearned in the classroom, good listening skills
are critical in personai selling. Salespeople are often
excited with the opportunity to show new products
or tofk about ways we Can save our Customer money.
Howewer, it is equally important to take the time to
fisten to the customer and understand their needs.
Every sales cadl shouid focus on o diafogue between
both parties. just think about how you enjoy @ good

conversation with a friend, rather than a lecture
a parent! 4

Another fundamental skill of selling is flexibility. & |
tsno:uncommoniwacustomermbempomtmeh f
more than one aspect of their business. The
shouldmmetheoppoﬁumytonwmthm
customer and must respect the time aliotted by the
customer. Having participated in sales competitions
in college, ! learned to adapt to time constraints and %
t\ope-esemmformanonmadearandconasema\v;m,s
Uﬂngﬂmencﬂsoﬂamcmmgmspaqdw
the main benefits of your product before they need
move on 1o their next task.

But | believe one of the moest important skifls
of today s salesperson is following through, another i
important facet of personal seffing | learned in college.
Peopie are busier than ever, and it is the salespersons
job to reach out to the customer for feedback after the
call. For me, taking the extra step to send a “thank you" |
e-mail or making a quick follow-up phone call has '
proven to be successful in setting me apart from my
competitors. if | neglect to reach out to my customer,
! am just like any other salesperson who waks through
the door. But by making a concerted effort to follow
through, | have gained the trust and respect of i

PO RS U
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Expedite orders and Monitor Installation
nedite
P ot estimates on product de-
Ceoe™ s . < st work to prevent a de-
o oy HIES ~<on’s job is to track the order

<omers when there are delays.

. buver of a delav, but the in-

+y work around the inconve-

» = U4 i % e

1. Waiting until the delivery

v is inconsiderate and hurts the
+he salesperson and the buyer.
B \Z.:-ppm-: and the delivery of an
Jesperson’s control. However, to-
'_;l; «stems allow salespeople to
+ what is causing the delay. The

fthe SE

«t keep the customer up-to-date on the

perst -
: 3 anv possible delays
1 Lopry 16 ana &Y 2 : R,
e . 5 order processing and after-sale activities
\q‘a:,.“g\ raert . , :
o ne the relationship with a customer.

3] to enhancu e :
Jone a poor job of forecasting, run

- armeTs often have @
('Sw';l.wﬁnm and mayv expect their salesperson to
sport & F“,:A‘L,gfnm- to a happy conclusion. Although
ble to speed up orders, the sales-
do everything

<hle
Legvs POSSIDIC
w«pot & Wiy |

25 Jd investigate and attempt to
pes> \( :vD the L~1gtr1nxc~m. If the buyer sees concern
y ﬁk,,wq\ part and knows that the salesper-
ttempting t0 help the buyer, then the relationship
g sthened, even if the order cannot be pushed

- as the buyer had hoped.
Dfpcndmg on the industr.}; salespeople generally
ot help with installation. Nevertheless, some sal?s-
—eople believe that it is in their best interest to supervise
the fmulhnon process and to be available when custom-
ers have questions. Typically, installers do not have the
customer and may not have

cme relationship with the
the type of personality to deal with difficult situations.
The m]ecperson can act as a buffer between the installa-

tion team and the customers.

-+ Training Customer Personnel

Companies are always looking for ways to gain a com-
petitive advantage. Once the order is placed, traditional

slespeople are happy to get their commission or bonus
and move on to their next conquest. Relationship man-
agers understand the real work begins once the order
is siened. Training customer personnel may or may not
be included in the price terms of the agreement. Sales-
people may use this to gain the competitive edge they
need. For example, instead of only training one person
s stated in the sales terms, the salesperson gladly trains
three people for the same price. Or, perhaps there is no

1
cal

the sae:
e S

«ill be stret

+ a¢ quickly
through as gL )

dom

e
Succ.essfully training customers is a
part in the selling process.

