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o they think that complain does not help
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;g} Disappointing experience

e A single disappointing experience may not
significantly reduce the strength of the
business relationship if:

e the customer's overall perception of quality
remains high,

e switching costs are high,
e there are few satisfactory alternatives,
e if they are committed to the relationship, and

e there are bonds (contract, dependence,
knowledge, technology etc.) keeping them in the
relationship.
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Prefer Face-to-Face Dealings i N
e customer finds easier to relate to and work with someone t 've actually met in person, rathe;\

than a voice on the phone or someone typing into an email”
Contact customers about news as soon as possible '
o Itis necessary to keeping customers informed.and to respond to messagm

Be Fr|endly andApproachabIe -

e Kkeep a clear head, respond to customers' wishes as best is it possible, and atall times is necessary I
remain polite P, i

S

Have a Clearly efined Customer Service Policy
e clearly defined customer service policy is going to save a lot of time and_ effort in the long run

Attention to Detail

e (e.g. send a Happ

t shows the care about customers -
the customers fe

Anticipate Custo
e customer is

“Honour Promises

e when somebod he most comm

romise so example here is

ates




Customer loyalty 1

e quality of a product or service leads to customer
satisfaction, which leads to customer loyalty, which
leads to profitability

e The service quality model

e customer satisfaction is first based on a recent experience
of the product or service.

e This assessment depends on prior expectations of overall
quality compared to the actual performance received. If the
recent experience exceeds prior expectations, customer
satisfaction is likely to be high.

e Customers are said to have a "zone of tolerance"
corresponding to a range of service quality between "barely
adequate" and "exceptional."
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e Customer onalt;} is determined by three

factors: | N
o relationship strength (CRM) \

S e percelvzd alternatives and \ f
‘e critical plsodes 5

e Threats:
e the the company's service
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e Listen up e | . _
e Even if you can't meet their needs or don't know the answer to their question, always ..

listen. If they see you are actively listening they will know you care about them and

value them as a customer. Simply listening to them has a big inNyalty.
e Provide help |
- Vi
/ - e Most custom\'eis need help with something from time to time. This goes along with [
h

listening to them, but if you can, help them out with whatever it is that they need.

They will always remember that you helped them, which shows you care.

e Learn name
e Get to know as

e Give somethi
e Whether it's

ou can, and then use the names.

a customfef" appreciate day with

."rl

e Be consisten

e One of the easiest ways

give your customers what it
particular prQ_duct and you stop
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;f}e vantage of customer loyalty

e keeping existing' customers is less expensive
than acquiring new ones:

e The cost of acquisition occurs only at the
beginning of a relationship.

e Long term customers tend to be less inclined to
switch and tend to be less price sensitive.

e Long term customers may initiate free word of
mouth promotions.

e Increased customer satisfaction and loyalty
makes the employees’ jobs easier and more

satisfying. Happy employees feed back into
higher customer satisfaction.




e Why s it necessgry/%)hha e satisfied \\5/

customers?
e How is it possible to measure of customer {
/T - satisfa ct?t)n [y .Y \

e Why customers do not complain?




