~ i ~ {288, s 3 j {8 ~ I ~y &
5 . N | W [ ek \
\ 3 \ { { ‘ . \
Sy ok \\ S Y 8| G \"- \_/ WP Gy Al
W g [i9rE3

Edge Manufacturing Technologies
Combines Trade Show With Customer Appreciation

Tackle Issues

: Fundamentals of
Key Account Selling

i

- Important Sales
Success Traits That

‘ Require No Talent




Empowerment:

A Critical Element
of Extraordinary
Customer Service

Most company
executives and
managers think
they are providing
exceptional service
to their customers.
They see the key
ingredients are
speed, courtesy,
respect, a personal
touch combined
with technology,
and great products
at great prices.
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While those things are impor-
tant, they fall short of providing ex-
traordinary customer service. There
is something else your employees
should have in their tool boxes: em-
powerment. In fact, if your employees
aren’t allowed to make empowered
decisions, everything else you do for
your customers falls by the wayside.

So, what is empowerment, and
why is it so important? Empower-
ment means giving power or author-
ity. It creates an environment that
gives employees the authority to
make fast decisions that benefit the
customer on the spot.

Empowerment isn’t just about
power and authority, however. It’s
also about responsibility — responsi-
bility to use authority efficiently and
appropriately. Speed of thought, ac-
tion and consequence are the tools of
empowered employees.

Vernon W. Hill, the founder of

BY JOHN TSCHOHL

Commerce Bank, which he sold in
2007, and Metro Bank, which went
from zero to $19.6 billion in depos-
its in 15 years, knew the importance
of empowerment. “At traditional
banks,” he said, “it takes an act of
God to get a fee waived.” He gave his
employees the authority and freedom
to do the right thing for customers
and for shareholders.

If you are in management, you
need to push empowerment every
day by continuously and consistently
looking for ways to reinforce and rec-
ognize empowered employees. Single
them out and celebrate them during
team meetings and in internal publi-
cations. That will not only motivate
them, it will motivate your other
employees to make empowered deci-
sions that will drive your business.

There are four challenges compa-
ny officials must overcome in order
to empower their employees. Many



executives don’t trust the customer;
they believe customers are trying to
take advantage of the company. They
don’t trust employees because they
think customers will try to take ad-
vantage of them and give away the
store, They think that, by empow-
ering employees to make decisions,
they will lose their power. And, fi-
nally, employees think it’s too risky
to make empowered decisions that
will jeopardize their jobs.

It's management’s job to remove
barriers to empowerment. Elimi-
nate policies and procedures that
are roadblocks, that prevent your
employees from providing custom-
er service that will have customers
singing your praise. Then give your
employees clear, but general, guide-
lines so they have room to maneuver
and to think creatively when serving
your customers.

Just as empowerment is critical in

keeping your customers, it is critical
in keeping your employees. When
you empower your employees, you
let them know that you value them,
trust them and support them.

When employees are not empow-
ered, it frustrates them — and your
customers. If an employee must seek
approval from someone higher up
the ladder, it costs you money by tak-
ing managers away from other duties
they should be handling. It could also
drive customers to your competitors.
Most customers walk out the door
and don’t come back.

Empowered employees not only
keep your customers coming back to
you, it saves you thousands — if not
tens of thousands — of dollars that
you would otherwise spend on ad-
vertising and marketing. Your cus-
tomers will tell family members and
friends about the wonderful service
you provide them, and that word-
of-mouth advertising won’t cost
you a cent.

MANA welcomes your comments on
this article. Write to us at mana@
manaonline.org.

John Tschohl is the founder and president of Service Quality
Institute — the global leader in customer service — with opera-
tions in more than 40 countries. He is considered one of the world’s
foremost authorities on all aspects of customer service and has de-
veloped 17 customer service training programs, including his book
and training program Coaching for Success. His monthly strategic
newsletteris available online at no charge at www.customer-service.
{ com. He can also be reached on Facebook, LinkedIn and Twitter.
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