Chapter 3 – POSITIVE VERBAL COMMUNICATION

Chapter 3 focuses on the verbal communication skills needed to be successful in a customer service environment and in life. Throughout the chapter, students are asked to analyze their current skill levels and to think of new ways to implement the strategies outlined in the text.
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Lesson Notes

Instructor Note 3-1:

Show PowerPoint 3-1 – Positive Verbal Communication

Begin the session by having students complete the Customer Service Skills Assessment and then discuss what they learned about themselves. Tie in their findings to the fact that the first step in changing behavior is to become aware of the need to change. Next, they must want to do so. After learning how to change, they need to immediately start practicing the new behaviors effectively. Remind them that it takes approximately 21-30 days to start to see the results of their practice and that even after that time they should continue to hone their skills.

The following are specific instructional strategies and notes related to Chapter 3 – Positive Verbal Communication  that you can use to facilitate the class.

QUOTE

You may want to point out the opening chapter quote and relate it to the chapter topic.

From the frontline

The purpose of these interviews before each chapter in PART II – SKILLS FOR SUCCESS section of the book is to let students hear from people who provide customer service to internal and/or external customers every day. You can use the service provider’s responses to have a dialog or simply move on to the text content.
Instructor Note 3-2: Show PowerPoint 3-2- Lesson Objectives and discuss the chapter objectives and how you plan to cover the material. If you will use speakers or supplemental materials (e.g. handout material or video) or conduct other activities not covered in the text, you may want to provide a quick overview.

Learning Objectives

(
Help ensure positive customer interactions in your workplace.

(
Recognize the elements of an effective two-way interpersonal communication.

(
Project a professional customer service image.

· Avoid language that could send a negative message and harm the customer 


relationship.

(
Provide feedback effectively.

· Deal assertively with others.

Quick ( Preview ANSWERS
Instructor Note 3-3:  Have students take the Quick ( quiz, then go over their answers and tie into chapter content.

Quick Preview Answers:

1.
False

2.
True

3.
False

4.
True

5.
True

6.
False

7.
False

8.
False

9.
False

10.
False

11.
True

12.
False

THE IMPORTANCE OF EFFECTIVE COMMUNICATION

Instructor Note 3-4:
Show PowerPoint 3-3- Importantce of Effective Communication

Stress the fact that frontline employees have the power to make or break an organization through their actions or inactions. This is why they should continually strive for communication skill improvement and to project a positive image to internal and external customers. 

Many people have difficulty asking for feedback on how well they communicate although this can provide an excellent source of information. Encourage students to ask those who know them best to provide feedback in situations where they communicate either well or poorly. In instances where they learn of deficit areas, they should educate themselves and then practice new skills in order to improve.

ENSURING TWO-WAY COMMUNICATION

Customer service providers must ensure that effective communication occurs with customers. It is the service provider who must often take the initiative to make sure interactions with customers are successful. As they go through the text they will learn many strategies for accomplishing that. 

Instructor Note 3-5:
Refer to Figure 3-1 – Interpersonal Communication Model and use PowerPoint 3-4 – Interpersonal Communication Model (1) to spend some time discussing each element of the Communication Model. Stress examples for each element:  

Environment is work setting or where the conversation/interaction is taking place

Sender is the person initiating the conversation.

Receiver is the listener who receives the sender's message.

Message is what the sender is trying to communicate to the receiver.

Channel is the conduit by which a message is delivered. Part of encoding is deciding the best channel for communication in an effort to ensure clear message delivery and noise avoidance.

Instructor Note 3-6: Show PowerPoint 3-5 – Interpersonal Communication Model (2) and continue discussing the elements of the Interpersonal Communication Model on page 64.

Encoding involves analyzing the receiver's capabilities (e.g. language, physical/mental abilities, education/knowledge level), the environment, available channels and many other factors in an effort to ensure the message is sent in the right way and format to aid comprehension by the receiver.

Decoding is the process whereby the receiver receives, analyzes and translates message meaning into a format that he or she is comfortable with and understands so that an appropriate response might be given.

Feedback is one of the most crucial elements of two-way communication since the verbal and nonverbal messages sent by the receiver to the sender let's both know that the correct message was received.

