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GLOSSARY

automatic call distribution Allows calls to be
routed to the next available service provider.

automatic number identification Allows the
call recipient to identify the incoming num-
ber and caller. Additional background or
historical information may be displayed on
the recipient’s computer screen to enable him
or her to better serve the customer.

brainstorming A problem-solving strategy in
which groups of two or more share ideas in
an open and accepting environment. Ideas are
shared with the group and recorded.

“call me” Web browser Allows customers
linked with a company’s Internet site to be
referred to a call center representative.

challenging customers Those customers with
problems, questions, fears, and personali-
ties that require us to work to achieve true
communication.

churn (or churn rate) The number of customers
who leave a business in a year’s time divided
by the number of new customers in the same
period.

communication The process in which informa-
tion, ideas, and understanding are shared
between two (or more) people.

conflict A hostile encounter that occurs as a
result of opposing needs, wishes, or ideas.

consumption behavior Refers to the customer’s
usage and payment patterns.

coproduction When customers participate in
providing at least a part of their own cus-
tomer service.

credibility The combination of our current
knowledge, reputation, and professionalism.

culture The values, beliefs, and norms a group
of people share.

customer attributes Characteristics that allow
customers to be categorized according to
demographic, psychographic, or firmographic
information.

customer intelligence The process of gathering
information; building a historical database;
and developing an understanding of current,
potential, and lapsed customers.

customer lifetime value The net present value
of the profits a customer generates over the
average customer life.

customer retention The continuous attempt to
satisfy and keep current customers actively
involved in conducting business.

customer satisfaction The customer’s overall
feeling of contentment with a customer inter-
action.

customer service Anything we do for the
customer that enhances the customer
experience.

customer service system Any set of procedures
that contributes to the completion of customer
service.

defection rate The percentage of customers who
leave a business in one year.

demographic information Includes character-
istics like age, income, marital status, educa-
tion, stage in the family life cycle, whether
they own or rent their home, gender, ZIP
code, occupation, household size, mobility
patterns, ethnic background, religion, and so
forth.

diagramming A problem-solving strategy that
involves creating a visual representation of
a problem and system so that improvements
may be made. Diagramming includes pro/
con sheets, flowcharts, organizational charts,
and mind mapping.

electronic mail (e-mail) Sending messages
directly from one computer terminal to
another. Messages may be sent and stored for
later retrieval.

empathy The ability to understand what some-
one is experiencing and to take action to assist
in resolving the situation.
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empowerment To enable or permit customer
service providers to make a range of decisions
to assist their customers.

ethics A set of principles that governs the
conduct of an individual or group.

expectations Our personal vision of the result
that will come from our experience.

external customers The customers we do busi-
ness with outside our organization.

eye contact Allowing our eyes to make visual
contact with someone else’s eyes.

facsimile (FAX) machine A machine that
enables the transmission of graphic materials
from one machine to another via telephone
lines.

firmographic information Includes character-
istics about a company such as how many
employees they have; the kind of business
they are in; whether they are retail, wholesale,
or a service provider; their hours of operation;
and so on.

flowcharts A diagramming approach to prob-
lem solving that charts each step of a process
to assist in determining why a problem is
occurring.

follow-up Checking back to determine whether
or not a situation is operating according to the
initial plan.

formal leaders Have the authority and power of
their official position.

goal An identified result to strive to accomplish.

goal setting The process of establishing goals
and evaluating their importance.

high-touch customers Those customers who
enter the customer experience expecting a
high level of customer interaction.

inbound calls Calls that originate with the
customer that may include catalog ordering,
billing questions, technical support, product
use, or other information.

informal leaders Have no official authority but
do have the ability to influence others.

infrastructure The networks of people, physi-
cal facilities, and information that support the
production of customer service.

internal customers The people we work with
throughout our organization.

job aids Leadership tools to reinforce training.

leadership The ability to influence others.

listening The ability to hear and understand
what the speaker is saying.

