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As LeBoeuf points out, companies must consider their customers as top priority, and 
investing in customer service would cost much less than losing customers. Thus,
“Customer Service” must be a cornerstone in the journey towards any business’s growth 
strategy.

Do companies know how important this is?

Probably yes, but execution can be a challenging task mostly due to the complexities 
involved in dealing with people. Although having investments in the most robust systems 
and fool proof processes are imperative, it ultimately boils down to people managing 
moments even in the case of an online experience. 

In managing these moments several important aspects must be consideres in dealing 
with service management that includes Service Quality, Customer Experience, Service 
Culture and importantly Employee Engagement.

1. nurturing the key ingredients: People (culture and competence), Processes and systems

2. realisation that not all customers are equal and like in any relationship knowing and liking  
    each other counts

3. not all bad experiences are meant to close a relationship but seen as a transition into a  
    better state for all parties involved

4. not underestimating the value of detailed customer journey mapping for preemptive and  
    proactive measures that make companies looking good.

With heightened competition and the pace and accessibility of technology increasing, 
companies often find it difficult to maintain “client stickiness” that in business terms 
translates to more profit and less costs. Probably, the missing link is the difference 
between seeing customer service as an incident or event rather than in a holistic,
wholesome sense. This would then mean that online or offline, we would need to view the 
delivery of exceptional or great customer service as a continuous process – when
implementing and assessing quality management.

No matter which way you see it, human beings are irrational and despite the relevance and 
competitive advantage and what not, “perceived value” trumps the real value most of the 
time. 

Delve in… enjoy the read!
Aashiq

EDITORIAL
AASHIQ AMINUDDIN

"Every company’s greatest assets are its customers,
because without customers there is no company."

- Michael LeBoeuf -

C U S T O M E R  S E R V I C E
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customer’s task is made easier and 
‘hassle free’, what it eventually
manifests in is actually a bad customer 
experience because all the ‘agent’ can 
tell the customer is that ‘it is our
organizational policy’

#2 : MAKE THINGS SIMPLER

Sounds simple enough ha !  But 
genuinely, make everything simpler : 
and this automatically makes life easier 
for everyone serving clients. 

‘Simple’ should not be confused with 
‘not being thorough’  Please do make 
sure all safeguards and risks are

Many, many organizations have tried (often in vain) to create a truly delightful
customer experience.  Most end up with a passable experience at best.  Trying to 
create a great customer experience often ends up being a major change process : 
and a painful journey across the organisation : which leads to a lot of resentment and 
woe : manifesting in even worse customer experiences ! 

So, how DO you get the customer experience right ?

#1 : DO EVERYTHING BY THINKING 
OF THE CUSTOMER FIRST
(YEP - THIS INCLUDES INTERNAL
CUSTOMERS !)

See, customer service is a mindset first 
and foremost.  HOW can you give better 
customer service if you don’t think of 
the customer in the first place?  Most 
organizations build policies, procedures 
and also, processes thinking of internal 
convenience first : and customer 
second (actually, customer never most 
of the time !).  Think of the most basic 
processes you have : how many of them 
actually ‘make life easier’ for the
customer ?  So, unless each internal 

GREAT CUSTOMER SERVICE : NOT AS HARD AS YOU THINK !
By Vidusha Nathavitharana
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factored in : but even the most complex 
thing can be simplified - not
complicated - and that is also a 
mindset and a skill.  Develop this skill : 
and you will find that everyone in the
organization finds ‘simpler’ ways to do 
things !

#3 : TRAIN YOUR TEAMS RIGHT…

It is very, very important to train your 
teams right : to ensure they understand 
what is acceptable and what is
unacceptable behaviour when it comes 
to service delivery.  It is critical to 
ensure that everyone is trained the 
same way : and this is VERY
DIFFERENT to merely running ‘seminar’ 
type programs.  Training ideally needs 
to be internal : conducted by the Seniors 
: lending weight to the message and 
being able to talk through actual issues.  
What is critical is that
Leadership takes OWNERSHIP of
leading the customer service change !