Filters are a combination of factors that make up who you are. They are based on a lifetime of learning, preferences and experiences and definitely affect the way a message is received and interpreted.

Noise originates internally and externally and can interfere with message reception and processing.

AVOIDING NEGATIVE COMMUNICATION

Instructor Note 3-7: Show PowerPoint 3-6 – Avoiding Negative Communication
The focus of effective communication with customers should be what a service provider can do, not what they cannot do, for the customer. Vague language such as “I’ll try,” “I think,” “Maybe,” or “I’m not sure” can quickly escalate customer interactions into confrontations. Such confrontations can lead to disgruntled customers who complain to management and tell others with whom they come into contact about their experience.

Stress to students that as service providers their language should focus on getting information or resolving issues quickly for customers.

Another negative language pitfall that service providers sometimes fall into relates to the use of “global” language. This is the generalization or lumping of people or events into a single category. Some common global terms or phrases to discuss with students are (list these on a dry erase/chalkboard or flip chart page):

Always




Never

Everyone




Everything

All the time




All

Every







Have students add others to this list and then generate a list of alternatives. Some possible alternatives are:

Often





Frequently

Many





Some of the time

Some





From time to time

Lots of people




Occasionally

Instructor Note 3-8:  Lead a discussion on additional words and phrases that send negative messages and can lead to customer relationship breakdown. Use Figure 3-2, Words or Phrases That Damage Customer Relationships, as a basis for the discussion and elicit other examples from students. Following a brief discussion explaining the reason for avoiding such language, have students individually complete Worksheet 3-1, Correcting Negative Communication (http://www.mhhe.com/lucas05), and then share them with the entire class.

COMMUNICATING POSITIVELY

Word choice can either win customers over or turn them off.

Instructor Note 3-9:  Use Figure 3-3, Words and Phrases That Build Relationships, to lead a discussion on words and phrases that send positive messages and lead to stronger relationship building. 

Instructor Note 3-10: Have students use Worksheet 3-2 -Positive Language (http://www.mhee.com/lucas05), to individually list additional words and phrases to those in Figure 3-3 -Words and Phrases That Build Relationships. Elicit their ideas and as a class develop a flip charted listing of additions.

You may also want to assign Work It Out 3-1 – Analyzing Your Verbal Communication Skills as an out of class activity and have students report the results at your next class session.

Following the activity debrief, use PowerPoint 3-7 - Communicating Positively (1) to discuss strategies for communicating positively. As you cover each point, share personal examples and solicit others from students.

Plan your messages

Stress the need to know what you want to say when dealing with customers and what should be avoided. Being prepared to answer questions about products and services is crucial.

Greet customers warmly and sincerely

Use a sincere greeting, smile and make customers feel welcome whether face to face or over the telephone.

Instructor Note 3-11:  

ASK: How do you feel when a service provider greets you in a friendly manner? How about when they do not?
You may want to spend some time discussing student responses to these questions and then ask them why they feel that way? Tie their responses into typical customer reactions under similar situations.

Use eye contact effectively

Talk about the importance of making eye contact (no longer than 3-5 seconds at a time) to project a positive impression. Explain that different cultures view the issue of what is appropriate, related to eye contact, differently. This issue will be explored in Chapter 8.

Listen carefully and respond appropriately

In customer service, listening is typically the primary tool for gathering customer information, especially for Call Center Representatives. Spend a bit time examining the concept of listening attitudes and stressing the need to listen effectively. Tell students that they will explore listening in depth in Chapter 5.

Be specific

Providing specific details is important to prevent misunderstandings and ensure clear communication.

Instructor Note 3-12: Use PowerPoint 3-8 - Communicating Positively(2)to continue discussing ways to communicate positively.

Use positive “I” or “we” messages

Use of language that is positive and assertive goes a long way to reassure a customer and project a positive customer service image. Use examples from the book and elicit others from students.

Use “small talk”

Encourage students to get on a personal level with customers without becoming overly familiar. Some techniques providers can do to accomplish this are to listen openly, look for things in common, compliment the customer, and relate to something personal about himself or herself.

Instructor Note 3-13: 

ASK:
Have you seen service providers who seem to have difficulty with “small talk” while waiting for a credit card to be processed or for a computer screen to change? Why do you think this occurs? What can you do to ensure that you do not have these problems when providing service?

