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How to Break the Ice  
Good customer service starts from the very beginning. Whether prospecting at a reception, 

network lunch or industry event, or conversing with a current client, it is important to 

understand how to make small talk. People will make initial decision about you in just a few, 

short seconds.  

 

The art of chit-chat or mingling is a necessary one for entrepreneurs or anybody in sales. 

Though, it’s not one that comes easy for everyone. Many times, people simply over-think it! 

Take mom’s advice and avoid certain issues in polite conversation; sex, politics, and religion. 

The next time you find yourself meeting someone new and don’t know what to talk about, just 

remember; FORM.                

 

F   ________________ 

O  ________________ 

R  ________________ 

M  ________________ 
 

GROUP ACTIVITY: Take a few minutes and introduce yourself to the rest of the room. Get to 

know others through engaging, but LIGHT conversation. Meet three strangers and try to 

discover 3 things about each. Then, they will no longer be strangers!   

 

Proximity Positioning 
If a meeting needs to be called to discuss an issue, it is important to consider physical 

proximity. If the customer visits you, be certain they are as comfortable as possible. If you are 

visiting a customer, you will want to sit at a conference table. Again, everyone needs to be 

comfortable.  

       

 

 

 

 

 

 

 

 

 

It is to the sales professional’s advantage to seat the customers in such a way as to pick up on 

those subtle body language hints. That can’t be done with partners sitting on each side of you. 

Try to seat everyone so you can see everyone’s reaction as you go through your meeting. 

Position yourself in such a way that you may better read their body language.  
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The Current State of the Customer Experience 
For most of us, it would not be a stretch to say the majority of companies have fair to poor 
customer service. With being put on “eternal hold”, six-hour appointment windows, unreturned 
emails and being told our relationship is dictated by THEIR policy, it’s a fair assertion. 
Everyone wants to get what they paid for, but we are less likely to buy again if the exchange 
was not satisfying to begin with.   
 

 70% of experiences are based on how the customer ____________ they’re treated 
(McKinsey & Company)  

 It’s a customer service fact that nine in ten Americans use service to gauge whether or 
not they will do business with a company. – (American Express) 

 Consumers are twice as likely to share their bad customer service experiences than 
they are to talk about positive experiences. (2012 Global Customer Service Barometer) 

 Customers who have a bad experience are four times likely to use a competitor next 
time (Bain & Company)  

 When customers are unhappy, there's a 91 percent chance they won't do business 
with a company EVER again (Lee Resources). 

 _______% of unhappy customers whose issues were resolved in their favor said they 
would return to purchase from that company again (ContactPoint)   

 It takes on average, 12 positive customer experiences to make up for one negative 
experience. (Parature)  

 It is 7 times more costly to attract a new customer than it is to retain an existing 
customer.  (White House Office of Consumer Affairs) 

 72% of customers will tell 6 people or more if they have a satisfying experience. - 
Esteban Kolsky  

 Customer experience will become more important than price and product in coming 
years. – (Walker)  

 

Notes: _____________________________________________________________________ 

  

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

 

“You have to be no less than a customer concierge, doing everything 

you can to make every one of your customers feel acknowledged, 

appreciated, and heard.” 

- Gary Vaynerchuck, author, marketer 
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So, How Bad Could It Get?  
Well, it could get really bad! Not only is there the potential loss of current business, but it could 

affect future business with OTHER clientele. The incident could even hit the media. If a 

customer, client, patient, or patron does not feel they have received everything for which they 

paid, the situation could go to court.    

 

Being on hold, six-hour time windows, foul language and denied refunds all lead to a bad taste 

in the mouth of the consumer. With dissatisfied customers typically telling anywhere from nine 

20 or more people about their negative experience (White House Office of Consumer Affairs), 

it is more important than ever to protect our brand. Here are a few examples of bad customer 

experiences.   

 

1) A driver wants to check the price of a car wash with a fill up. The 

price was deemed to be too high, but there was no navigation on the 

pump to the home screen, so he simply adds gas to the car. When 

the manager inside is asked for a refund, he said it was not possible 

since a lower gas price was tied into the car wash. However, there 

was no discount. In fact, the price per gallon was higher than listed.  