#4 : TAKE DECISIVE ACTION

Rewarding the right attitudes and 
service ddelivery, and  punishing the 
bad attitudes and service delivery is 
both important.  When you see ‘bad 
service’ - irrespective of where it is : it is
important to have the tough
conversations and ‘nip it in the bud’ 
rather than allowing this behavior to 
actually take root.  This is critical - as 

often, we simply ignore bad behaviour 
and this leads to a clear message 
that ‘it is ok’ !  So, next time you see a 
customer being hassled or treated 
badly : take action !

#5 : TREAT YOUR TEAMS RIGHT !

Remember : ultimately, it is your teams 
that deliver on the service !  Whilst 
ensuring you take care of your teams : 
remember to treat them the way you 
want your customers to be treated.  
Also remember that customers can at 
times be unreasonable and degrading 
to employees : and if this happens - you 
absolutely must be there for your team 
as well : and not side with the customer.  
Great customer service does NOT mean 
that you have to pay servitude to
customers : specially when they are on 
the wrong side of things.  Standing up 
for the team is important : even with a 
customer.  Of course, be tactful, be 
respectful and always ensure you are 
professional : but, if the customer IS 
wrong : never allow them to abuse your 
team. Remember though : customer 
service is NOT about offering things 
free all the time to negate the negatives.  
Ultimately, great customer service 
DOES cost more - and unless customers 
actually want to pay for it : what you are 
offering is not ‘service’ it is actually 
‘charity’ !  Never confuse the two.

Customer service is NEVER an excuse 
to merely pacify customers with ‘bribes’ 
of ‘freebies’ !
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MONTE CLARK
Fractional CMO | Author |
Marketing Strategy Leader – Making Your
Brand Relevant Across Channel | 

Learn • Implement • Grow

As a fractional CMO (Chief Marketing Officer) Monte creates and implements
strategies to grow businesses. Monte works with entrepreneurs and business 
owners to implement a strategy that incorporates three primary components:

 • Build an audience. (Social Brand Strategy)
 • Establish thought leadership and TEA. Trust. Expertise. Authority.
   (Inbound Marketing Strategy)
 • Understand your target market and the problem you can solve.
  (Social Sales Strategy)

Message me today to schedule an introductory call.

Want to create and implement your own strategy?
 • Message me for information about my six-week social marketing and sales 
    Master class.
 • Need team training to align marketing and sales? I have a program for that.
    Message me today.

Join my relevant Marketing & Sales Accelerator group and get marketing and sales 
support from other business owners and entrepreneurs like yourself!
https://www.facebook.com/groups/relevantmarketingandsales

Service List:
Social Media Training/Coaching | 1-on-1 Meetings with Your Target Market | Brand 
Development | Brand Influence | Content Development | Profile Optimization | Social 
Strategy/Engagement
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Building your business by serving 
others

What is the first thing that comes to mind 
when you hear the words: ‘customer 
service’?

We've all had awful customer service
experiences, and it’s unlikely that you 
would be doing business with those
organizations again.

How you choose to handle customer 
service is paramount to your business 
growth and customer retention. But, it's 
also paramount to gaining market share 
and garnering new business as well.

Before our easy-access world of
testimonials and social proof, companies 
could get away with not paying close
attention to customer service. If you
irritated or didn't take care of a customer, 
their choices were to tell a few friends over 
the phone or picket your store.

Regardless, the negative effect it had on 
your organization was minimal and quickly 
forgotten. Today, word of your
inadequacies and lack of care can spread 
like wildfire and damage your companies' 
brand reputation indefinitely.

There are famous companies that build 
their entire business model on serving their 
customers and have grown tremendously 
through customer service. Zappos, Tesla, 
and Trader Joes are three companies that 
have set the standard in their industries.

Over the weekend, I watched a
documentary about a company called Fyre. 
It's a story about a failed music festival and 
awful customer service. Fyre was an app 
that was a brilliant idea for a new way of 
booking talent. The company had been 
working on the concept and mobile app for 
over a year when the company's creator 
had the idea of promoting the app through 
a music festival held on a private island in 
the Bahamas.