Emphasize the need to make customers feel comfortable during any service transaction. Discuss ways to make this possible.

One possibility is to reassure customers verbally and non-verbally that you are handling their issue or needs. Being open and receptive to their comments, listening, offering the refreshments and a seat (if appropriate and possible), or any other general courtesy behavior can assist. Elicit other examples from students.

Use simple language

Stress the need to use common terms that customers can understand. Avoid jargon and multi-syllable, and technical terms.

Paraphrase

Paraphrasing is a good technique to ensure that the listener has correctly understood the intended sender’s message. To do this, repeat the message received back to the customer using his or her own words. Some examples are:

“So if I understood you correctly....”

“Let me make sure I’m clear on your situation. You said.... Is that correct?”

Ask positively phrased questions

Rephrasing “Why” questions can help. Review some of the examples given in the text and ask for others from students.

Instructor Note 3-14: Have students call out childhood examples of things they heard from parents or adults which are similar to things they do not like to hear as adults. Relate these examples to the customer environment, if possible.

Continue your discussion of negatively phrased questions by stressing that wording of sentences can be a problem too. Questions starting with negative words (e.g. “don’t or wouldn’t) can lead to negative reactions from customers, especially if they are already upset. Review examples in the book and solicit others.

Instructor Note 3-15:  

ASK:
How do you feel when someone asks you a question in a way that makes it seem as if they are ignoring your views and trying to lead you to a particular decision?

Emphasize how we sometimes create problems through our communication style. Solicit examples from students of experiences that they have had in dealing with customer service providers who tried to sway them through negative leading questions. 

Communicate to your customer’s learning style

Three types of learning are visual, auditory, and kinesthetic. Discuss the value of providing in a manner that no matter what the customer’s preferred style is, they can get what they need from the service provider’s message. Refer to Figure 3-4 as you discuss this section.

Instructor Note 3-16: Refer to Figure 3-4 – Personal Learning Orientations and do a quick "show of hands" survey of your students’ learning orientations. Lead a brief discussion on how the knowledge of customer orientations can assist in providing better service (e.g. giving visual as well as verbal information or instructions or allowing customers  an opportunity to try a product themselves after a demonstration).

Use PowerPoint 3-9 - Communicating Positively (3) to continue discussing ways to communicate positively.

Ask permission

Stress the need to keep customers informed and get their permission before taking an action involving the customer.

Instructor Note 3-17:

ASK: Have you ever had a service provider answer with something like “ABC Corporation, please hold” and then put you on old so that you got to listen to music or advertisements for several minutes? How did you feel as a customer? What did you think of that company and its representative?

 Lead a discussion on the impact of failing to get permission before taking an action with a customer (e.g. frustration and anger for customer, appearance of being rude and inconsiderate for the customer).

Agree with customers

Discuss this concept as a defusing technique. Pull examples from the text and ask students for others in which this concept has been effective (either by them or another service provider).

Elicit customer feedback and participation

By including customers in the discussion or decision-making of an issue involving them, a service provider can generate rapport and subconsciously can result in a feeling of partnership. Once such a level is reached, customers are less likely to attack and more likely to be agreeable.

Close the transaction professionally

Ending a customer transaction in a manner in which the customer feels good about the service provider and himself or herself is crucial. Offering a sincere “thank you” can be done in a number of ways. Discuss various pros and cons of thinking about transaction endings face to face and over the telephone. Solicit ideas from students and discuss them.

Address Pet Peeves

Talk about Pet Peeves (hot buttons) that people have and the importance of knowing what one’s pet peeves are. For example, some people cannot stand it when someone is talking on the phone and chewing or eating something. Others may not like it when someone fails to make eye contact when talking or touches when talking. Ask students for a list of their pet peeves and flip chart these for discussion. Encourage them not to do these things when dealing with customers since they might potentially irritating or alienating customers.

Instructor Note 3-18: Have students spend some time completing the Work It Out 3-2– Identifying Pet Peeves activity. Elicit some examples that they discussed and flip chart these. Follow this with a discussion of some of the implications of not being aware of personal pet peeves and avoiding behaviors that can irritate or cause problems for others.