 

2) In a fast food drive-through, a customer is asked to pull to the side 

and wait on the fountain drink. After ten minutes, the patron walks up 

to the drive through window to ask for the drink. The window is 

slammed, and the manager feverishly starts making phone calls.  

 

3) When a diner asks a server for the low sodium option of soy sauce, the waitress states the 

patron is “too picky” and to use the regular soy sauce already on the table.  

 

EXERCISE: 
In small groups, discuss personal bad customer experiences and decide who had the worst.  

 

___________________________________________________________________________ 

 
___________________________________________________________________________ 

 

Now, list at least three company failures that led to that bad CS experience: 

 

1)  _______________________________________________________________________ 

 

2)  _______________________________________________________________________ 

 

3)  _______________________________________________________________________ 
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Common Obstacles of Customer Retention  
Many times, poor customer service runs in patterns. Don’t fall into the trap of thinking “it’s not 

me, it’s my industry”. Be better than that! You can avoid some of the most common mistakes 

simply by being aware of them.  

  

Assuming priorities – It’s not price for everyone! Don’t fall into the trap of thinking a reduction 

in price will fix all problems. One buyer may purchase from you because your product is a 

status symbol, while another only sees the functionality.   

No business relationship – Most consumers want to know you will be there if they have a 

problem or even when it’s time to reorder. A “quick sale” approach can be a sure turn off for 

any would-be customer.   

Failure to elicit feedback – If a purchase takes a long time to complete, like a house, it’s 

important to “take their temperature” throughout the process. Do they understand the process? 

What level of stress s are they experiencing? Overcome any issues with buyer’s remorse early 

on by maintaining good, open lines of communication.   

An organization that does not allow great service – Some service transactions, like 

insurance, hand the sale off to another department. This isn’t bad in and of itself as long as 

you are not cut completely out of the loop. No one will look out for your clients as well as you!  

 

Red Flags of Bad Customer Service 
Many times, it is not what the customer tells you about poor service but what they do not say. 
In fact, they may say nothing and simply leave you for a competitor. To be proactive, be 
mindful of early red flags the relationship is eroding.   
 

 Personal Red Flags 
No new purchases – How often does a typical client use your services? Who’s “behind”?  
No referrals – Was an attempt made by you to secure other leads? Did you get any?  
Unresponsive – Emails, voicemails, and texts. Do they reply to your attempts to get in touch 
with them or are they avoiding you?  
No online activity – What is the social media engagement? Are they opening newsletters? 
 

 Corporate Red Flags 
 
Bad attitudes – If your receptionist or delivery people are 
surly to you, be certain they are that way to your customers 
as well.  
Abandonment – Too much of an emphasis on creating 
new clientele and not servicing existing accounts.   
How many of these early warning signs play out in your 
organization? Is it time for a change?  
Prohibited - You were never empowered by your own 
company to deliver great customer satisfaction. Your 
organization may have as different idea of what is “good” 
customer service. 
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How to Build Trust 
People want to do (or continue doing) business with those they know, like and trust. We have 

often heard the term “gain someone’s trust”. However, other people’s trust in you is not 

something that simply falls in your lap one day. Trust must be earned. Just like any other 

relationship, earning that trust is something that takes time. If there is already a business 

arrangement in place, don’t assume you have someone’s full trust. Every relationship, even 

business, must be nurtured.  

 

First, others must find you approachable. In other word, 

you’re simply not obnoxious! If you have the tendency to 

discuss sex, politics and religion in polite company, you will 

repel potential friends, clients and business partners.  

Secondly, you begin to establish rapport. Rapport is simply a 

sense of familiarity. What do you have in common? 

Finally, from rapport, you can move into actual trust.  