CUSTOMER
SERVICE
By Monte Clark
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Fyre Festival was genius in their use of 
social media to promote the festival and 
sold the event out in record time. The 
problem was that they sold an idea that 
had yet to be developed, made
mistake after mistake, and were faced 
with executing what they had promised 
to deliver and failed at every juncture.

They left hundreds of people stranded 
on an island without shelter and food 
and fleeced millions from people on 
hopes and dreams that never came to 
fruition, and soon gave way to the
perception of the whole setup being a 
sham, which possibly was not the
intention at the inception. 

While Fyre Festival is now considered a 
significant scam, we can learn these 
lessons from Fyre's customer service 
failures:

1. Honesty goes a long way in
forgiveness. Businesses are not perfect 
by any means. If you are in business, 
you are going to make mistakes.
Customers expect flawless execution 
when it comes to deliverables and 
promises you made. For the most part, 
when we fail, more empathy, patience, 
and goodwill can be garnered when you 
are honest about the failure to deliver.

In Fyre's case, the failure was allowing 
something to continue on nothing more 
than a hope and prayer it would come 
together. Lies were mounted one on top 
of the other to prevent people from 
demanding refunds.

2. Never let customers communicate on 
your failure before you do. While team 
members begged for honesty and more 
communication with customers in the 
Fyre incident, it never happened. It was 
being covered up and lied about. Social 
media is a powerful tool for marketing 
but can also be a disgruntled

customer's best weapon against you. 
When leadership failed to communicate 
the event's status and what attendees 
could expect, the customers did it 
for them. Millions had been spent to 
promote the event with an initial 
message that went viral of how great 
the event ‘would be’.

An attendee posted a single photo of 
two pieces of bread with a single slice 
of cheese that they were being fed at 
the event, which instantly overpowered 
any positive corporate messaging. A 
single, free social message of proof 
brought down millions of dollars in 
marketing overnight.

No, your company won't execute
everything flawlessly all the time. But, 
make sure you own the imperfection 
and communicate quickly that you own 
it. More importantly, share how you 
intend to make it right.

3. There is no such thing as an endless 
supply of customers. Many companies 
worry more about getting the next
customer rather than making the
current customer happy. Fyre Festival 
was supposed to be a marketing event 
for an app that allowed people to book 
top talent for their own private parties. It 
was an idea that could have garnered 
hundreds of millions of dollars in
revenue. Consider it the Uber of talent 
booking.

While Fyre knew their customers very 
well, their failure to take care of them 
not only removed their opportunity to 
create an annual festival, it eliminated 
any chance for those customers to trust 
the product itself. The Fyre app was 
exclusive, and after the failure to take 
care of the customers there were no 
customers left to rebuild a relationship 
with.
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By Tatum De Souza

4.  What happens in customer service 
does not stay in the realms of customer 
service, because what happens on 
the internet, lives forever. From 
documentaries to news stories, blog 
posts, and tweets, you can still find all 
the informationabout the Fyre Festival, 
its leadership, and its failures. Bad news 
travels fast, and it will not go away.

Today's market is savvy, and social 
proof is the standard. Your customers 
will seek out information regarding how 
you treated others. The trust
component of business is more
important than ever and is the primary 
way to build or tear down your business 
growth. Once the negative information 
is out there, it isn't easy to overcome. 
But, by following the guidance of my 
first three points, you can not only
overcome a negative but you can also 
turn it into a positive. In doing so, you 
can gain more customers and continue 
to grow your company.

5. Be quick to communicate and 
respond. One of the Fyre incident's 
most significant failures was that
information that would be valuable to 
the customer was delayed and not
provided to avoid a more substantial 
loss to the customer. Even worse, was 
the company going "dark" after the loss 
was suffered. Honesty, ownership, and 
communication need to be swift. Even 
getting out ahead of the problem.

Adobe faced a problem with its
subscription-based products that their 
clients use every day. When the server 
issue prevented the software use, the 
company immediately sent out
communication across all of its
channels to inform its customer base of 
the problem before it became a
problem. They reassured their
customers they were aware and would 
have it taken care of ASAP.