e

menho’n of training 'in the price terms, but the salesper-
son takes it upon him/herself to provide the necessary
training. Adding value should always be a priority with
any salesperson. : :
When the product is technical, customer trainin

might require the assistance of the company trainogr
or engineer. The salesperson still has a key role, as he
or she knows the customer best, and sholxld serve as
the facilitator to ensure that all of the parties haw-s
been properly introduced and start off in a positive
manner. The salesperson should schedule the training
sessions as conveniently as possible for the customer.
Customer education is an integral part of the market-
ing strategy of Ontario Systems Corporation, a collec-
tions software company. What separates Ontario from
its competitors is its ability to provide timely training
and education for all its customers. Ontario knows ser-
vice after the sale is crucial, which is why it provides a
toll-free telephone number for 24-hour service. Each
year, Ontario strengthens its relationship with custom-
ers by providing one week of training, seminars, and
goodwill at its home office. Ontario understands the
importance of the team approach to providing out-
standing customer service.

o-22 Correct Billing Errors

Billing errors could turn into customer complaints if not
found and corrected quickly. A salesperson should go
over all orders and billing records to ensure proper bill-
ing has been sent to the customer. A customer will know
the salesperson has his or her best interests in mind if the
salesperson corrects problems without being prompted
by the customer. As seen in “An Ethical Dilemma,” a
billing error can result in an ethical dilemma.
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An Ethical Dilemma

Evan Celler is 3 sales representative for a
manufacturer of windshield wipers that calls on
automotive supply shops and various retail outlets.
In reviewing an invoice scheduled to be submitted
to one of his newest customers, he noticed a pricing
error. The price should have included a quantity
discount. Evan recalls mentioning
the OPportunity for earning quantity
discounts to this customer when ‘
taking the Customer’s first order several ;
months ago, but recalls not much was 4
made of it since at that time this ’ 0
customer had no intent to placea

'h:.

large order. If Evan were to obtain

this higher price, he would realize

a significantly larger commission on
this order. Given that this customer was
relatively new, there was some question
as to whether the customer would even realize

-

Natrika/Shutterstock com

o-3c Resolve Complaints and Encourage
Critical Encounters

Complaints will never be completely eliminated by any
company. Nevertheless, it is every company’s hope that
it can reduce the frequency of complaints. Complaints
typically arise because the product did not live up to the
buyers expectations. Research shows that companies
that systematically monitor, track, and address service
failures, instances in which buyer expectations are not
met, are rewarded with more satisfied customers and

greater customer retention.'

Complaints will never be
completely eliminated by
any company, but they must
be addressed and resolved.

he was not receivin
Evan, what would y

a) Contactm

P e

g a quantity discount. If you w
ou do? b
y billing department and have
correct the invoice prior to sending i.t. 3
b) Keep quiet. put if the customer q\fe_Sf|0ns thepd
then inform the customer that billing made , 3
error and that | will have them send ou
invoice that includes the quang
discount. ;
¢) Take my increased commissjgn o
treat myself to a nice dinner guet
since | deserve it: if the custg ;
questions the price, tell the ,'f
customer that quantity discoyns:
only take effect after a customeg
has been buying from our comp
for at least nine months, so thee
will be eligible for a quantity
discount very soon. >

Buyers complain for any number of reasons: (1)
delivery, (2) wrong order sent (e.g.. too many, tog
(3) product performs poorly, or (4) nobody at the g}
person’s company takes the buyer’s problems se
(See Exhibit 9.5 for a more comprehensive list of com
plaints.) Many times, the complaint is not the It
the salesperson (e.g., late delivery, wrong order, prody
performs poorly). However, this is not a concem to buy
ers, as they expect the salesperson to resolve it. Tradh
tional salespeople have been known to pass the .*_-
when complaints arise. A salesperson would be bett
off tackling the complaint by accepting responsi hili
and promptly fixing the problem. Salespeople get in
trouble by overpromising what their product can do, be
ing overly optimistic about delivery dates, and not bein
attentive to their customers when they do complais
Many complaints can be avoided by giving customers
reasonable expectation of what a company’s product g
service can do for them. 3

If periodic meetings take place between the bu
and the seller after the sale, then in all probability, mos
of the important issues are being discussed. Salespeopk

8
3
e

o



o-3¢ A Procedure to Handle Complaints

bg]espeople must have an open communication line
with customers and encourage feedback, either posi
tive or negative. Some research indicates that as many as
25 per?cent of business customers who encounter a pl;()b-
lem will not complain. ** Thus, salespeople must build re-

. Late delivery 3 { lationshi )
pamaged™ erchandise BT to Fhe point where buyers will not hesitate to
2 g ‘ speak their minds if they are unhappy with the service,
3. In - ock—back orders | If the customer does not complain, then the salesperson

Out - cproduct does not know what needs to be fixed.

