John Tschohl Customer Service

THE IMPORTANCE OF
THE LITTLE THINGS

L

ittle things can be the difference between a big success and
failure for a company. The reason is that people react emotionally
because of the attention paid to minor details. We all know that
when the smile spreads across our customers face, they will be back.
Experience the magic that’s associated with doing the little things.

Most people think it’s the big things that make a big difference but in
reality it’s the result of a lot of little things being done before that. It’s
easy to look over the little things and that’s probably why so few
people do them. It’s the little things that enhance what you are doing.
Be an observer of your customers. Some people might react well to

the good-ole-boy personality, a slap on the back and a hearty laugh.
Others would be appalled by such treatment. Make a goal to study
customer behavior and attitudes. Recognize different personality types
and adapt your approach and communication styles accordingly.
Follow the leaders. Industry leaders have built their businesses
around superior service. It all revolves around friendliness. In my
10th edition, Achieving Excellence Through Customer Service, we

consider friendly behavior to be:
• Making eye contact
• Smiling. Greeting the customer
• Using the customer’s name if known, or asking for it. (This
happens 1 percent of the time)
• Answering questions or obtain answers quickly
• Thinking speed
• Being sincere. Talking and acting in a personal way
• Giving the customer total attention
• Speaking in a friendly manner
• Listening. Asking questions to obtain information to resolve any
complaint they might have
• Offering unsolicited help now and then
• Making positive parting comments such as, “We appreciate your
business,” and, “Come see us again”
Treat your customers as your friends. Recently I was at the Mayo

Clinic having some tests done. It was about 7:30 p.m. and I had to
leave a specimen for results. The lab was closed and the only person
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that was in the area was the janitor who was cleaning the floors and
emptying the trash. I didn’t really think he could help but, he asked me
why I was there and immediately he asked me to wait for a moment and
he would get someone. Just seconds later, I was taken care of. Just
think if he had not been willing to help, I would have had to return the
next day. The Mayo Clinic trains everyone that works at their facility to
take care of their customers. It’s what they are famous for, besides their
excellent medical care of course.
Disney is dedicated to service. All employees are trained to look for
unexpected things to do like pick up trash lying on the ground, adjust
displays that are off centered, wipe off dirt on seats, and even pick out
a weed they see growing in a crack in the sidewalks. They are trained
to correct small things to make a big difference and it works. If a guest
looks confused or lost, they are empowered to drop whatever they are
doing and assist the guest and even give them gifts to make them feel
better about their experience.
Vail Resorts really gets it. If employees observe that someone is
having a difficult time or is inexperienced on the slopes, they will
offer a FREE group ski lesson. They understand that customer
service doesn’t have to be just about solving problems, it can be
about creating opportunities. While other vacation destinations
charge for taking pictures, Vail Resorts shoots pictures for free.
Then they make it easy for you to post the picture on Facebook –
with the Vail Resorts logo on each photo.
Starbucks is the most successful coffee company in the world with
more than 19,000 stores in 62 countries. It is viewed as one of the best
places to work in America. With 40 million customers a week Howard
Schultz remembers what his mother said. “You are the company you keep.
Show me your friends and I will show you who you are”.
We are all customers and as customers we expect fairness, courtesy,
openness, and pleasant, friendly service. It’s all these little things that
RO
make big impressions and superior service.
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