low-touch customers Those customers that
enter the customer experience expecting a
low level of customer interaction. Low touch
frequently exists because of technology.

market segmentation Dividing customers into
groups with similar characteristics.

mind mapping A creative approach to dia-
gramming a problem in which a problem is
recorded on paper and possible solutions
branch out from the original problem.

mission The means by which an organization
will fulfill its purpose.

morale Anindividual’s or group’s feelings or atti-
tudes toward a job, supervisor, or company.

motivation The individual drive that causes us
to behave in a particular way.

needs Our personal requirements.

negotiation The evaluation of the possible solu-
tions to a challenge and the selection of the
solution that is mutually beneficial.

nonverbal expression Tone and inflection of
voice, facial expressions, posture, and eye
contact. Nonverbal communication can con-
tradict the message conveyed through another
method of communication.

online bill paying Offers customers the oppor-
tunity to receive and pay bills online.

organizational charts A method of illustrating
the hierarchy of a company by illustrating
who reports to whom.

outbound calls Calls that originate from the call
center to the customer and are usually intended
to sell products or services, conduct market
research, or respond to customer inquiries.

perception The way we see something based on
our experience.

pitch The highs and lows of the voice.

planning Finding a recognizable direction to
focus on and the establishment of specific
customer service goals.

primary expectations The customer’s most
basic requirements of an interaction.

problem solving An active resolution to a
challenging situation.

pro/con sheets A simple approach to diagram-
ming a problem that involves recording the
arguments for and against a solution. .
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psychographic information Focuses on
lifestyle, mode of living, needs, motives, atti-
tudes, reference groups, culture, social class,
family influences, hobbies, political affiliation,
and so on.

purpose The reason for an organization’s exis-
tence.

reading The ability to look at and comprehend
the written word.

relationship marketing Cultivating a lasting and
mutually beneficial connection with customers.

reputation management The process of identi-
fying how a company is perceived and estab-
lishing an action plan to correct, maintain, or
enhance its reputation.

respect To give someone recognition or special
regard.

responsibility check Assessing a situation and
determining who should have responsibility
and who really does have the responsibility.

scope of influence Our ability to influence others
based on our perceptions or experiences.

secondary expectations Expectations based on
our previous experiences that are enhance-
ments to our primary expectations.

self-assessment An individual evaluation in
which individual strengths and weaknesses
are identified.

self-concept The way in which a person sees
himself or herself and thinks that others see
him or her.

self-sufficiency Customers using systems in
place to meet their own service needs at a
level that results in satisfaction.

social media Electronic communication used by
consumers to share ideas, information, opin-
ions, and personal messages.

strategy A plan for positive action.

talking Speaking, using words and terminology
that others can comprehend.

teamwork Working together to improve the effi-
ciency of the whole.

teleselling Selling products, services, or infor-
mation via the telephone.

values A combination of our beliefs, percep-
tions, and ideas as to the appropriate response
to a situation.

voice inflection A variation in the pitch, timing,
or loudness of the voice.

voice mail A system in which a spoken message
is recorded and stored in the recipient’s voice
mailbox. The recipient can later retrieve the
audible message.

wants Things or experiences that are desired.

webinars Online collaboration or training.

writing Communicating by using the writ-
ten word so that others can understand the
intended message.



Remember This

A customer is the most important visitor on our premises. He is not dependent on us;
we are dependent on him. He is not an interruption in our work; he is the purpose of it.
He is not an outsider in our business; he is part of it. We are not doing him a favor by
serving him, he is doing us a favor by giving us an opportunity to do so.

Mahatma Gandhi
CHAPTER OBJECTIVES
In this chapter, you will learn how to
@ Define customer service. @ Explain the difference between external and
@ Recognize the difference between customer internal customers.
expectations and customer perceptions. @ Distinguish customer attributes.
@ List examples of customer service. @ Understand the high cost of losing a customer.

@ [dentify the five needs of every customer.

From Chapter 1 of Customer Service: A Practical Approach. Sixth Edition. Elaine K. Harris. Copyright © 2013 by Pearson
Education, Inc. All rights reserved.