 

 

Have a Customer Service Role Model 
We don’t have to think long and hard as to the last bad customer experience WE have had. 
There are a lot of examples of what NOT to do. To be proactive however, it is important to 
see the examples of others’ successes. Like most things, if one does not know where to 
begin, look at what others are doing. Here are a few examples of good role models;  
 
Southwest Airlines – From the very beginning, the founders of Southwest knew that in order 
to beat the competition, they would have not only better, but different. A frequent recipient of 
the Department of Transportation’s award for excellence in; operations, baggage handling 
and passenger service. Often referred to as the “triple crown”.  
 The company has an engaging customer service which is described as light-hearted and 

fun. This approach sets them apart from their competitors.  
 They know who they are and do not try to be something other than what they are.  
 They have a written “customer service commitment” which details to the passenger the 

level of service Southwest strives to achieve.  
 They practice what they call the “Hospitality Wheel”. 

1) Welcome 
2) Engage 
3) Serve 
4) Appreciate 
5) Repeat 

   
Sonya Lacore, Southwest Airlines VP of In-flight Operations states: “We hire for attitude. You 
can train for skill.” This vice president knows a thing or two about delivering great customer 
service. She is a former flight attendant herself. She and her staff spend one week out of 
each month “in the air” serving passengers. This way, the company knows firsthand what 
their passengers experience.  
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Chick-fil-A – “It would be my pleasure” is not just the mindset of the company, it also assures 
the customers know they are valued. All owners are local. The company was ranked first 
place for fast food customer service in a 2019 survey of over 20,000 respondents. When it 
comes to interacting with a patron, crew members employ what is known as the “Core Four”;  

1) Create eye contact 
2) Share a smile 
3) Speak with an enthusiastic tone 
4) Stay connected to make it personal  

 
Truett Cathy finally decided on his recipe; breaded chicken breast, seasoned on a bun with 
two pickles by tirelessly asking customers what they enjoyed best in a chicken sandwich. That 
same recipe remains to this day. He found out what customers want and gave it to them.   
 
Ace Hardware – For over a decade, Ace has placed as the highest in Customer Satisfaction 
among home improvement retail stores according to J.D. Power. It’s a company that can 
compete with the “big box” stores because it values the relationship customers have with their 
employees. As independent franchises, it avoids inflexible policies that could strain that 
relationship.  
 

According a survey, the hardware store performs particularly well in 
the categories of staff and service.  In his book; Amaze Every 
Customer Every Time, Shep Hyken summarized the Ace customer 
service philosophy; “Great customer service starts with the people 
(employees) who have already been treated right and will 
reciprocate that to the customer”.   

 
Zappos – This company has a reputation for helping customers even if Zappos stands to not 
make money. The customer service reps are cheerful and if someone calls in and must be on 
hold, there is the option to hear the joke of the day.   
 
According to the company’s blog, a business must anticipate what the customer wants rather 
than waiting to be told. This comes from truly listening to customers and allowing them to 
modify what the business has to offer. Case in point; trying on different size shoes… through 
the mail! Zappos also states policies and procedures should never override common sense.   
 
Trader Joe’s – This grocery sees to it the employees take care of customers by taking care 
of their employees. They have better than industry wages, benefits, and a fun workplace. 
Trader Joe’s make something as mundane as grocery shopping an experience.  
 
With lots of free samples, hidden stuffed animals for kids and the occasional free chocolate 
bar for being nice to a crew member, it is a very immersive experience. The company 
engages its shoppers on an emotional level. Shoppers describe a visit as a mini vacation.  
 
 
 
 
 
 
 

"Always let your conscience be your guide." ~ Jiminy Cricket 
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Disney – The “Disney way” is so effective, the organization teaches it for college credit. 
Disney has no employees. They are all “cast members” with a role to play. The company sees 
exceptional service as an investment, not an expense.  
 
The “Disney Compass” points to how a customer should 
be treated with N-W-S-E. Understand their basic Needs, 
their additional Wants, recognize they may have a 
negative Stereotype about your business and connect 
with them on an Emotional level.  
 
