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This week our focus is on the Service 
Principle “Use A Personal Touch”. 

The key to having the knowledge of 

what delights our customers and co-

workers is ACTING ON IT— making it 

happen! When we do this, we create 

loyal customers and employees and 

lifetime friends. 

W e e k  T h r e e :  U s e  A  P e r s o n a l  T o u c h  

M a y  7 ,  2 0 1 2  

S e r v i c e  P r i n c i p l e s  N e w s l e t t e r  

M
e

t
r

o
p

o
l

i
t

a
n

 
L

i
b

r
a

r
y

 
S

y
s

t
e

m
 
 
 

S
e

r
v

i
c

e
 
P

r
i
n

c
i
p

l
e

s
 
 

Having a clear picture of who you are, what you do and why you do it can 

increase your customer service skills like nothing else. When your purpose is 

clear in your mind, you will live up to the calls to provide exceptional 

service. 

What is the purpose of the Library System?  What is your role in creating a 

customer experience? 

D i s c u s s i o n  S t a r t e r s :  

11. I Welcome 
Every Customer 

I greet every cus-
tomer with sincere 
enthusiasm using 
the 15/5 Rule: 

 At 15 fee, 

make eye con-
tact and SMILE 

 At 5 feet, main-

taining eye 
contact, greet 
the customer 
by name, if 
known, and the 
time of day 
greeting (Good 
morning, good 
afternoon, 
good evening) 

  

12. I Use Tele-
phone Etiquette 

I answer the 
telephone profes-
sionally: 

-Within three 
rings and with a 
smile in my voice 

 Using the 

customer’s 
name, when 
appropriate 

 Asking the 

caller, “May I  
please place 
you on hold?” 

 Allowing the 

caller to end 
the call 

13. I Focus on In-
dividual Needs 

I offer information 
and services rele-
vant to each cus-
tomer’s specific 
needs by: 

 Proactively 

offering op-
tions & sug-
gestions 

 Asking the 

right ques-
tions 

 Demonstrating 

warmth, com-
passion, and 
empathy 

14. I Personal-
ize the Visit 

I watch and 
listen in order 
to: 

 Lean cus-

tomer’s 
prefer-
ences 

 Remember 

them 

 Offer assis-

tance at 
every level 

 And acting 

upon them 
when pos-
sible 

15. I make Every 
Customer Feel 
Valued 

I am friendly to 
every customer 
in my presence 
by: 

 Stopping all 

other work 
and conver-
sations 

 Making eye 

contact and 
smiling 

 When appro-

priate, asking 
if I can help 

 Using their 

name 

 Saying thank 

you 
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Something to think about…  

What Do Customers Really Want? 

by Kevin Stirtz  

I t ' s  a  q u e s t i o n  w e  s h o u l d  a l w a y s  a s k  a n d  y e t  w e  o f -
t e n  f i n d  s o  d i f f i c u l t  t o  a n s w e r .  

How an organization handles this question (and the answers) will determine its ultimate success. Be-

cause if you consistently offer your customers what they want (at a price they feel is fair) you'll have all 

the customers you can handle. 

 

A recent survey of about 2,000 people from all over the USA  asked them all this question: 

"When you are a customer, what do you want?" 

 

Here are the results of the Group Customer Service Survey: 

"What Do Customers Really Want?" 

 

1. Listen to me  

2. Know more than I do (about your product or service)  

3. Be easy to work with  

4. Give me what I came for  

5. Smile  

6. Tell me your name  

7. Acknowledge my presence  

8. Don't treat me like I'm an interruption  

9. Show me you care  

10. Don't waste my time  

11. Be honest  

12. Offer alternatives if you don't have what I want  

13. High quality and low prices  

14. Don't try to sell me. Just help me  

15. Do what you say you're going to do  

16. Keep me informed 

 

(The results are in ranked order from most popular response.) 

 

Use this list to discuss this week’s Service Principles.  Do you do all of these things for your customers? If 

not, why not?  

 

The more you give your customers what they want, they more loyal they will be. This list can help you 

give your customer what they want. 
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Telephone Greetings that Customers and Employees Love-  

 
by Mary Sandro 
Talk about first impressions; telephone greetings are critical.  Prospects are deciding whether or 

not to do business with you.  Irate customers are deciding how helpful and competent you are.  Yet 

many companies convolute the telephone greeting to the point that employees hate saying it and 

customers and prospects dread listening to it.  There is power in simplicity.  For best results, incor-

porate three easy elements: pleasantry, brevity, and sincerity.  