@ customer service
Anything we do for
the customer that
enhances the
customer experience.

What Is Customer Service?

@ Customer Service Is Important!

One of the most effective and least expensive ways to market a business is
through excellent customer service. Customers are an obvious requirement
for doing business. The importance of customer service is at an all-time
high. Businesses are realizing that providing a product or service alone is
not enough in today’s competitive economic environment.

Today, customers are much more sophisticated than they were even
five years ago. They are informed about how products should perform and
know that if they are dissatisfied with the service they receive, someone
else probably sells it and will provide greater service. They may also
expect that if they express their unhappiness with a situation, a positive
result will occur.

Customer service is in style! People are talking about its importance
and go into the marketplace expecting to receive it. The provision of
customer service is an important component of the business cycle. In many
cases, customer service is the positive element that keeps current business
coming back. The customer service provider is frequently the one who
“saves the day” and the account.

When a person goes out of his or her way to provide excellent
customer service, work is more fun and more fulfilling; as a result, positive
relationships with others develop.

@ What Is Customer Service?

Shockingly, the average customer service provider does not know what
customer service is! Customer service is anything we do for the customer
that enhances the customer experience. Customers have varying ideas
of what they expect from customer interaction. The customer service
provider must get to know his or her customers and strive to provide
them with excellent customer service. No matter how accurately we see
our definition of customer service, we still have to live up to what our
customer thinks that customer service is. The customer’s satisfaction is the
goal to attain.

Examples of Customer Service

Receipt lookup or “return by” date on store receipts

Calling the customer by name

Easy return policy

Updated map of the area or Global Positioning System (GPS) in rental
cars

5. A doctor calling you back to see how you are feeling after a profes-
sional visit

=N e
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6. On-time delivery
7. Easy-to-use and functional web site
8. Owner’s manuals and frequently asked questions online
9. Showing the customer that you care and illustrating courtesy and
enthusiasm
10. Excellent follow-up
11. Empathy in handling customer complaints and questions
12. Well-explained instructions
13. Ilustrations of encouragement
14. Suggesting a less expensive option
15. Accessibility when and where the customer wants it

@ Understanding of Satisfaction

Customer satisfaction is the customer’s overall feeling of contentment with
a customer interaction. Customer satisfaction recognizes the difference
between customer expectations and customer perceptions. Satisfaction
may develop quickly or may be cultivated over a period of time. Customers
have many concerns; our job is to reduce as much of the customers’ stress as
possible and to create a pleasant customer experience, while also providing
current information and helping to solve customers’ problems. Satisfaction
may be a customer’s afterthought. The customer may think back on the
experience and realize how pleasant or unpleasant it was.

@ Why Is Excellent Customer Service So Rare?

Customer service is rare because it requires two things that the average
person and organization are unwilling to commit to: spending money and
taking action. In business, everyone talks about how important customer
service is, but most people do not really know how to provide outstanding
customer service. Customer service is much more than having a great
attitude or being a people person. To prepare to provide excellent customer
service, one must develop the skills to be successful.

In addition to developing skills, organizations must assess their
current level of customer service and determine if it appropriately meets
their current customers’ needs. Customers are changing all the time.
In addition to the change in people, the circumstances that customers
and organizations are required to operate in may change. If customer
policies were established a number of years ago or if the customer base
has changed, current procedures for operation may no longer be effective.
Companies must develop strategies that meet today’s customers’ needs
and do all that they can to retain those customers.

Employees must be empowered to make decisions to benefit their
customers. They must have managers who carefully hire the right people

@ customer
satisfaction

The customer's overall
feeling of contentment
with a customer
interaction.

“The absolute

fundamental aim is

to make money out of

satisfying customers.”
Sir John Egan
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for the jobs and employees who are adequately trained to anticipate the
challenges that may arise daily. While customer service is more than
having a great attitude, it does require having the right attitude. Some
people become so involved in trying to provide excellent customer
service that they lose sight of the little things that the customer would
appreciate.