That quick action prevented an 
onslaught of unhappy tweets, posts, 
and complaints.

A quick search of the internet will
provide you with example after example 
of companies who both take customer 
service seriously and those who don't.

Those companies who have invested in 
serving their customers with top-notch 
customer service are, for the most part, 
thriving! Those who don't, have glaring 
holes in their customer service and 
almost every aspect of their business.

If you want to understand any
business's health and longevity, start 
with their approach to customer 
service.

What's your approach, and what's been 
missed here that you would add?

What companies have you seen lead 
and champion customer service,
providing a game plan that the rest of 
the flock can follow?
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Link:
shorturl.at/clnL1

AVAILABLE @



This month’s interview takes on two unique 
perspectives to Customer Service, one in life 
quite literally in terms of insurance and the 
other in death, which only serves to amplify the 
importance of Customer Service in every 
instance. “No Man is an Island” and so each of 
us provides and receives “Customer 
Service” in some form or shape.  

Being in one of the leading names of 
insurance and routinely dealing with 
customers we asked Rukshan of ProCare 
Insurance Brokers, the challenges in providing 
good Customer Service…

 Often, I find that the “Definition” of customer 
service is the biggest challenge to keep up 
with! “Seeing as it’s (customer service) 
ever-evolving I reckon we need to continuously 
keep bettering ourselves.” says Rukshan.

In the insurance and brokering industry, 
providing assistance and advice to clients, 
which is the crux of the business, is not an 
easy task to accomplish. Many are the 
insurance policies; many are the providers and 
high is the competition and ‘annually 
renewable’ means working harder to retain 
customers... So, the crucial differentiator boils 
down to customer service and relationship 
building, which is a continuous process while 
upholding ‘high expectations’, which “Needs a 
lot of commitment, time effort and patience", 
starting from the point of the ‘first’ meeting 
with the customer.

“COMPETENCY” is a keyword, which Rukshan 
stresses on. Competence leads to self 
CONFIDENCE he believes: “If you are well 
competent with the product or service you sell, 
then you would naturally be quite confident, as 
one would be well qualified to answer any of 
the questions put forward by a client”. From 
then on, once you have met and hopefully 
surpassed expectations, the relationship- 
building can commence with every interaction. 
“Being friendly, polite and respectful when 
interacting with an individual or management 
in an extremely positive manner” is a MUST!

CUSTOMER
SERVICE -
A MATTER OF LIFE
AND DEATH 

AN INTERVIEW
WITH SHANNON
RAYMOND &
RUKSHAN
GUNASEKERA 
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After you have won over the confidence of 
the client, and have gained the business, 
never forget the BASICS! “keep doing the 
basics right at all times and continuously”. 
These can be minute details like: 
“Answering the phone or returning the call 
immediately” or “Giving the best terms, 
coverage, premium , etc. The best way to 
retain your customer is, “... from the very 
inception educate the client as much as 
possible to the best of your ability and 
being honest in what you say and do is 
very important. Especially in the insurance 
industry and customer servicing!”

These are all tall orders, indeed, and the 
challenge is doing this “Day-in and 
Day-out”, without letting monotony set in. 
CONSISTENCY is another keyword that 
Rukshan brings up several times in his 
conversation. Consistency from those who 
work hand- in- glove with clients. 

Everyone expects…” a smooth, 
uninterrupted level of service continuously 
and at all times – and it is not the easiest! 
It is far easier ‘said than done’, but I would 
confidently and very proudly say that we at 
“ProCare” are a level above the rest and all 
our clients would vouch for it any given 
day.” 

So indeed, they have got their combination 
of COMPETENCY – CONFIDENCE - 
CONSISTENCY right, as Rukshan with no 
small measure of satisfaction, quips 
“Hence, our motto “We Serve You Better”.

On motivating a Customer Service team 
and keeping the right ethos alive…

 “Motivation is actually easy – if the 
motivator practices the same”, says 
Rukshan who is at the helm of the 
organisation and Motivator in Chief! He 
goes on to stress: you “just need to do the 
basic things right, all the time and every 
time!”  This is the mantra he subscribes to 
persistently and vehemently, with his team 
in all dealings at every opportunity.