Instructor Note 3-19:   Have students use Worksheet 3-3, Looking for Positive Experiences (http://www.mhhe.com/lucas05), as an out-of-class activity. You may even want to take a field trip to a local mall as a class meeting, then discuss what they observed at the end of a specified time period.

Following this discussion use PowerPoint 3-10, Project a Positive Image, to guide discussion of strategies for projecting a positive image.

PROJECTING A POSITIVE IMAGE

Knowing what to say and when to say it in a customer service environment can often determine the outcome of a customer encounter. Often, it is not only what you say, but how you say it that makes an impression on your customers. As a customer service professional, you should always attempt to make a positive impression by focusing on the customer and his or her needs during your initial and all subsequent contacts. This effort benefits you and the customer immediately and the organization in the long term.

Here are some tips for projecting a positive image and communicating professionally.

- Make customers feel welcome

- Make customers feel as if they are welcome and belong is an important part of successful customer interactions. Discuss some of the ideas in the text for accomplishing this concept and then ask students for other examples.

Insturctor Note 3-20:  

ASK: Have you experienced efforts by a service provider to make you feel welcome or special after you bought or leased a product or service? If so, how did it make you feel? If not, how do you think you might have felt if you received such treatment?

Ask for examples of situations where, as customers, students have felt welcome or special following a customer service interaction. Ask them to describe specific service provider behaviors that helped make them feel welcome.

Lead a discussion in which you and the students identify specific examples of companies that have gone out of their way to make their customers feel special. Talk about the impact from a word of mouth publicity and public image standpoint. Also, point out that most of these efforts are relatively inexpensive yet yield huge returns in good will.

Focus on the customer as a person

Stress the importance of letting customers know that you not only appreciate their business but also recognize them as an individual. Talk about strategies for making this happen with customers.

Instructor Note 3-21: Divide the class into equal groups and have each group 

develop a list on three opening and three closing statements that could be used with 

customers. Give them approximately 10 minutes to accomplish this, then regroup the 

class and compare answers. Encourage them to use a variety of these when they are 

serving customers in their own workplaces.

Offer assistance

Customers typically appreciate when a service provider shows a willingness to assist, 

even if it is obviously not part of the provider’s normal job. Solicit examples of here 

students have done something as a service provider that assisted a customer or where, as 

customers, a provider did so for them.

Be prepared

Having knowledge of the organization, products, services, and their job sends a powerful 

message about a service provider. Talk about this concept and solicit examples.

Provide factual information

Customers do not typically like speculation or guesses. When providing information, it should be accurate and current.

Be helpful

Service providers should go out of their way to be helpful and satisfy customer needs.

Accept responsibility

By taking responsibility for what they do or say, service providers can show that they are sincere and trustworthy. 

Instructor Note 3-22:  Solicit examples of ways that  service provider can “take responsibility.”

Take appropriate action

Service providers should take whatever action necessary and possible to satisfy customers. If something requested by a customer cannot be done, the provider should explain why and offer an alternative, if one is available.

Instructor Note 3-23:  Have students complete the Work It Out 3.3 – Feeling Special activity, then discuss as a group.

PROVIDING FEEDBACK

Feedback is a crucial element of two-way communication. Feedback can be verbally or nonverbally transmitted. Based on the type and amount of feedback a customer interaction can be either positive or negative.

Instructor Note 3-24:  Have students review Figure 3-5- Guidelines for Providing Positive Feedback, then solicit and flip chart additional tips to add to the list.

Use PowerPoint 3-11–Providing Feedback to review the different guidelines.

Verbal feedback

Before sending verbal messages, the background and abilities of the customer must be considered. Review the perception checking technique shown in the text and discuss possible implications of using or failing to use it.

Instructor Note 3-25: 

Ask: How do you envision the perception checking technique described in the text 

being used in a customer service environment? 

You may want to have students pair up and role play the technique. Emphasize that 

clarifying nonverbal cues are essential to prevent misunderstandings. Solicit specific 

examples of situations where this technique might be helpful.

Nonverbal Feedback

· Body language

The ways a person sits, stands, gestures, positions his/her body, and uses facial expressions.

· Actions

Taking action or failing to do so sends powerful unspoken messages.

· Appearances

Physical appearance, dress, and work area condition can send actual or perceived messages about professionalism and attitude.