The use of technology and current information greatly facilitates the
provision of excellent customer service. We live in an age of technology in
which a new and improved model is on the market almost before a new
system is installed. Technology and information must work together to
enhance customer service. Many up-to-date computer systems, e-mail, fax
machines, printers, and messaging centers have remained unused because
the information needed for their use was not developed and distributed to
the appropriate customer service personnel. Customers use technology to
enhance their own lives, and they expect the businesses that they work with
to use it also. Sometimes the challenge is having too much information or
information that is difficult to understand. Management must determine
its relative importance in the total scheme of what the business is trying
to accomplish. If we determine what our customer’s concerns are but we
do not know how to include the customer’s home address, e-mail address,
or other contact information in our database effectively, we may conclude
that we do not have the most important information that the customer has
given us.

The challenge of providing excellent customer service never ends.
Individuals must periodically examine their performance to ensure that
they are continuing to practice the positive skills that make providing
customer service enjoyable and efficient. It is easy to slip into old behaviors
when we are busy or have additional stress in our lives.

Management must periodically measure customer satisfaction.
Just because an organization thinks that its customers are pleased with
what the organization is doing for them does not mean that this is true.
The customer must be asked questions concerning what is being done
well and what could be improved. Those opportunities to express
opinions must be offered in a way in which customers will actually
respond to. Customers have many concerns in their lives; just because
they have not complained to us does not mean that they do not
have complaints or suggestions. It may mean that we have not taken the
trouble to ask.

One of the best ways to become a better customer service provider
is to become a better customer. As we exercise our rights as customers,
we become more sensitive to and aware of what it takes to become an
excellent customer service provider. What bothers each of us probably
bothers our customers. Exercise your rights as a customer. Write
compliment and complaint letters or e-mails to share your experiences
and opinions. Fill out comment cards, and truthfully answer when
someone asks how your experience was. Do not expect more of others
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than you do of yourself. You may learn more from your opinions than
the people you are sharing them with.

@ Five Needs of Every Customer

Every customer comes into the customer situation with differing wants.
While wants are frequently hard to identify and may occasionally be
unrealistic, all customers have the following five basic needs:

1. Service: Customers expect the service that they think is appropriate
for the level of purchase that they are making. A small, spontaneous
purchase may have a smaller service need than a larger purchase that has
been carefully planned and researched.

2. Price: The cost of everything we purchase is becoming more and
more important. People and businesses want to use their financial resources
as efficiently as possible. Many products previously considered unique
are now considered commodities. This means that while a consumer
previously had to travel to the local hamburger restaurant to purchase a
hamburger, now one can be acquired at many other locations. This makes
the component of price even more important to the customer.

3. Quality: Americans are less likely today to think of their
purchases as throwaway items. Customers want the products that they
purchase to be durable and functional until customers decide to replace
them. This requirement of quality mandates that manufacturers and
distributors produce products that live up to the customers’ expectations
of durability. Customers are much less likely to question price if they are
doing business with a company that has a reputation for producing a
high-quality product.

4. Action: Customers need action when a problem or question
arises. Many companies offer toll-free customer assistance telephone lines,
flexible return policies, and customer carryout services in response to the
need for action. Customers are human beings and like to think that they
are an important priority and that when a need or question arises someone
will be ready and waiting to help them.

5. Appreciation: Customers need to know that we appreciate their
business. Customer service providers can convey this appreciation in
many appropriate ways. Saying “thank you” to the customer through
our words and actions is a good starting point. Preferred customer
mailing lists, informational newsletters, special discounts, courtesy, and
name recognition are good beginnings to showing our customers our
appreciation. Additionally, letting them know that we are glad that they
have chosen to do business with us conveys a positive message. A fast-food
restaurant has a sign in its drive-through lane that says, “We know that
you could eat somewhere else; thank you for allowing us to serve you.”

"It is impossible to
satisfy your external
customers over any
length of time unless
you also listen to and
satisfy your internal
customers.”