Ritz-Carlton – Setting the gold standard in customer 
experience. They empower their employees to do 
whatever it takes to ensure the comfort of their guests. 
“The goal is to develop such a strong emotional 
engagement between the hotels' staff and their guests 
that a guest will not consider staying anywhere else, even 
if they have an option”. (Simon Cooper, Ritz COO)  
The company motto is: “Ladies and gentlemen serving 
ladies and gentlemen”. This sets the tone for a 
professional corporate culture. Another part of what has 
led to the success of the hotel are the five principles which 
is a guide for their people when interacting with guests;  
1) Define and refine 
2) Empower through trust 
3) It’s not about you 
4) Deliver WOW! 
5) Leave a lasting footprint 
 
GROUP DISCUSSION:  

What do these companies do to KEEP their customers? 
 

 Role Model Honorable Mentions   
Some customer service honorable mentions are: Publix, Starbuck’s, IKEA, Cracker Barrel, 
Toyota, CVS, Texas Roadhouse, LG, Victoria’s Secret, Dollar General, and Subaru.  
 
EXERCISE: 
In small groups, select one of the “honorable mentions” above and list four characteristics of 
that organization that leads to a positive customer experience.  
 
1) ___________________________________ 2) ___________________________________ 

 

3) ___________________________________ 4) ___________________________________ 

 

GROUP DISCUSSION:  

What other good role models are out there?  
 

___________________________________________________________________________ 

The Ritz-Carlton Difference 

Several articles and business 

textbooks have been written of 

the extreme measures the five-

star hotel chain Ritz-Carlton 

will undergo to satisfy their 

guests. In fact, each employee 

has a budget of up to $_______, 

per incident, to ensure guests 

will come back again. If a valet 

or maid can fix an issue, they do 

so, even without managerial 

approval. This level of trust in 

turn, spurs greater loyalty from 

company employees. With the 

average patron paying a quarter-

million dollars over a lifetime, 

it’s a wise investment.  
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The 6 P’s of Customer Service 
People (WHO) – The old adage goes; “You can’t find good help these days”. You certainly 
can’t if they’re underpaid, underappreciated and undertrained. If the organization hires people 
on the cheap, the service will be cheap! Satisfying customer experiences depend on people 
with initiative who take on the responsibility of representing the company in a good light.  
 
Product (WHAT) – Is the product or service good? If what you sell, build or promote is on the 
lower end of the economic scale, then market it as such. But if it is durable and comes with a 
guarantee, then understand THAT is what people are buying. It is better to under-promise and 
over-deliver.     

 
Proactive (WHEN) – When there is a customer 
service break down, what is the timeframe in which the 
problem is resolved? Is it addressed immediately or 
passed off to another department? Are there 
unanswered complaints on social media? Better yet, 
eliminate issues before they arise by anticipating what 
might go wrong.  
 
Platform (WHERE) – A platform is at what place and 
the way in which the customer interacts with your 

organization. If a sale is made and the delivery team is surly to the buyer, this will reflect poorly 
on you and the organization. If a sale is made and the buyer needs technical support but 
keeps getting hung up on, this reflects poorly on you and the organization. Understand all the 
ways (call center, social media or other departments) in which you may be unduly blamed for 
poor service.  
 
Purpose (WHY) – Your purpose drives your identity and sets the tone of your corporate 
culture. Purpose is also fundamental to your customer experience aspirations. As a leader, you 
need to deeply believe and show the belief that you see customer experience as a priority. 
 
Policies (HOW) – What company rules or practices dictate the relationship you are able to 
have with a client? Are the policies flexible or draconian in nature? Do the values and 
principles of the organization match your own? If management tells you of a promotion or new 
service, yet operations consistently fail to deliver, this will reflect poorly on you and the 
organization. Is operations at fault or does the company have a habit of over-promising?       
 
Notes: _____________________________________________________________________ 

  

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 
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The Power of Questions 
There is an old adage that if you want better answers, asks better questions. It is up to the 

sales professional to play “detective” and understand the customer’s needs and motivations. 

This can only be done through a dialogue where the pro not only demonstrates the power of 

his or her services but is asking questions throughout the presentation. However, not all 

questions elicit the same type of answers. There are different questions for different needs. 

They may be general, specific, assumptive, or designed to discover something new.       