Instructor Note 3-26:  Have students complete the photo Work It Out 3-4 - Perceptions are Reality activity, then lead a discussion on their reaction to each photo by showing PowerPoint Slides 3-12 to 3-19. Make any observations on patterns or trends that your see. For example, do all people from 18-25 see the picture of one person differently from those students over the age of 25?

Instructor Note 3-27: Have students form groups of three and use Work It Out 3-5 – Improving Feedback Skills to practice their feedback skills. Following the activity, spend some time asking the questions of the class and solicit random examples of results to each.

DEALING ASSERTIVELY WITH CUSTOMERS

Talk about behaviors that project an assertive image. Provide examples of each and solicit others from students. Also, discuss how some people are more assertive than others based on behavior (discussed in more detail in Chapter 6).

Instructor Note 3-28: Lead a discussion on how to communicate assertively. Ask for other examples of assertive and nonassertive behavior. (Refer to Figure 3-6, Nonassertive and Assertive Behaviors, for examples). Show PowerPoint Slides 3-20 and 3-21 – Nonassertive Language and Actions as discussion points. 

You may also want to go onto the Internet or visit a library to get some additional information on assertiveness. Additionally, you may want to have students list examples of “customer service” jobs/positions that require more assertiveness and less assertiveness. 

Instructor Note 3-29 
Have students pair up with a partner and complete the Work It Out 3-5 – Improving Feedback Skills activity. Discuss as a class.

ASSERTIVE VERSUS AGGRESSIVE BEHAVIOR

Define the two terms (assertiveness and aggressiveness) and explain the difference. Also, explore why it is important to appear assertive in dealing with customers, but not aggressive. 

Elicit student examples of assertive and aggressive service provider behavior that they have witnessed.

Use the sample conversations in the text to explain the difference between the two types of behavior. 

Instructor Note 3-30: Use PowerPoint 3-21 –Assertive Language and Actions to lead a review of assertive behavior from text content.

Providing Assertive Service

Projecting an assertive image can send a message of confidence and competence. Some of the behaviors that send such an image are:

Instructor Note 3-31: Use PowerPoint 3-22 – Providing Assertive Service to lead a review of assertive behavior from text content.

· Facial expressions
· Voice
· Posture
· Gestures
· Eye contact
Instructor Note 3-32: Lead a discussion on non-aggressive behavior, emphasizing the techniques outlined in this chapter. Solicit additional examples of ways students can provide assertive service.

Responding to Conflict

Conflict should be viewed as neither positive nor negative. Instead, it is an opportunity to identify differences that may need to be addressed when dealing with your internal and external customers. It is not unusual for you to experience conflict when dealing with someone else. In fact it is normal and beneficial as long as you stay focused on the issue rather than personalizing and internalizing the conflict. When you focus on the individual, or vice versa, conflict can escalate and can ultimately do irreparable damage to the relationship. 

Instructor Note 3-33:

Talk about the fact that conflict should be viewed as an opportunity to identify and address differences and issues. Use PowerPoint Slide 3-23 – Five Forms of Conflict to  discuss the five forms of conflict:

Between individuals - An example might be that a service provider and a supervisor or another employee disagrees on the way a customer situation should be handled.

Between an individual and a group – A service provider disagrees about a new customer procedure created by his or her work team.

Between an individual and an organization - A dissatisfied customer feels that an organization is not providing quality products or services.

Between organizational groups – A service provider’s department has goals (e.g. the way customer orders are processed or call handling procedure) that create additional requirements or responsibilities for members of another department.

Between organizations - An organization is targeting the same customers to sell a new product similar to one that an affiliate organization markets to that group.

Causes of Conflict

There are many causes of conflict. The following are some common ones.

Instructor Note 3-34: 

Use PowerPoint 3-24 - Causes of Conflict (1) to examine the causes of conflict outlined in the text and add personal examples. Some typical causes include:

· Conflicting values and beliefs

These sometime create situations in which the perceptions of an issue or its impact vary. Since values and beliefs have been learned over long periods of time and are often taken personally at face value, individuals get very defensive when their foundations are challenged. For example, you might have been taught that it is ethically and morally wrong to lie to a customer, yet your supervisor tells you that it’s okay to tell a little white lie (slight exaggeration) to explain a missed delivery.

