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Shake It

Do You Understand Your Customers as Well As Google Does?

There's a little known feature in Google Maps that displays just how well Google understands their customers. Take
out your cell phone and open the Google Maps app. Now let's say you were trying to find a location, but when you
got to the end of the directions the destination was wrong. Frustrated? Shake your phone and see what happens.

You should get the image to the right. Google has programmed their Maps application to
know that if someone isn't getting the results they want they are likely to move their hands
around as they express their frustration. We'd love to tell you we read about this tip in a
blog somewhere, but in full disclosure we discovered it when trying to find a destination
Shake to send feedback that was mapped incorrectly! It's actually a handy tool for Google as they get immediate

feedback and small business owners can use it to ensure customers are given correct
SEND FEEDBACK directions, but more so it is a lesson in knowing your customers.

DISMISS

Imagine that your business is so in tune with your customers that you could predict how
they would act in frustration, such as move their hands around, and have a system in

place to assist them? This particular example uses frustrations as the trigger, but you
should also be thinking about when clients are happy or even ecstatic with your services.
How do they react? How does the company capitalize on the opportunity?

Often times in small businesses there are missed opportunities both with customer issues and customer
satisfaction, because the business is reactive and not proactive in predicting the habits of their customers. We will
be looking at what systems and training you can put in place, even without Google's resources, in order to be better
prepared to proactively react to your customers' needs. We challenge you to simply observe your business and
look for areas of client issues and opportunities where your business might be missing out.

We Have a Question

Quote: "If | had asked people what they wanted, they would have said faster horses." -Henry Ford
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Our Thoughts: There have been many articles written, especially on innovators such as Ford or
even Steve Jobs, which discuss that customers don't always have the answer. They can't always tell
you want they want if they can't imagine it themselves. There's definitely a kernel of truth to this, but it
doesn't mean you can tune out your customers. It means that your business needs to listen
differently. In the previous example, Google learned to adapt to the body language of customers in
order to predict their needs. In Ford's example above, the customer might have said "faster horses"
and he invented horsepower which did indeed get the customer from point A to B faster. Listening to
your customer is important, but the truth of the matter is that for your business to succeed, you truly
have to understand how your customers think and act.

Question: How well does your business "listen" to its customers?

What is the Sound of Frustration?

When a business is reactive to customer frustrations instead of being proactive, it's often more
difficult to turn the experience into one that leaves the client feeling as if the businesses went above
and beyond to meet their needs and exceed their expectations. They key is to identify a frustration as
soon as possible, which starts with training. Your staff needs to be trained on how to "listen" for
frustrations before your customers have expressed their frustration.

Listed below are a few elements that your staff should be trained to "listen" for when dealing with
customers. These elements can change if the interaction is over the phone, in person, or through
other communications such as text, email, or social media. Don't stop with the few we've given below.
Use them as a starting point to identify the training your staff needs.

o Tone of voice - If your staff is dealing one on one with your customers, they should be trained to "listen"
for tone of voice. Most people know that if voices start to go up, the customer is probably very happy or
quite the opposite. The opportunity to listen for frustrations is to determine the in-betweens. Some
people may get very calm and methodical before getting upset. Others start to use more forceful tones
before turning up the volume. Some may even resort to sarcasm. At this point, you have a chance to turn
the conversation around before customers are too frustrated. It's a great time to stop and assess the
situation and the communication style you are using with that customer(If you haven't already done so,
talk to your business coach about our DiSC assessments and how they can help you and your team with
customer communication). When you notice a change in the tone of a customer's voice you can change
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your own communication method. In some cases, simply address the situation by saying, "I might be
wrong, but it seems like you are getting frustrated with this process, what can | do to make this better?"

Body language - Just like tone of voice, there are certain body language signs that are easy to identify.
Some of the more subtle signs might be harder to identify. Things such as eye rolling, shaking their
head, rubbing their forehead, or even fidgeting can signal that someone is getting frustrated BEFORE
the easier to read body language occurs. The sooner you detect someone's frustration, the easier it can
be to redirect the conversation. You can use the same tips from tone of voice in this situation.