In discussing Customer Service and if it 
boils down to a mindset or a culture: and if 
other departments should buy in, even if 
they are not directly customer-facing… 

Rukshan is of the firm belief that Customer 
Service is a part of both organisational 
culture and mindset at the same time. 
He insists that “all departments need to 
follow and practice the key elements of 
customer servicing.” Delving into what this 
entails organization-wide, Rukshan 
emphasizes:  “You need to be Respectful, 
Understanding, Polite, Listening, 
Responding, Serving and Thankful to all 
clients be it an individual or a corporate 
client in whatever situation or place and 
that is a must!”

In closing, I asked Rukshan why he is 
passionate about Customer Service ‘done 
right’ and why he drives his organization 
hard on this front…

 Rukshan perceives that your customer is 
your best promoter, that retention of your 
existing clients through superior customer 
service translates to a powerful word of 
mouth sales force. ”The very same clients 
would be promoting you and your 
organization for the product or service you 
offer,  and I find that introduction accounts 
for quite a high percentage when gaining 
another new client in your books.” So, 
does it just boil down to good business 
sense? 

Well obviously Rukshan and his team have 
cracked the code: “I have witnessed how 
some of our clients have been with us, 
since the day we opened our books, that is 
over 20 years ago; and they have definitely 
recommended our services to many time 
and again, which I can say without a doubt 
has affected our business and volumes 
positively." He nods as he promptly picks 
up a client call with a big smile on his face.
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In an interesting twist the same day we 
also had the opportunity to speak to 
Shannon Raymond; and like all 
conversations with Shannon, after a few 
detours, and turns we ended up 
discussing Customer Service yet again. 

Shannon starts out by asking us a 
question, “Do you see a difference 
between ‘Customer Service’ and 
‘Customer Relations’?” after a half-heart-
ed attempt on our part to answer this, 
Shannon responds:

One is merely an attempt to please the 
customer, while the latter, “Is very 
different”. He goes on to explain that 
Customer Relations calls for a lot more 
empathizing and understanding. He 
relates a tale of a family who had 
consecutively lost their mother and father; 
and Shannon had found himself faced 
with distraught siblings. His questions to 
them were simple – “Tell me a bit about 
your parents?” He soon uncovered that the 
the two had been inseparable since 
University: they had never been apart. 
“What were mom’s favourite flower and 
colour?" - seemingly simple questions 
which helped him orchestrate a carefully 
planned funeral ceremony with caskets 
laying and transported side by side, 
lowered into the earth at exactly the same 
time which was very touching for anyone 
close to the family. This was a clear 
instance according to Shannon of how to 
“Assimilate the information you get in 
order to serve them (the customer) better." 
The finer details like the flowers (Orchids) 
and colour (purple) preferences are things 
that can add that extra element of care.  
He had never known the family before this 
point, but since that fateful day, they have 
become close friends. Shannon believes 
that Customer Relations is the linchpin on 
which his business is based.

Speaking on the nature of the business 
that Shannon is in, marketing is not the 
most tactful strategy to adopt in trying to 
keep a steady business. An undertaker 
leaving his business card at the hospital is 
in poor taste…”So, how does your 
business grow? I ask and “How do you 
recruit?”

“WOM,” says Shannon with conviction 
(Word of mouth), our business is not 
based off quick fixes and so WOM 
becomes our biggest ally making 
Customer Relations even more important. 
“We wouldn’t have been in business for 
130 years if we were looking for a quick 
fix”. Finding the right fit in a person, in the 
industry is something that needs to be 
approached with utmost care. “When you 
talk to a human being, you know whether 
they are empathetic,” says Shannon, who 
is notorious  for merely glancing at 
certificates as a formality, and throwing in 
‘red herring’ interview questions just to 
determine if the person is a right fit. 
“Within 5 questions I can generally figure 
things out, he says.  Shannon has a keen 
eye and an uncanny set of questions to 
suss out the ‘empathetic nature’ of a 
person, which is a major trait for someone 
in his line of business. “The crucial point is 
recruitment, that is when you know this 
individual will fit in, this individual has 
something to offer.”  