John Adel Jr.
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Sit down with your team (coworkers) and create
your own list of five ways in which you will serve
your customers. Consult the five needs of every
customer as a starting point. Come up with one
idea for each of the five needs. Price is the only
one of the five needs that you may not have
any influence over. Most of the other categories

your list, make copies and set a time line during
which everyone on your team will make their
best effort to serve your customers according to
the guidelines you have developed. At the end of
your time line, meet again to determine if you
have done a better job of serving your customers.
If you have, way to go! If not, refine your list, set

are needs that you can address. Be as creative
as possible. After you and your team have made

a new time line, and try it again! You will always
learn from the results!

@ External and Internal Customers

It is important to recognize the importance of both external and internal
customers because both contribute to the customer service of our
organization. External customers are the customers we do business with
outside our organization. External customers are the customers we most
commonly think of when we consider whom we serve. They are the
people with whom we interact and share our knowledge and positive
attitude. External customers have the power to enhance our reputation
and to bring us new business, but they are not the only customers that
we serve.

Every day we interact with a special group of customers who
frequently go unrecognized. These customers are our internal customers.
Our internal customers are the people we work with throughout
our organization. They are important to our success in providing our
external customers with what they need. If internal customers do not
see the importance of completing work promptly and of treating others
with respect, it becomes very difficult for the organization to provide
outstanding customer service to external customers. Internal customers
were previously referred to as “coworkers,” but this title does not elicit the
respect deserved by the people within any organization who contribute to
the overall success of the organization. Your customers may get a paycheck
from the same company that you do.

The idea that all of us have customers does not appeal to those
employees who want to think that because they do not interact with
external customers they do not have a responsibility in the customer
process. Our internal customers should be as important to us as our
external customers.

@ external customers
The customers we do
business with outside
our organization.

@ internal customers
The people we work
with throughout our
organization.
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By developing positive relationships with our internal customers,
we are showing them that we value their importance in the overall
organization. We can apply a slightly modified version of the Golden
Rule to our internal customers, “Do unto our internal customers as we
would do unto ourselves.” This rule suggests that as customer service
providers we will strive to determine what our internal customers’ needs
and expectations are and place the same level of importance on their
needs as we would place on our own. We must stop and ask them what
we can do to make their jobs easier, and they have to ask us the same
thing. Working with our internal customers is not a form of manipulation
but, instead, a positive approach to being part of a team. All of the team
members are working together to win, but not all are making the same
type of contribution.

Management has an important role in creating an environment
that recognizes the importance of internal customers. By providing
opportunities for internal customers to experience the challenges of each
other’s responsibilities, an increased respect can develop. It also helps
everyone involved to see the big picture. It is a natural human tendency to
assume that someone else has an easier job and an easier life than we have.
Obviously, this is not necessarily the case. By beginning to understand
our coworkers’ challenges, we can work to minimize them. Systems may
be redesigned, paperwork may be reduced, and a team approach may
emerge.

By satisfying our internal customers, we create an excellent
foundation on which to begin meeting our external customers’ needs.
Fewer apologies have to be made, work gets done more efficiently, and
an overall positive atmosphere develops. If you cannot quite decide who
your internal customers are, think of it this way, “Whose out-box do you
work from and whose in-box do you feed into?” In addition, consider who
cleans the building, who does your typing, who maintains your security,
who makes the sales, and who works on the computers. These are your
internal customers. A team with the goal of providing excellent customer
service to all customers may make a common vision of customer service a
reality with real opportunities.

b
Write down the names of two key external customers and two key internal
customers. For one week, call each by name when you interact with them
and do all that you can to serve them completely. At the end of the week,
assess your relationship with each of them. Do they perceive (in your opin-
ion) that they have received a higher level of service from you? How do you
feel about them?

11
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@ customer attributes
Characteristics that
allow customers to be
categorized according
to demographic,
psychographic,

or firmographic
information.