: incorrec

5. Shf - i ‘ When a mmtomfer does complain, the complaint
6 SRR T iment uvesponsive should be handled quickly and with great sensiivity. One
. service depa g o study indicates that if a company fails to deal with cus-
g Product does 3'10 oo nexpw de ec tvelopments tomers and prospects who complain, those customers will
o Customer not infor o tell on average up to 10 people about their bad expen-
e er's problems not taken seriously ence and, with e-mail and the Internet, this may tum into
L installation thousands.® Another study showed that when customer
. eedp‘ omp Eore ning complaints are addressed, these customers are 30 percent
12. N‘ ‘ se—no notice more loyal than those who do not complain and 50 per-
13. Priceir Kﬁlead the salesperson when needed cent more loval than a dissatisfied complanant—which
14. Cannotfin indicates that the effort to make amends is worth it.*!

Research in consumer services suggests that satisfactory
handling of customer complaints is key to customer rec-
ommendations of a firm to others.” A general procedure
for handling customer complaints follows.

15. Unreturned phone calls

eir buyers to be candid with them and encour-
discuss tough issues (i.e., late deliveries,

ially in areas where the sales- e . . ‘
 organization Sit‘x;‘r‘mi’\ding less-than-satisfactory 9-3¢ Build the Relationship to the Point
formanc That Your Customers Are Comfortable

Hormance. Some buyers will not complain becau§e
thev feel it will not do any good. Others will not complain Complainin g
hecause they feel that the salesperson should be in tune
with their problems or concerns and recognize these

roblems on his or her own. If a salesperson encourages

must ask th
age the buyer to discu

damaged products). €

Salespeople have been overheard saying to their cus-
tomers, “Had 1 known that you were unhappy with our
critical encounters and acts accordingly to diffuse a service, 1 could have fixed it.” The buyer typically re-
situation in which the buyer’s expectations have not been sponds, “Well, 1 gave you plenty of signals. Why weren't
met. then this will help with subsequent critical encoun- you aware of the problems?” The buyer and salesperson
ters. If the salesperson does not act on these issues, then must work together to develop a trust so that whenever
future meetings with the buyer will not uncover prob- an issue arises, either person feels comfortable speaking
lem areas because the buyer is convinced nothing will be up. Open communication channels are a must for good
done to solve them. ' customer service. Salespeople cannot be afraid to ask

Some salespeople tell the customer what he or she their customers, “How are we doing?” Some companies
wants to hear to get the order and cannot deliver on conduct 30-, 60-, and 90-day customer satisfaction follow-
promises made. For instance, salespeople promising a up visits after the sale. Beyond that, salespeople main-
delivery date they know has little chance of being met. tain quarterly follow-ups,
Complaints can be avoided, in part, by being truthful even if only by phone. SRS PEEREERTN
when presenting a product’s capabilities. Providing sales This at least tells custom- \
support can eliminate problems with late deliveries, or- ers that the salesperson
der errors, and the feeling that the salesperson does not is interested in them and
care about the customer's complaints. The following sec- wants to service their ac-
tion outlines how to handle customer complaints. count well.
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2-2h Listen Carefull
the Whole Story e

The s\ﬂmpcrwn mu
said and what is nog }
customer know th
been brought to
Custome

st listen carefully to wh

)ving said. G
at they are

at is being
ood salespeople let the
i '-lttentic:mpp)l’ the complaint has
T will not complg; ¥ AC 'ances are that the
feel uncomf; bl 5 1gmn if he or she is made to
rson mus:’bﬂ: e with the initia] complaint. The sales-
e W Cus:‘areful not to interrupt early in the dis-
frustration On OIT;Er must be allowed to vent his or her
Sa]espersoﬁ ma:\'eh'tu]ve, tc tomer stops complaining, the
tions to get the'“-h:) l ; 0 probe and ask follow-up ques-

story. For instance the b
e, ) » the buyer may
have told the salesperson to whom he or she talked

to at the salesperson’s company about the problem, and

this information can b

feel if placed in the customer’s position, The salesperson
should apologize for any inconvenience and make the
buyer aware that he or she is anxious to resolve the prob-
lem and keep the buyer as a satisfied customer,