On the subject of maintaining Customer 
Relations and cascading this approach 
down the ranks to his staff, he has an
interesting approach…

” I don’t believe in large Team Meetings," 
he says, with a glint in his eye, “I believe in 
one-on-one meetings." He often has 
individual ‘sit-downs’ with a member of 
staff and coaches them on one aspect of 
their interaction with customers which 
needs development;  because a group 
meeting “is overwhelming for some 
people" - which could be counter
productive to development.  This guiding 
through the process makes customer 
service a “part of them," says Shannon. 
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On talking about challenges in providing excellent customer service…

Often grief brings out extreme emotions, hence customer service, in this instance, calls 
for decidedly more understanding; and the biggest challenge is not becoming 
COMPLACENT. “You keep seeing the same scenarios over; and over, and if you are five or 
ten years in the same job, you tend to get complacent. So, reminding our staff regularly 
that the customer is experiencing a great loss that takes getting used to, is something I 
do frequently. We need to show them the same respect and build that same relationship” 
every time.  At the end of the day, the person providing customer service and the person 
receiving customer service are “Human” says Shannon, “They have their emotions, they 
have their emotional baggage. You have to be willing to accept this; they are not robots."

“It’s all about being human; and in this industry, there is no better teacher to help you 
understand what being human is all about.”

And so ends the conversation leaving us with these poignant thoughts.
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Shannon Raymond
Shannon Raymond, qualified as one of the youngest embalmers in 
South East Asia, embalming with the Australian Institute of Embalmers, 
the course is including 3 years of medical college curriculum. He 
received the status of a Qualified Embalmer/Qualified Mortician, which 
is awarded by the British Institute of Embalmers and the Australian 
Institute of Embalmers. He further studied, carpentry, masonry, 
stone-engraving all by the time he reached 18.  He also has a 
diploma/degree in Performing Arts and has performed in both London 
and Australia. 

Rukshan Gunasekera
Rukshan Gunasekera possesses almost 25 Years of experience in 
the Insurance Brokering Industry and has been operating as the 
Specified/Principal Officer and Managing Director of ProCare 
Insurance Brokers [Pvt] Ltd since 2102, prior to which, he 
worked in the capacity of Director Marketing and Operations 
from 2002 to 2012. 

ProCare Insurance Brokers [Pvt] Ltd – Provides Insurance 
Services and Solutions in Underwriting, Claims Handling and
Risk Management to Corporate and Individual Clients under 
General and Life Insurance Categories as Insurance Brokers
and Consultants, which is Authorized by and Registered under the 
Insurance Regulatory Commission of Sri Lanka [IRCSL] – 
[formerly known as the Insurance Board of Sri Lanka [IBSL]] and 
operative since 4th of September 2002.

Shannon is now at the helm of a ccompany, established in 1885 by his 
great grandfather, owing to pure necessity. From there onwards there 
was an entire list of firsts for the company – this goes from the first 
motorized hearse in Asia to the youngest qualified mortician in the world 
in 1986.

https://www.facebook.com/afraymondltd/posts/1373431762689027:0
www.afraymond.com
https://www.facebook.com/afraymondltd

Rukshan pursued his education at Ananda College, graduating in the Commerce Stream. He 
represented the School First XI Cricket Team [1992/1995], and was awarded School Colours for 
Cricket.

Social Handles:
Linkedin.com/in/rukshan-gunasekera-b12012139
rukshan@procarebrokers.com   I    insurance@procarebrokers.com
0777/760720 / 0112/662310   I   94/1, Gothami Road, Colombo 08.
Facebook – Procare Insurance Brokers [Pvt] Ltd @ProcareIB
Instagram – Procare Insurance Brokers [Pvt] Ltd procare.insurance.brokers  
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1. The Best Service is No Service: How to Liberate Your
Customers from Customer Service, Keep Them Happy, and 
Control Costs. By Bill Price and David Jaffe.

