


thing and is screaming blue 

murder, be nice, as hard as 

that may be. It is impossible for 

someone to have an argument 

with themselves so if you con-

sistently respond with courtesy 

to those that show none them-

selves you will win more battles 

then you lose.

• Don’t make promises unless 

you WILL keep them

Not plan to keep them, will 

keep them. Reliability is one 

of the keys to any good rela-

tionship, and good customer 

service is no exception. If you 

say, “your new refrigerator 

will be delivered on Tuesday”, 

make sure it is delivered on 

Tuesday. Otherwise, don’t say 

it. The same rule applies to cli-

ent appointments, deadlines, 

etc.. Think before you give any 

promise – because nothing an-

noys customers more than a 

broken one.

• Listen to your clients com-

plaints

No matter how good your or-

ganisation may be, inevitably 

someone will find something to 

complain about. How you deal 

with complaints will probably 

determine the longevity of 

your business relationship with  

people and a great company 

will find solutions rather than 

ascertain blame even if the 

fault is not theirs. Think of com-

plainers as a fantastic resource 

for making your business more 

efficient and therefore more 

successful.

• Fulfill your obligations 

When you commit to a lead 

time or product to be deliv-

ered, be willing to move heav-

en and earth to meet your cli-

ent’s requirements. They will 

know then that you can be 

relied on to get the job done 

irrespective of whether you of-

fer the best price in town. 

When you exceed expecta-

tions through your high level of 

service you build confidence 

and loyalty in your clients. 

Through good marketing you 

may secure one order from a 

client but unless the service 

matches the marketing they 

probably won’t become re-

peat customers which are the 

lifeblood of all businesses.

Without good service all it gen-

erally comes down to is price 

and there is always someone 

ready to work for almost noth-

ing, even if you are not pre-

pared to.

Remember these tips, as sim-

ple as they seem, hopefully, 

they can be the difference 

between your organisation 

and the competitor down the 

street. Good service is some-

thing we can never really have 

to much off.
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