o-31 Ask Customers How They Would Like
Their Complaint Resolved

Many salespeople attempt to solve the complaint with-
out understanding what the customer wants them to
do. For example, a salesperson may reason that the last
customer wanted a 20 percent discount to make things
better. “Thus, I will offer this unhappy buyer the same
thing.” The salesperson may be surprised to find out
the buyer wanted something totally different to re-
solve the problem. The salesperson cannot be afraid to
ask the customer what it will take to make him or her
happy. A salesperson could say something like, “Theresa,
we value you and your company’s business. I am sorry for
the inconvenience we caused you. Can you please tell me
what we can do to solve this problem and keep you as
a satisfied customer?” Then, the salesperson must listen
carefully. Perhaps the buyer simply wants an apology, a
discount, or a substitute until the regular shipment arrives.
Salespeople typically find that the customer is not de-
manding as much as they anticipated, considering the cir-
cumstances of the complaint. The solution should center
on what the customer wants and not what the salesperson
thinks is appropriate. When salespeople provide custom-
ers choice in the complaint resolution process, they are
likely to increase customers’ perceived control over the
process and ultimately enhance customer satisfaction.*

Gain Agreement on a Solution

Once the salesperson hears what the Customer -'.,
thcy must agree on a solution. Sometim(,S the Sa]\:an
son can do exactly what the customer asks. Otheryi)
the customer might ask for an unrealistic solutigy, ‘..
salesperson’s focus should always be on tryin .o '
exactly what the customer wants, if possible vy
that is not possible, the salesperson’s message g g/
concentrate on what he or she can do for the custy .\
and then do it quickly.** The conversation might .“

like, “Jim, I'm sorry for the inconvenience We ¢q 'i
you. Thanks for your suggestions on what we need 3
do to resolve the problem. Here are a couple of thi w
we can do—which of these will work better for
The salesperson is telling the buyer that he or she ol
not do exactly what the buyer asked, but is Provig .'f._‘,
options for what can be done. Good SilleSpeop]e 4

focus on the positive.

o-31 Take Action—Educate the Customer

Once an agreement is reached, the salespersop w
take action and solve the customer complaint jmpe.
diately. The communication lines must be kept onall
to the customer (e.g., letting him or her knoy il
the repair people will be arriving). Monitor complapy
resolution and keep the customer up-to-date on P "
ress. This is also a good time to convey that stens
have been taken to ensure that the problem wil| n
occur again,

If customers have unrealistic expectations of the sen
vices provided, then this would be a good time to edu-
cate them so that they will have realistic expectationg.
Some salespeople promise the moon to secure an o der,
and then let the customer down when the product ‘
service does not meet expectations. This is not the way
to develop a trusting relationship. 5

221 Follow-Through on AUl Promises—
Add Value

Whatever promises are made, good salespeople must
make sure that they are kept, and this is a good time {0
go beyond what has been promised. Those sale cople:
who over-deliver what is promised will truly imp es§
their customers and build stronger relationships faster
than their competitors. By exceeding expectations mff'-,
adding value, the salesperson helps ensure repeat b
ness. Exhibit 9.6 summarizes the procedures to handle
complaints. i

5
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Lt
general Procedures for Handling

complaints

ationship to the point that the customer
is comfortable complaining.

Listen carefully and get the whole story.

t he or she would like

1 Bul)d re

Ask the customer wha

you to do.

Gain agreementona

: what you can do; do
cannot do.

5. Take action; educate the customer so he or she

has realistic expectations.

6. Follow through on all promises. Add value.

solution. Tell the customer
not focus on what you

@ EXPAND COLLABORATIVE
INVOLVEMENT

A salesperson’s goal is to work with customers who
have entered into a strategic alliance with the sales-
person’s grm. This is done by building trust over a
long period of time. The salesperson should always
lool; for ways to improve the relationship and create
a stronger bond. One way to accomplish this goal is to
expand the collaborative involvement between
the buyer’s and salesperson’s organizations. The sales-
persor{ may take a group of engineers along on a sales
call and introduce them to the buyer’s engineers. It
may be possible for the engineers to work together
to enhance the product offering or perhaps provide a
more customized solution. Customers often know the
strengths and weaknesses of the product they use and
can provide some insight into how improvements can

be made.

