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Do the Whole Job for Customer Experience Success
by Lynn Hunsaker

Whether you’ve got external or internal customers, they expect you to ‘do the whole job’! Show that
you care about your customer ... after all, if your customer decides he or she no longer needs you, you
may be out of a job.

Customer Care Beyond Lip-Service

It's easy enough to talk about commitment to customers, but what does it really mean? Whether you
make an offer to a customer, or the customer makes a request to you, your sincerity is obvious to the
degree that you do the whole job. That means standing behind your word, demonstrating your word of
honor. In previous centuries, words really meant something — to the point that duels were fought,
contracts were not as necessary, and people felt a compelling need to make their words true, or deal
with the consequences. In the information age, we may take our words for granted. Yet customers
continue to expect follow-through, and they vote with their wallet for those who best meet their
expectations.

Anticipate Customer Expectations

One of the best habits you can build is anticipation of customer expectations. This skill pays off in every
aspect of your life. To do this, put yourself in your customer’s shoes. To do that, learn everything you
can about your customer’s world. And it means you need to examine your motives in your business
decisions and activities. Are you putting the customer’s interests first? Really? Be honest with yourself,
be more generous to customers, get to know their world very well, and anticipate what they expect.
This puts you in the driver’s seat for managing the customer relationship. And you are more likely to
earn admiration, loyalty and the financial benefits you seek from your customers.

Carry the Ball

Instead of referring the customer to someone else or someplace else,
take them there yourself, or do the legwork yourself and get back to
the customer with your findings. Instead of leaving the next steps to
the customer’s initiative, carry the ball in finding a full solution to
your customer’s need. Consider your competitors’ delight in taking
over to solve the customer’s needs. Drive the ball past the goal line.
That’s the essence of doing the whole job!
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Double-Check the Customer’s Perspective

Just because you want to move on to other things, does not mean the customer feels you’ve done the
whole job. Ask them — not just at the end, when fatigue may cause the customer to prefer moving on
with some other solution provider. Ask your customer, at each juncture in your solution delivery,
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whether there is anything else they expect. More than 80% of communication is non-verbal, and 95% of
thought occurs in the unconscious mind. You may get a more honest answer if you ask for customer
opinions in terms of metaphors describing their level of satisfaction with the situation.

Do the whole job and you’ll enjoy more secure customer relationships. You’ll benefit not only in the
short-run, but also in the long-run as you build customer equity, lifetime value and reliable profit
streams.

Find out how to customize these tips to your situation; contact the author lynn.hunsaker@clearaction.biz.
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