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Building Blocks ­
BYMICHELLEPASCOE, international trainer and speaker 

How often do you reflect on the fundamental 

"bu ilding blocks" that help us achieve our ultimate 

quest for business, successand a happy, happening 

workplace? 

It 's all about knowing your customers and their 

basic need s. But who are our customers? What do 

t hey want? And how do we prov ide that? 

For a start you have to re-engage with your 

customers' tturn-cos' or 'turn-offs: What we expect 

as customers and in particu lar our bad experiences 

is a lit mus test fo r customer service standa rds and 

pursu it of customer service excellence. 

There are eight basic customer service bu ilding 

blocks in t he pursu it o f cu st om er serv ice 

excellence. 

Acknowledgement 
Custom ers like to be acknowledged from a warm 

welcome that says to them: 'Yes I am important. I 

am an ind ividual'. I m ight be part of the masses 

coming through the door - but it is important that I 

am acknowledged as an ind ividual of importance. 
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interested in me, not how many other 

people you have attended to and how tired 

you maybe. 

A customer needs to be acknowledged 

even jf heor she is not immediately attended 

to. A simple "be with you in a moment" or 

even the bare minimum· a nod of the head 

- is sufficient as I wait at the counter. 

Yes, I have been acknowledged and this 

gives me a positive vlbe. 

Positive attitude 
Your service attitude is your badge of 

office. As a customer, I do not wish to 

overhear constant negative conversations 

bet wee n s t a ff a bout custorn er s, 

management or their lot in life. 

Perhaps I am a friend of that supervisor 

being demeaned and am offended? Perhaps 

I have worked a 1o-day shift straight - don't 

remind me of the stra in you're under - you 

think you've got It tough? I am here to have 

a pleasant experience and I do not need to 

feast on negative energy." 

I have a concern • what I want is to be 

confronted with an understanding attendant 

with a 'can do' attitude. Someone who can 

initially ernpathise with me and look for 

options or solutions. 

Friendliness 
Closely linked with a positive attitude or 

demeanour is friendliness. It is the most basic 

of all customer needs and it is usually 

associated with being greeted in a polite and 

courteous manner. 

It breaks the Ice, invariably gets us in a 

good frame of mind and subconsciously 

creates a mlndset for the experience yet to 

be had. 

FrI~ndlln~ss Is a quality that potantlally Is 

the only distinguishing factor berwean 

competitors in your industry. 

Understanding and empathy 
Customers need to feel that they are 

understood and that their circumstances are 

appreciated. 

I am a customer of this establishment and 

have a request or a problem. As unique or 

mundane as it may be I need you to 

appreciate my problem without criticism or 

judgement. 

Fairness 
I need to be treated fairly or at least I need 

to feel that Iam being treated fairly. Fairness 

Is high up on the customers list of needs. 

While I am waiting In an orderly manner at 

the bar, a man queue-jumps in front of me. 

Observlnq the action the bar attendant 

politely asks the man to step back and wa it 

his turn, indicating that I had been patiently 

waiting before his arrival. 

By standing up for what was fair the bar 

attendant impressed everyone (the pushy 

man excluded) and fulfilled my need of being 

treated fairly asa customer. 

Information 
As a customer I need information. I need to 

be educated and informed in a sensitive 

learning environment. Don't lecture me on 

the merits of long term membership. give me 

the information and lead me to the logical 

conclusion. 

Don't oversell the three-course lunch 

option, give me the information in such a 
way that the average Informed mind can 

make a logical decision . 

Options and alternatives 
Asa customer I need options. I need to feel 

that there are other avenues available to get 

what I want accomplished. Don't just give me 

the one-solutlon-ftrs-all circumstance. Give 

me a choice. 

'Yes' syndrome 
Don't be lured by the 'yes syndrome: The 

folklore that if you give customers what they 

ask for by saying yes - then you end up with 

satisfied customers - is just folklore. It is false 

in many instances. 

Customers do ask for what they want. but 

they usually don't ask for the basic needs. 

When did you last enter a pizza bar and 

ask for a pepperoni pizza and a side order of 

understanding, friendliness and fairness? 

TIle customer doesn't ask for these needs 

but missesthem when they are not provided. 

To provide customer service excellence 

you need to move beyond the yes folklore 

and focus on fulfilling 311 your customers 

needs. 

(Michelle Pascoeis on intemotiono! trainer and 

speaker. Her company OOPSis a leading expert 

in the hospitality Industry. For more Information 

go to www.oops.nec.au or you can reach her at 

michelle@OOps.ner.ou) 
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