   

 

 

 

 

 

 

EXERCISE;  

Write the four types of questions to EITHER of the scenarios below. Consider what type of 

response you are trying to achieve.  

 

A) A prospective client is assessing the need for your janitorial services. 

B) An existing client is thinking of ordering from you again. How do you move toward a close?  

 

Question 1 __________________________________________________________________ 

 

Question 2 __________________________________________________________________ 

 

Question 3 __________________________________________________________________ 

 

Question 4 __________________________________________________________________ 

 
 

 
1) Closed-ended Questions 

 - Yes / No response 
Designed for acknowledgement of a 

situation. 
 

“Did you clean your room?”  

 
2) Fact-seeking 

- Who, What, When, Where? 
Seeking to understand the others’ 

intentions. 
 

“When are you going to clean your 
room?” 

 
3) Open-ended Questions 

- Longer answers 
Designed to steer the conversation 

 
“What are some things you can do to 

begin cleaning your room?” 

 
4) Seek Understanding 

- Why? 
To uncover a motivation or goal. 

 
“Why are you not cleaning your 

room?”  

Discovery                           Assumptive 
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How to Resolve a Bad Customer Experience 
No business is perfect, not even the ones studied in this seminar. Even churches, hospitals 
and charities disappoint patrons from time to time. This can be a sticky situation and lead to 
bad feelings down the road. The challenge is to handle the issue quickly before a bad 
experience gets worse. Sweeping a complaint under the rug and hoping it goes away is not 
an option. Here is a five-step process for addressing poor service and angry customers.  
 
1) Listen Completely; Give them your whole attention. Stop what you are doing and look them 
in the eye if they are in person. Let them vent. You may not be personally responsible for the 
issue, but you represent the company. Don’t make excuses or interrupt at this stage.   
 

2) Apologize; This is difficult, especially if it really was someone else’s mistake or even not a 

mistake at all. Be sincere. This does not have to be personal, but remember, YOU represent 

the organization. Even if you state; “I’m sorry to hear you are having such an issue with that”, 

or “On behalf of the organization, we apologize”, can do wonders for calming the nerves of the 

consumer. Empathy goes a long way in customer service.  

 

3) Ask them what it will take; Confirm the issue and what they 

want. Nail it down but be polite. What would it take to make 

them satisfied? Don’t make assumptions. Don’t offer a discount 

or free dessert. That is perhaps what YOU would want, but not 

necessarily what the customer wants. Going straight to money 

may even offend them.  

 

Many people don’t want much. For some, it’s just to be heard. It could be as simple as the 

exchange of an item or to switch to another service plan. Always ask them; “If we were able to 

do X, Y and Z, would that resolve the problem?”  

 

4) Give them assurance; If it a newer patron or client, what they are experiencing is the way 

they assume it is all the time! Ensure your service is typically better and that you will see to it 

the problem is fixed so it won’t happen again.            

 

5) Thank them; The consumer could have simply not said anything and gone to a competitor 

next time, all the while, complaining to other consumers as to how unfair your company is. 

Without customer feedback, we have no idea if we are delivering what our customers want. 

They are telling us what we need to do to keep them. You WANT your customers to feel free to 

speak openly with you. Better they complain than go to a competitor next time.  

 
Notes: _____________________________________________________________________ 

  

___________________________________________________________________________ 

 

___________________________________________________________________________ 
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Not Every Challenge Has a Solution 
Unfortunately, not problem will be resolved. For those things in which you must tell the 

customer you are not able to satisfy them, do so diplomatically. If your customer is not able to 

fulfill a purchase, get a refund, make a return, get a rain check or otherwise be happy the 

question as to “why” is going to be at the forefront of their mind. It may seem like small 

consolation, but an alternative or an answer as to why is better than nothing. Learn to say “no” 

using the U-S-A method.  

 

Understanding statement – Express empathy and show that you have listened to the other 

person’s challenge. State back the situation as you understand it.  

Situation Statement – Tell the consumer why the problem is irresolvable. “It’s company policy” 

doesn’t cut it. The reality may be you are not empowered to make that particular decision and 

your boss is out of the office that day. Tell them that! The less information they have, the more 

suspicious they will be of your company. Be as transparent as possible.  