Pleasantry 

A pleasant greeting is essential to a successful call because it sets the stage emotionally.  In gen-

eral, listeners tend to mirror or “catch” the emotional states of speakers.  This is a principle of 

communication that holds true whether one is speaking to a group of 1000, a small meeting of 10, 

or a single customer over the telephone.  In other words, people respond in kind.  If we answer the 

phone gruffly, chances are the caller will become gruff.  If we answer the phone pleasantly, 

chances are the caller will be pleasant, and we all know which caller is easier to work with. 

 Imagine you are a customer calling a place of business.  The professional on the other end of the 

phone sounds irritated.  What is your response to a greeting like that?  When I'm a customer, my 

response tends to be irritation.  I start thinking to myself, “Well, you think you’re irritated 

now?  Wait until you get finished with me, then you’ll know what irritation is!”  I wasn’t even irri-

tated when I called the company.  I simply caught the professional's irritation.   

I’ve had the opposite experience as a customer too.  I am irritated, highly irritated.  I really want to 

let somebody have it.  I call the company, but the person who answers the phone is so nice and 

professional I can’t bring myself to yell at them.  I hate when that happens.  This time I’ve caught 

their professionalism. 

One of the easiest ways to attain an emotional state quickly, like being pleasant, is to use body lan-

guage.  Research conducted by John Grinder and Richard Bandler suggests that body language 

helps create emotional states.  If we carry ourselves with slumped shoulders, frowning face, bowed 

head, averted eyes, and shallow breathing, we will probably feel depressed.  If we smile, breath 

deeply, pull our shoulders back, and look straight ahead, we will probably feel good.  How do you 

carry yourself all day at work?   

I recommend that professionals establish a ritual before answering the phone.  In order to sound 

pleasant, we need to be carrying ourselves accordingly.  My ritual is to sit up on the edge of my 

seat, pull shoulders back, take a deep breath, smile, let the phone ring twice, then answer.  I never 

answer my phone unless I’ve gone through my ritual.  My business is too important.  Sometimes 

I’ll even stand before I answer the phone if I need an extra jolt of energy.  Stand on your head.  Do 

jumping jacks.  Do whatever is necessary to attain a pleasant state before answering the 

phone.  (Within limits of course.) 

 

D i d  Y o u  K n o w ? :  
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Sincerity 

No scripts.  I am against scripting greetings because they sound insincere, irritate callers, and discourage employ-

ees.  Scripted greetings usually include some kind of slogan.  “Hello.  It’s a beautiful day here at the XYZ Com-

pany.”  Now I don’t care where you work.  It can’t be that good all day.  At some point saying, “It’s a beautiful day…” 

is going to be a stretch or insincere.  The other risk is that the caller is irate.  An employee from a furniture company 

confided to me that she hated answering the phone, “It’s a beautiful day…” because irate callers would snap back, “Well 

it’s not a beautiful day where I am and get over here and fix this thing!”  Is it any wonder why employees and customers 

hate scripted greetings? 

You want the greeting to be natural, which also makes it easier to sound pleasant consistently.  The key elements of a 

telephone greeting are: department or company name, your name, an offer of assistance.  An example of a switchboard 

greeting might sound like this, “XYZ Company, this is Bob.  How may I direct your call?”  A greeting from someone in 

the accounting department might sound like this, “Accounting, this is Bob.  How may I help you?”   

State the company or department name so that customers and prospects know they are in the right place.  How many 

times have you been five minutes into a call only to realize the caller would be better served in another depart-

ment?  Always state your name because it is a sign of authority.  Stating your name implies that you are accountable.  It 

also creates a personal touch.  Lastly, end with a question that expresses your desire to serve the caller. 

Brevity 

Keep it short.  I have heard telephone greetings that are so long, I feared the person answering the phone was going to 

hyperventilate and go into cardiac arrest trying to get it out in one breath.  Excessively long greetings are unprofessional 

for many reasons.  They don’t sound pleasant or sincere because technically they are impossible to execute.  Employees 

hate them and those feelings come through.  Callers hate them because they waste their time.  Fortunately, by follow-

ing the guidelines above brevity is assured. 

Summary 

Telephone greetings are a powerful part of doing business.  To be successful, keep greetings simple.  Practice a ritual to 

be pleasant.  Remain unscripted.  Be brief. 

 

 

 

 

 

 

 

 

 

 

 

 

 

What are you doing to create an experience for your customers?   

 

First, define what the experience is for your customers.  That is tough, because an experience 

is intangible.  It is the sum of tangible parts, but the outcome is more of a feeling than anything  

else.   
 

“When the offering becomes more intangible, the value becomes more tangible.”    

 

D i s c u s s i o n  S t a r t e r s :  