Another example of a company’s attempt to expand
collaborative involvement is to host a week-long series of
seminars, training sessions, and social engagements with
its customers to expand the relationship. Brainstorming
sessions with customers demonstrate a willingness to
listen, show that the company cares, and often result in
better ways to serve customers. Any time the salesperson
can involve additional personnel from the buyer’s com-
pany in relationship building, the relationship should be-

come stronger.

WORK TO ADD VALUE
AND ENHANCE MUTUAL
OPPORTUNITIES

To build mutually satisfying relationships between buy-
ers and sellers, professional salespeople must work to-
ward adding value and enhancing mutual opportunities
for the customer. This can be done by reducing risk
through repeated displays of the seller’s ability to serve
the customer. By demonstrating willingness to serve the
customer, the seller reduces the buyer’s risk—both real
and perceived. A good relationship is one that has few, if
any, unpleasant surprises.

Salespeople must also establish high standards and
expectations. Many relationships fail due to unmet ex-
pectations. The higher the customer’s expectations, the
better, provided the seller can meet or exceed those ex-
pectations. Salespeople should ensure that the custom-
er’s expectations are reasonable by soliciting customer
expectations, clearly and honestly conveying the firm’s of-
fering, and continually working to improve performance.

Finally. salespeople must monitor and take action to
improve customer satisfaction. Salespeople must never let
up on this. Doing so only invites competitor challenges. A
good salesperson must always look for cracks in the rela-
tionship and patch them before insurmountable problems
occur. All relationships require work, and taking a good
customer for granted is foolish. Julie Ohlms, a manufac-
turer’s rep for Meglio & Associates, realizes the impor-
tance of maintaining strong customer relationships and
uses technology to assist in this endeavor. To learn how
she does it, see “Technology in Selling: Using LinkedIn
to Maintain Strong Customer Relationships.” Remember
that the salesperson must continually add value to the re-
lationship or he or she will run the risk of losing the cus-
tomer. Exhibit 9.7% provides some suggestions for adding
value by demonstrating to customers that the salesperson
cares about them and appreciates their business.

9-sa Provide Quality Customer Service

All salespeople are looking for a competitive edge to
help them differentiate their products in the eyes of
customers. Many of the
products that a salesper-
son sells have essentially
the same features and
benefits as those of com-
petitors. Chris Crabtree
of Lanier once said, “A

CHAPTER 9: Expanding Customer Relationships

collaborative involvement

209



Technology in Selling

Using LinkedIn to Maintain Strong
Customer Relationships

Julie Ohlms graduated from the University of Central Missouri in
May 2009 and is an Outside Sales Representative for Meglio &
Associates, a manufacturer’s rep firm for the electrical industry.

Julie discusses how she uses LinkedIn to maintain customer
relationships.

To be a successful salesperson, it is imperative to discover the
needs of one’s customers and determine an effective solution. But that
is only part of the process. In today's world, it is equally important

copier is a copier, is a copier. There is just no differ-
ence between what I have to offer and my competi-
tors. We all charge about the same price. In fact, 1
can match any price my competitor puts on the table.
That leaves only one attribute for me to differentiate
on—service.”

More and more companies are turning to service
quality. which means meeting and or exceeding cus-
tomer service expectations, as a strategy to acquire and
maintain customers. A salesperson must be able to con-
vince a customer that service is important, demonstrate
service quality, and then maintain a high level of service
over an extended period of time,

The problem is that every salesperson claims to
provide outstanding service. The goal today is not to
meet customer expecta-
tions but to exceed them.
Salespeople will rarely be
given a second chance to
prove that they provide

to follow through after the sale and to develop a relationship m »
the customer. Using soaal media is a beneficial way to creqte and

itto be a great tool for maintaining customer relationship
The site is user friendly and the ‘connections’ feature allows
me to stay in touch with my customers between personal

visits. Another feature of Linkedln is the opportunity to ‘folloy ,’

company’s feed. Staying in touch with the company allows m ’L ,
speak intelligently about them and demonstrates my mtm;t’ m
my customer’s organization. Also, there is an option on the site.

which provides users an opportunity to ‘endorse’ a connection,
Endorsing a connection takes little effort but carries its weig t
When a customer takes the time to give me an endorsement fy or
Customer service, it shows that | am more than just a salesperse
I'am a person who gives them the attention and support they«
desire. | am someone in whom they have placed their trust
and confidence.

time. A sign in a small- town huxmess reads,

Service is advertised . . .