@ demographic
information
Characteristics like
age, income, marital
status, education,
stage in the family
life cycle, home
ownership, sex, ZIP
code, occupation,
household size,
mobility patterns,
ethnic background,
and religion.

@ psychographic
information
Lifestyles, modes of
living, needs, motives,
attitudes, reference
groups, culture,
social class, family
influences, hobbies,
political affiliation,
and so on.

@ firmographic
information
Characteristics about
a company such as
how many employees
they have; the kind
of business they are
in; whether they are
retail, wholesale, or a
service provider; their
hours of operation;
and so on.

What Is Customer Service?

@ Customer Attributes

Each customer is, of course, unique. Identifying customer attributes
may allow an organization to better understand “who” its customers
are. Customer attributes are characteristics that allow customers to be
categorized according to demographic, psychographic, or firmographic
information. Businesses frequently attempt to group their customers to
enable the business to serve customers more appropriately. Demographic
information includes characteristics like age, income, marital status,
education, stage in the family life cycle, home ownership, sex, ZIP code,
occupation, household size, mobility patterns, ethnic background, and
religion. Demographic information is a straightforward and basic method
of identifying customers.

Psychographic information focuses on lifestyles, modes of living,
needs, motives, attitudes, reference groups, culture, social class, family
influences, hobbies, political affiliation, and so on. Psychographic
information can provide a more thorough picture of the customer.
Not all individuals who earn the same income choose to spend it in the
same way. Just because people live next door to you does not mean that
they choose to maintain their home like yours or that they share your
hobbies.

Firmographic information includes characteristics about a company
such as how many employees they have; the kind of business they are
in; whether they are retail, wholesale, or a service provider; their hours
of operation; and so on. Since so many customer service providers
serve the business-to-business environment, it has become increasingly
important to understand companies themselves as entities rather than
just the individuals served as the ultimate (or end-of-the-line) consumers.
Individuals take their personal experiences with them as they make
business decisions and vice versa.

@ Cost of Losing a Customer

Because of the increased expectations of customers and the competitiveness
of the marketplace, customer service providers are recognizing the high
cost of losing customers. It takes little effort to lose a customer. When
service providers neglect their concerns, treat them disrespectfully, and
fail to follow through with results, customers will be tempted to make
their exit.

When customers cease to do business with us and begin to do business
with our competition, several unfortunate situations occur.

@ A first situation is where we lose the current dollars that our business
relationship created. This loss may seem insignificant to begin with,
but over a period of time it can prove to be quite damaging.
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@ A second situation is that we lose the jobs that our client or clients
provide. If business goes elsewhere, we do not need to employ the
people who were working on the account or accounts. An advertising
agency lost a major advertising account because of a lack of courtesy
and follow-through on the agency’s part. This loss of business
resulted in the closing of the office, with over 50 people suddenly out

of work.

A third situation that may occur is the loss of reputation. Word travels
fast in our information-based society. Our clients will possibly share
their experiences with their clients and friends. This loss may result in
the immediate departure of other business or simply in a lack of trust
among our current clients and any potential customers.

A final challenge is the loss of future business. This is an intangible
variable because it is difficult to assess the long-term effects of what
might have happened in the future. Nevertheless, whether it is one
dollar or a million, its importance is worth recognizing.

KEY TERMS

customer attributes
customer satisfaction

customer service

external customers

demographic information

internal customers

psychographic information

firmographic information

QUICK Qulz

1.

Customer service is anything we do for
the customer that enhances the customer’s
experience. T or F
Customer service and satisfaction are easy
to measure. T or F

. Customer service requires nothing more

than a positive attitude. T or F
Compliment letters can help to reinforce
excellence in customer service. T or F
Technology can be used to enhance the
provision of customer service. T or F
Service, price, quality, action, and appre-
ciation are referred to as the five needs of
every customer. T or F

7.