Action Statement – Explain what you can do or an alternative. If nothing else, suggest a 

competitor. This could do a lot to save the company’s reputation in the long run.  

 

EXERCISE:  

Work with a partner to diplomatically say “no” in the following scenarios.   

 

Situation 1 - You’re a Realtor looking to list a potential client’s house. They ask for you to cut 

your sales commission. There are already several “fingers in that pie” and it would not be 

financially feasible to make the concession.     

 

Understanding: ______________________________________________________________ 

 

Situation: ___________________________________________________________________ 

 

Action: _____________________________________________________________________ 

 

Situation 2 – You work at a bank and a man comes in to secure a personal loan of $4000. His 

credit is a wreck and he has a car to be used as collateral, but it isn’t worth $4000. He does not 

qualify for the loan.  

 

Understanding: ______________________________________________________________ 

 

Situation: ___________________________________________________________________ 

 

Action: _____________________________________________________________________ 
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Referrals 
Securing referrals is not only important to building your book 

of business, but it is also a good current indicator of how 

happy a client or patron is with your services. Here are 

some tips to help secure those all-important leads.    

 

1) ASK!!!  
2) Don’t wait until the deal is sealed. Once a sale closes, customers may become busy.  

3) Ask throughout the sales process. No need to be pushy or rude, but the longer a process 

takes to close, the more opportunities there are for prospecting.  

4) You just helped them, let them help their friends and associates. Don’t make it all about the 

sale. “Mr. Smith, if you’re happy with our product and my services, who else can I help?”  

5) Let them know what a good referral is. If someone purchases car insurance with you, they 

may not be thinking of a cousin who needs it for the home.  

6) Be assumptive in your approach. “By the way, who do you know who needs to buy or sell in 

the next 3 to 6 months?” 

 

It is important the customer does not see you as an adversary. National sales trainer Tom 

Hopkins likes to use introductory statements as; “Let me begin by…” or “Oh, by the way…” 

They are calming and almost nonchalant phrases designed to put the customer at ease.     

 

Notes: _____________________________________________________________________ 

  

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

___________________________________________________________________________ 

 

 

Let Blaine bring this or any other workshop in the areas of 

Leadership, Team Building or Better Communication Skills 

to your business!  

Private coaching is also available. 
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Express Gratitude for Your Clientele  
It’s a high-tech world and far too often salespeople may forget to conduct follow up beyond the 

occasional email.  Whether your customer is new, old, or not even yet a customer, express 

your gratitude for their business in such a way as it appeals to them with sincerity. However, 

not everyone responds to the same type of appreciation. A professional representative will 

know the particular appreciation language of each of her customers.   

 

In his book, “The 5 Languages of Appreciation in the Workplace” by Dr. Gary Chapman, the 

author explains how different people react to different attempts at gratitude. Not everyone 

takes the phrase “I appreciate your business” in the same way. Dr. Chapman outlines the five 

languages of appreciation; 

 

 

 

 

 

 

 

 

1) Words of Affirmation; For these people, verbal expression of their value to you is key. 

More than likely, they want to hear it often.  

2) Quality Time; The people who speak this language want you to occasionally “pop in” and 

say hello. A little investment of quality time can go a long way.   

3) Acts of Service; Your customer will definitely remember you for helping with their 

company’s charity or community outreach.  

4) Tangible Gifts; Nothing expensive, just a little memento the client can place on his desk.    

5) Physical Touch; This person appreciates a warm, sincere handshake… or even a hug.     

 

EXERCISE  

Peggy, a work colleague has been very helpful to you over the past year. She has two kids 

and enjoys hiking  Using the five models of appreciation, how would you relate your gratitude.   

 

1)  ________________________________________________________________________ 

 

2)  ________________________________________________________________________ 

 

3)  ________________________________________________________________________ 

 

4)  ________________________________________________________________________ 

 

5)  ________________________________________________________________________ 

 

Ask Blaine how to purchase 

this 5 CD set or any other 

resource offered by 

Momentum Seminars. 


