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Be Relentless in

erving Your Gustomers
They Pay Your Salaries

BY JOHN TSCHOHL

If you are going to be relentless in serving your customers, you must
first understand the meaning of that word. Relentless is an obsession
with providing exceptional service to your customers. It’s a propulsive,
self-directed passion to continue to learn, to improve and to consistently
exceed expectations in everything you do — and it never stops.

I have two rules for being relent-
less. The first is to serve the cus-
tomer. The second is, when in doubt,
see rule number one. Serving your
customers must be a belief and com-
mitment that is shared by every-
one in your organization — from
the front line to the boardroom. It’s
about making extraordinary cus-
tomer service a central strategy for
your company.

Why Is Being Relentless
So Critical?

Because it builds an organization’s
bottom line and its long-term growth
prospects. It’s your path to success,
and it should be a way of life for your
organization going forward. It can’t
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be an add-on; it has to be part of your
organization’s culture.

Let me give you an example of re-
lentless customer service. A man left
his checkbook on the desk of a cus-
tomer service representative at Metro
Bank London. When that employee
noticed it, he called the customer,
who said he would stop in the fol-
lowing morning to pick it up. The
employee said he would deliver it
to the customer, even though it was
then 8 p.m.

The customer said he was at a
nearby pub with 10 friends. The em-
ployee delivered the checkbook, and
the customer sent him an email the
following morning saying that his
friends were so impressed with the

bank’s service that they were all go-
ing to open accounts at the bank.
This a perfect example of how being
relentless not only keeps your cur-
rent customers but also attracts new
customers — and their money.
Service recovery is a key element
in being relentless. When a customer
has a complaint, you should do ev-
erything possible to quickly solve
the problem and keep that customer
coming back to you. You can’t do that
unless you empower your employees
by giving them the authority to make
decisions in favor of your customers.
You must train all of your employees
and trust them to do what’s neces-
sary to keep those customers. That
includes compensating customers
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for any problems they have with your
products or services.

All too often, managers and exec-
utives fear their employees will “give
away the store,” if they're empowered
to make
ers have complaints. An empowered

decisions when custom-

employee might give a disgruntled
a $50 rebate.
investment when you consider that
that satisfied customer will spend
hundreds, if not thousands, of dol-

customer That’s a small

lars with you in the future.

Another important key to being
relentless is to use technology at ev-
ery level to smooth the point of entry
for the customer and to quickly con-
nect them with the products or ser-
vices they need. Amazon is a prime

example of combining technology
with personal contact to keep and at-
tract customers. Do everything you
can to make it easy for customers
to do business with you. Remember
this: The best way to sell is to make it
convenient to buy.

Being relentless in serving your
customers

will increase your income
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stream and forge your path to suc-
cess. Everything you do must revolve
around the conviction that custom-
ers rule. You must put their needs at
the forefront of everything you do.

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
newsletter is available online at no charge at www.customer-service.
{ com. He can also be reached on Facebook, LinkedIn and Twitter.
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