Service is talked about . . .

But the only time service really counts . . .

Is when it is delivered . . .

And we promise your experience with us will
be outstanding.

Customers do not care about slogans and service
claims until something happens to them. This is called
a moment of truth. Each salesperson experiences "
moments of truth—brief moments that occur whenever

a customer comes into contact with a sulesperson.

termine if promises are being kept by the sales organiza-
tion, and whether the salesperson truly cares about the
customer or is simply an order getter.
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. Be proactive, .
g necessary before being asked.

There are four benefits of service enthusiasm that
allow the sales organization to gain an advantage over its
competitors. First, reputation is an important part of any
organization’s ability to attract and keep new customers.
R(;putunnn allows a salesperson to distinguish him- or her-
self from the competition. A solid reputation indicates that
the salesperson cares and will help him or her establish
oval relationships with customers. Reputations take a long
time to establish and only one negative event to destroy.

Second, by providing good customer service the first
fime, an organization makes the profit that it needs to stay
in business. Whenever mistakes are made (e.g., wrong or-
der, short order delivered), service personnel have to sort
out the problem and fix it. The result could lead to a lost
customer. In any event, it does not take long to go into
the red when people have to be added to fix problems.
Efficient operations, cost savings, and doing things right
the first time increase the chances for increased profits.

The third benefit of service enthusiasm is conve-
nience. It is critically important to put the customer’s
convenience first. For example, as mentioned earlier,

at can be done to make it easier on them to work with you,

lend a helping hand (e.g., one sales manager has been known to assist customers in their booths

end customers for awards or news stories.
efense of customers who are criticized.
pemonstrate reliability by promptly (the day it is received) responding to customer communication. i

provide customers with reports, survey results, and articles free of charge.
rather than reactive when dealing with customers. Take the initiative to do what is right or

. with customers to pass along information and solicit customer feedback. ‘
. know in writing that you enjoy working with them. ‘f

k customers during the relationship, not only after the sale has been made.

Keep your word. If circumstances dictate otherwise, then quickly explain yourself. f
Show respect by not getting “too friendly” with customers.

most customers are uncomfortable complaining, Thus, a
salesperson must make it easy for his or her customers to
discuss problems or complaints. Since customers can be
reluctant to complain, the salesperson must be vigilant in
asking customers to express their problems or concerns.
Building a strong, trusting relationship with open com-
munication will make it easier for customers to voice their
concerns. Furthermore, to be convenient, salespeople
must be readily accessible to customers. This involves us-
ing technology (e.g., cell phone, e-mail) to stay accessible,
quickly acknowledging customer requests, and then re-
sponding in an appropriate and expedient manner. When
it comes to servicing customers, salespeople often must
accommodate customers’ schedules rather than their
own. Naturally, this may pose some inconvenience to the
salesperson, but customer needs must be considered first.

Salespeople must design user-friendly  feedback
systems. Periodically inquiring about customer satisfac-
tion can greatly enhance a customer’s feelings toward
a salesperson and his or her organization. Ontario Sys-
tems (http/Avww.ontariosystems.com) provides a Client
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. ; gineer B, who has little or no ser-
vice skills, is sent out on the next call. Field engineer B is
good at fixing the problem but has a hard time relating to
customers; in fact, he is downright cold! As a result of this
unevenness, the customer’s level of satisfaction decreases.
The inconsistency of customer service is a problem
for every sales organization. By understanding the ben-
efits of service enthusiasm and the rewards of proper
spirit, the sales organization can ens
exceed customer expectations.

the same se
seérvice e
monitor

at good customer service is

ure consistency and

9-sb Customer Expectations

A salesperson must meet the needs of his or her cus-
tomers. At a minimum, customers expect a warm and
friendly salesperson. Buyers have enough things going
on during their day that it would not be a plus to have to
deal with a surly salesperson. Warmth and friendliness
are the building blocks of a successful relationship.
Reliability is another attribute that buyers look for
in choosing a salesperson with whom to do business.
Customers must have the confidence that the expected
service will be delivered accurately, consistently, and de-
pendably. Helpfulness and assistance are two more vari-
ables that buyers expect when working with a salesperson.
Will the customer be able
to find his or her salesper-
son when he or she needs
to do so? Can the sales-
person provide the speed
and promptness needed

