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by John Tschohl
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Across the world, few organizations are willing to invest in developing a high-
performing, customer-driven workforce. Too many employees just show up with poor
attitudes and work habits. Educational institutions never teach customer service. In
a previous article, | talked about why companies are rapidly firing Gen Z employees.

Manufacturing firms spend millions
of dollars on the maintenance of their
equipment. Just because they use fuel
to keep the machines running, without
daily maintenance, they break down. In
the service sector, we are dependent on
people. I believe people break down more
than equipment. The problem is the less
you pay people, the less you value them.
It means that you are going to invest less
in developing their customer service
skills and attitudes. The least paid, least
valued, and least trained employees have
99% of your customer contact.

When you go to a vocational school
or college, they don’t provide one class of
three hours and then graduate you. There
is a curriculum of two or four years with a
variety of courses and hundreds of hours
of classes and homework. None of them
have any courses on customer service,
empowerment, speed, handling irate cus-
tomers, or mastering the fundamentals of
great service.

Employee turnover is high in most
companies, so the attitude is: “Why spend
money training them? They will all leave
in 6-12 months.” Besides, we think we
have millions of potential customers and
unlimited marketing money to acquire
new customers. Only a handful of custom-
ers use word of mouth to grow. Amazon
spends virtually no money on advertising,
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and [ believe it is the most customer-driv-
en firm in the world. Last year, they grew
sales by $60.8 billion and had a profit of
over $30 billion. No one wants to copy
their focus on exceptional service. [ guess
they make too much money.

This is the backbone of what Service
Quality Institute delivers. I believe the
principal reason most firms fail to deliver
great service is that they do NOT under-
stand the Service Strategy. Organizations
that understand this can grow the value
of their business by 25-1,000%. I teach la-
ser surgery. How do you go under the ra-
dar and grab market share with a service
strategy that is almost impossible to copy?

Your leadership team needs to also un-
derstand the Service Strategy and walk

the talk. It needs to go deep and has to
become part of your culture. The reason
I wrote the book “Relentless” is because
most firms focus on this for a few months
or years. It has to be a lifetime commit-
ment. The book is $27 for a hard copy and
$9.99 for online. (It makes an excellent
gift for your key staff.)

You need the tools to train your staff. To
develop high-performing, customer-driv-
en employees, you must have a variety of
programs that will change attitudes and
behaviors, teach leading-edge customer
service skills, and build employee morale
and teamwork. The result will be record
revenue. This is why 1 always share the
results from service leaders like Amazon,
Costco, Northeast Dental Dental, Wilder-
ness Safari, and the Mayo Clinic.

1. Focus on Strategy: You must be
“relentless,” and it has to be a way of life.

2. Reduce Friction: Remove stupid
rules, policies, and procedures.

continued on page 43

John Tschohl, who became a millionaire by age 30, is the founder and president
of the Service Quality Institute—the global leader in customer service—with
operations in more than 40 countries. He is considered one of the world's
foremost authorities on all aspects of customer service and success and has
developed 18 customer service training programs that are used by companies
throughout the world. His monthly strategic newsletter is available online at
no charge at www.customer-service.com. He can also be reached on Facebook,
LinkedIn, and X, formerly known as Twitter.
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3. Empowerment: Empowerment is the
backbone of greal service. Everyone
must be empowered.

4. Speed: People today expect and want
speed. You must drastically reduce
the time for everything you do.

CUSTOMER
FOCUS

N

ENGAGEMENT

5. Training: All employees must be
trained in customer service with
something new and fresh every few
months. Ninety-nine percent of cus-
tomer interaction is with your front-
line employees. They are the least

trained, least valued, least paid, and
the face of your organization.

6. Remember Your Name: The most
precious thing to a customer is their
name. Remember it and use it.

7. Service Recovery: When you screw
up, you must keep the customer; all
employees must practice the four
skills of service recovery.

8. Reduce Costs: Price is critical with all
customers. Service leaders are fru-
gal and always looking for ways to
reduce costs. All my research shows
service leaders are aggressive at
eliminating waste and costs.

9. Measure Results: You must mea-
sure the results of creating a service
culture to keep top management
passionate about this process, the
financial investment, and the time
required. «