Is the title of the book confusing? How can the best service 
be NO service? and how will that help keep your customers 
happy? In this groundbreaking book, Bill Price and David 
Jaffe state that customer service is only needed when the 
company does something wrong. Eliminating the need for 
service is the best way to ensure that your customers are 
satisfied. This book presents 7 principles to deliver the best 
service which will then ultimately lead to no service. 
Liberate your customers from customer service,  keep them 
happy and control costs with the help of this
game-changing book.

2. Be Our Guest: Perfecting the Art of Customer Service (the 
Disney Institute Leadership Series) By Walt Disney
Company, Michael D. Eisner and Theodore Kinni

Be our guest, be our guest, put our service to the test! Dis-
ney’s approach to customer service has proven to be excep-
tional! And so here are the Walt Disney Company, Michael D. 
Eisner and Theodore Kinni sharing strategies through which 
you can provide quality service to your
customers. 

3. Uncommon Service: How to Win by Putting Customers at 
the Core of Your Business by Frances Frei and Anne Morriss

Debunking the old rules on customer service, this book 
states that service must become a competitive weapon.  
Service must be knitted into every decision the company 
may make.  This book is bound to change your perspective 
on customer service. 

BOOK RECOMENDATIONS
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4. What Customers Crave: How to Create Relevant and
Memorable Experiences at Every Touch point By Nicholas J. 
Webb

Some of the best companies in the world give the custom-
ers what they desire, thereby, giving their customers a 
memorable experience. Do you know your customers well? 
Packed with tools and examples “What Customers Crave”  
will help you better engage with your customers. 

1. Meaningful micro-engagements: Jeannie Walters 

Jeannie Walters’ speech revolves around how a company 
can be human and personal in all of its interactions.  This is 
especially needed in customer support.  Walters says: “If we 
don’t think about these micro-interactions and moments in 
technology and engagements, these things can happen, the 
little things add up.”  Here is a link to enjoy the speech: 

https://www.youtube.com/watch?v=Y3qg6P3grWk

MOVIE RECOMENDATIONS

2. Customer (Dis)Service

JThis documentary unravels the number of questions 
regarding customer service. It is a one hour long documen-
tary produced by Mia Sheldon and Directed by Cynthia 
Banks.  Take a look at the trailer here.

https://www.youtube.com/watch?v=eh_it_U8D0M
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3. The Pursuit of Happyness 

This movie doesn’t seem to be only a motivational movie.  
Based on the true story of a stockbroker Richard Gardner, a 
close look at the tactics used by Richard can help in terms 
of developing skills for customer services. 

4. Freakonomics

Freakonomics is based on the bestselling book by journalist 
Stephen Dubner and economist Steven Levitt.  This movie 
portrays human behavior through a number of case studies. 
It explains what motivates us customers, consumers, 
bosses and colleagues.
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SNIPPETS
1. For every 10,000 companies that claim to offer “superior” 
customer experience, only 100 companies are actually
delivering it.  What makes certain companies great and how 
do they serve their customers? Find out more on:

2. Looking for a way to boost your customer satisfaction 
rates?  Understanding customer satisfaction psychology will 
help you reach the rates you’re seeking to reach.  Here are 
nine principles to understand customer service psychology. 
Enjoy! 

3. Discover statistics about the importance of keeping
customers happy. The impact of subpar customer services 
and much more.  To find out more interesting statistics and 
research click the link below. 

https://www.helpscout.com/helpu/exceptional-custom-
er-service-companies/

https://www.revechat.com/blog/customer-service-psycholo-
gy/

https://www.salesforce.com/blog/2013/08/customer-ser-
vice-stats.html
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4. Having great customer service will ensure that you will 
have loyal customers who will refer your business to friends, 
family and others.  This begins with the desire to really want 
to satisfy your customers. Here are a few tips on how to pro-
vide excellent customer service.

5. In this fast paced, rapidly changing world that we live in, 
customer service too is changing. Here are five ways in which 
customer service has changed and how we can adapt to those 
changes. 

https://www.thebalancesmb.com/providing-excellent-cus-
tomer-service-2951744

https://www.businessnewsdaily.com/7572-future-of-cus-
tomer-service.html
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