Exhibit 9.8
Customer Expectations 4
of Salespeople

Warmth and friendliness
Reliability ;
Helpfulness/assistance

Speed or promptness
. Assurance ]
. Accuracy ¢
Follow-through (as promised)

Empathy

. Resolution of complaints, mistakes, or defe

pea g b

SV E®NOUVAEWN -

. Tangibles A

- S —

by the customer? The salesperson can solve thig s
b;' developing a regular call routine so that the custopy
knows when to expect the salesperson. Customerg
want to deal with salespeople in whom they have,
dence and trust will always do what is right for therﬁ. i
assurance). As such, salespeople must be tryg vorth
Furthermore, salespeople must pay attention to d

as customers expect accuracy from them, partic
it pertains to product or service orders. Other custon
expectations include follow-through as promised, e
thy, and resolution of complaints, mistakes, or
The customer must know that if anything goes o1
the salesperson will move in quickly and solve the IC
lem. Ultimately, the customer is looking for someg
who is personally accountable for their desired re It
Exhibit 9.8 summarizes what customers expect frg
their salesperson. 4

g

o-sc Develop a Service Strategy
Salespeople can calculate the lifetime value of the
tomers. For example, Hershey Foods Corporation knoy
exactly how much candy it has sold at the Wal-Ma
Muncie, Indiana. It is easy for Hershey to calcula

loss if any customer decides to replace it. It is im
for Hershey to provide the service level that each of
customers demands. Lower-quality service can

the loss of a customer. &

Developing a service strategy allows salespe
ple to plan their actions for each customer. A sery
strategy asks salespeople to identify their b sin



Ert :
Checktist for Developing

g Service Strategy

SRONS ! 5 esperson must ask when developing a
m-l(t oty :
« What is our business:
3 ustomers?
Who are our €
: Wwhat do ou! customers want, and what is
) amportam to them? .
How are our customers' needs and perceptions
.
changing’ |
How are social, economic, and political factors
. fecting current and future customer needs
:nd our ability to respond to them? How are
competitors responding to these factors?
How do customers rate us in terms of their
.
expedations?
« Forwhatarewe best known?
» Whatdowedo best?
« What can we do better?
o How can we position ourselves in the market
to differentiate our services?

and customers and what the customers want and
what is important to them. Salespeople also have to
Jetermine how their customers’ needs and percep-
tions are changing. Salespeople cannot be afraid t‘o
ask how the customers rate them in ten‘us of their
expectations. What does the sales'pcrjﬂons company
do best, and what can the organization do better?
Salespeople, ultimately, must determine how t?
position their company in the market to differenti-
ate its products and services. All this must be done
while directing efforts against the competitors.
Exhibit 9.9 is an example of a check list for develop-
ing a service strategy.

- <4 Customer Service Dimensions

There are three dimensions of customer service, with
communication being the most important. Most
pmbloms arise because the customer was not in-
formed of a change in plans (e.g., late delivery, price
increase). Salespeople are extremely busy and many
times do not have the time to communicate with all
their customers. Communication tools such as e-mail

or twitter can be used to quickly do mass communica-
tion to inform customers of these changes. Over time,
the telephone and personal visits can be used to confirm
that customers are aware of the changes.

Another customer service dimension is resilience.
Resilience is the ability of a salesperson to get knocked
down several times a day by a customer's verbal assault
(ie., complaint) and get right back up with a smile and
ask for more. A salesperson cannot lose his or her cool
just because a customer does. A tired salesperson must
treat late-afternoon, difficult customers the same way
that he or she would treat a dilemma at the day’s begil{-
ning. They must both be treated well.

Finally, service motivation is another important
customer service dimension. Salespeople must be moti-

vated to find time each day to deal with difficult customers
and problems that exist.

Ignoring these activities
will not make them go way flow of information
away. Working diligently alesperson and cu

on behalf of the customer
indicates to him or her that espersor
the salesperson truly cares everal t
about the partnership. If L
a salesperson has a com-
plaint from a customer
and gladly fixes it, the cus- serv?ce motﬁvaﬁon '
tomer becomes a more [ il S G
committed customer.

communication .

resilience |,
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