Lack of Response - Silence does not mean that everything is okay. In fact, it might be the calm before
the storm. Some customers may never make a big scene. That doesn't mean they are satisfied the
service. It could be that they plan on walking out that door and never coming back again or worse, take
an action that may have a more direct effect on the business. The key is to be proactive when you feel
there is a lack of response from a customer. By being proactive you will have the ability to turn frustration
into opportunity. When you receive a lack of response, be sure to check in with the customer, "l haven't
heard back from you. | just wanted to check in and make sure everything was settled to your
satisfaction." If the silence is in person, you might ask, "Is there any way we could make this a better
experience for you?"

Iffy Language - "It's okay" or "It's fine" are NOT the responses you want to hear from your customer.
Granted, there are some customers that will never say things such as, "That was excellent", but when
you hear things such as "okay" or "fine", a warning bell should be sounding in the minds or you and your
staff. Is it really okay or is the customer telling you they are truly not happy but are not going to show
their hand without more conversation? A quick and easy response is, "I'm glad your experience was
okay, but is there anything | could do right now to make it excellent?"

Don't forget to keep reading as we discuss how to create a proactive plan for dealing with customer
frustrations. Following the steps below will help you generate more specific responses that are
geared toward your business.
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Don't Wait

In the last few sections, we've discussed the importance of knowing your customers and being able to
listen for when your customers are frustrated. The next step in providing excellent customer service is
to understand what areas of your business are likely to frustrate your customers and be able to
quickly react to them. As you work through understanding your customer's frustrations there will be a
set of frustrations that you can solve through systems and processes, but there will also be
frustrations that your business will never be able to completely eliminate.

Often times these frustrations occur when something goes wrong and is outside of your control.
Examples of these frustrations might include software failing, power outages, running behind
schedule, or even problems with vendors. Even though they are out of your complete control, your
customer's don't care and still expect your business to come through for them. The elements below
will help you work through these frustrations.

To start, have each employee quickly write down five situations in the business where your customers
are likely to express or experience frustration. It is a good practice to look at these as a company, but
you can also choose to work on frustrations in one department at a time. For each frustration,
consider the following elements:

« Is this a systems issue? If this is a system issue, you should stop and use either the E-Myth
Key Frustrations Process or Six Steps to Problem Resolution to work through the frustration.
Make sure that you ask your business coach for information on one of these processes.

« What is the Trigger for this frustration? You want to know where this frustration starts
because you want to be able to stop it as quickly as possible. Do you have the ability to know
that it is happening before the customer does? If you're able to communicate the issue before it
occurs, the customer may still be upset, but not nearly as upset as they would be if they
experience the frustration first. Many times frustrations can be calmed with quick, efficient, and
constant communication. Customers do not like to be kept in the dark.

« What are the warning signs? Warning signs should be identified both with the customer and
in your internal processes. Once again, the earlier you can identify an issue; the easier it is to
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make sure the customer is satisfied. There may be times your staff might hear warning signs
from customers such as an irritated tone of voice, but do not have a proper way to communicate
a solution to address the frustration. There should be a clear process in place for how your staff
should handle warning signs. It might be that they ask the client about their experience, it might
mean making a note in the file, or even letting a manager know about what they heard and
observed.

What isn't the customer getting? This requires really listening to the customer. Many times
customers are upset not because of the original frustration, but how it impacts them. For
instance, we're all familiar with the 'service window' (when a company says they will be at your
house in a 2-4 hour time period). Most customers understand that occasionally something
happens and the 'window' is missed. Perhaps the weather is bad or an accident causes a delay.
When a customer really gets upset is when a service company doesn't show up during the
specified 'window' AND the customer doesn't find out until the very end of, or after, the time
period. Not only has the customer missed out on the service, but they've also lost 2-4 hours that
they can't get back and may now have to repeat the same scenario. Their frustration is more
than the original frustration. If you understand what is upsetting the customer you're better able
to make a quick decision of how to handle the situation.

What are the employees empowered to do in this situation? Communication is important,
but it's not enough. Your employees need to know what action they can take. The more a
customer has to wait for a decision to be made or solution to be presented, the longer they have
to stew in their frustration. Action needs to be taken as soon as possible, even if it's only a small
step toward the overall solution. Every member of your team should know what they are
empowered to do for a client if a situation occurs.

This proactive planning is very similar to creating systems for responding to disasters. The key is to
remember that most customers don't demand perfection. They want to feel as if your company cares.
You and your team can accomplish this by making customers feel cared for, listened to, and valued.
As a result, your customers will be more willing to overlook imperfections.
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