The people we work with outside our
organization are called internal customers.
TorF

. Customer attributes are characteristics

that allow customers to be categorized.
TorF

. Information that focuses on lifestyles,

modes of living, needs, motives, attitudes,
and so on are referred to as demographic
information. T or F

. The losses of dollars, jobs, reputation, and

future business are consequences of losing
customers. T or F

13
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OPPORTUNITIES FOR CRITICAL THINKING

What is the definition of customer service?

List five examples of customer service.

What are the five needs that every customer has?

Explain why it is necessary for customer service providers to maintain
a positive relationship with both internal and external customers.

How is technology enhancing the provision of excellent customer service?
Relate customers’ expectations about price to their expectations of service.
Is the loss of current dollars the only concern when a customer is lost?
List ways in which you can become a better customer.

Write your own philosophy and definition of customer service.

10. Define contentment.

SKILL BUILDING

My Customer

BN

©® N w

@ The most basic customer service action that

. . I can take for my customer is ...
Excellent customer service providers are

continually assessing their own performance
and the needs of their customers. The benefits
of knowing our customers include enhanced
service opportunities and an awareness of
service weaknesses.

@ The greatest demands on me and my
time are ...

Ethics in Action

Individually, or in a small group, answer
the following questions:

@ My customer is satisfied when ...

@ My customer would like for me and my
organization to improve our service by ...

@ ] anticipate my customer’s needs by ...

A group of your coworkers goes to lunch
several times a week. Although the time
together usually starts out positive it frequently
disintegrates into a trash talk session with
your boss as the center of the conversation.
You like your boss, although he can be quirky,
and really like your job. What do you do?

Writing Compliment and Complaint Letters
(or e-mails)

There are many ways of beginning the process necessary to become a better
customer. An effective method for exercising your rights as a customer is to write
compliment and complaint letters.

Many customer concerns are not effectively addressed when they occur, and
the customer continues to feel anger or frustration over the situation. By taking the
initiative to express customer concerns or satisfaction, a customer may feel closure
in a given situation and has shared critical information with the organization.

When writing a complimentary letter, it is important to include as many
facts as possible. Unfortunately, most customers are much more interested in
expressing their dissatisfaction than their satisfaction. By writing a complimentary
letter, you are giving an employee, department, or company a pat on the back that
affirms for them that they are doing an effective job of meeting their customers’



What to
Include in a
Complimentary
Letter

Sample
Compliment
Letter

What Is Customer Service?

needs. Verify the accuracy of the address or e-mail address that you are using for
your communication. A compliment or complaint letter or e-mail accomplishes

nothing if it doesn’t go to the proper place or person.

Your name, address, home and work telephone numbers, e-mail address, and
account number, if appropriate.

Make the letter brief and to the point. Share specific facts about the situation,
including the name of the individual(s) that assisted you, the date of the
interaction, and what pleased you.

Type your letter if possible; it will look more professional and will be easier
to read.

Always keep a copy of any correspondence that you send. You may want it for
future reference or to use as a sample for another complimentary letter in the
future. If your compliment is sent in e-mail form, always send yourself a copy.
This way you know that the communication went through and it will be saved
on your computer in an additional form.

Following is a guide to writing an effective compliment letter.

As with a complimentary letter, when writing a complaint letter, it is important to
include specific facts. Complaint letters should be to the point and nonemotional.
Complaint letters provide the writer with the opportunity to express concerns, doc-
ument grievances, and to request specific or nonspecific resolutions to the situation.

(Your address)
(Your city, state, ZIP code)
(Date)

(Name of contact person)
(Title)

(Company name)

(Street address)

(City, state, ZIP code)

Dear (contact person):

I'would like to express to you how pleased I was with my recent interaction
with your company. On (date), I called your customer service department
to request assistance with my account. I was connected with (name). After
patiently listening to my problem, she (he) explained very clearly what had
transpired and that I had, in fact, been billed properly. (Name’s)
professional approach and excellent communication skills allowed me to
become better informed as to how your company works and went a long
way in confirming my loyalty to your organization.

Thank you for providing me with such a positive customer experience.
Sincerely,
(Your name)

(Office and home phone numbers with area code)
(Your account number)
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