· Personal style differences

Each person is different and requires special consideration and a unique approach 

in interactions. For example, your supervisor has a high D style, is much focused, 

and typically wants to know only the bottom line in any conversation. You have a

high E style and find it difficult to share information without providing a lot of details in a highly emotional fashion. When the two of you speak, this can lead to conflict unless one or both of you is willing to adapt your communication style.

· Differing perceptions

People often witness or view an incident or issue differently. This can cause disagreement, frustration and a multitude of other emotional feelings. For example, another employee (Sue) tells you that she is upset because a deadline was missed due to another employee (Fred) not effectively managing his time. Fred later commented to you that your supervisor pulled him off the project in question in order for Fred to work on another assignment. This resulted in his missing the original assignment deadline and a perception by the Sue that he could not manage time.

Instructor Note 3-35:  Use PowerPoint 3-25 - Causes of Conflict (2 ) to continue the discussion of Causes of Conflict

· Inadequate or poor communication

Any time there is inadequate communication, the chance for conflict escalates.  For example, an angry coworker (Leonard) confides to you that he forgot to tell customer about limitations on your organizations return policy. As a result, when the customer brought a product back, another coworker had to deal with a frustrated and angry customer.

· Contrary expectations

When one party expects something not provided by another, conflict 

will likely result. For example, your company offers a 90 day parts only warranty 

on equipment that you sell, however, when it breaks down within that period, the 

customer expects free service also. If that expectation is not met, you have to deal

with conflict and the customer is potentially dissatisfied.

· Inadequate communication

People generally like to know what to expect and do not want a lot of surprises 

from their supervisor. When they get mixed signals due to inconsistency, frustration and conflict could result. For example, your supervisor told the entire service staff that in the future, each employee would have an opportunity to earn bonuses based on how many customers they could convince to upgrade their membership in the organization. You believe that you have sold the most for the month, yet when you point this out to your supervisor, he tells you that the bonus only applies if you have high sales for two months in a row.

· Goals that are out of sync

Frustration and resentment can result from misaligned efforts. For example, you 

have been working as a service technician for over a year and have learned that, 

on average, it takes about an hour and a half to install a new telephone line. Your 

supervisor regularly counsels you because you do not accomplish the feat within 

the goal of one hour.

· Opposition over shared resources

When two people or groups vie for the same resources, conflict usually results. 

For example, all monies for employee training are lumped into a central training 

budget in your organization. You have been requesting to go to a customer service 

training skills program for the past six months, however, you are told that there is 

only enough money to train people from the technical staff to learn new computer

 software.

· Outcomes dependent on others

Whenever you have two or more people, departments or organizations working 

jointly toward goal attainment, the potential for conflict exists. For example, your 

department receives customer orders over the telephone, and then forwards them 

to the fulfillment department for processing and order shipment. If the fulfillment

process breaks down, a customer has your name and number, so they typically 

contact you. If they are unhappy, it is you who has to placate them and spend time 

resolving the conflict.

· Misuse of power

Resentment, frustration and retaliation often result when employees believe 

that their supervisor is abusing their authority or power. For example, you 

overhear your supervisor telling an attractive employee that unless certain sexual 

favors are granted, she will not receive a desired promotion.

Guidelines for Effective Conflict Management

Instructor Note 3-36: 

Use PowerPoint 3-26 –Effective Conflict Management Guidelines to discuss the strategies that can be effective for managing conflict in the workplace. 

· Stay calm

You cannot be part of the solution if you become part of the problem. If you are 

one of the factors contributing to the conflict, consider getting an objective third 

party to arbitrate; possibly a coworker or your supervisor.

· Be proactive in avoiding conflict

As a customer service representative for your organization, you must try to 

recognize the personalities of those with whom you come into contact daily. If you 

are dealing with coworkers or peers, try to identify their capabilities and the 

environments most conducive to their effectiveness. If you are interacting with a 

customer, use verbal and non-verbal techniques discussed in earlier chapters to 

help determine their needs. Approach each person in a fashion that can lead to 

win-win situations; do not set yourself and others up for conflict or failure.

· Keep an open mind

Be cautious to avoid letting your own values or beliefs influence your objectivity when working toward conflict identification and resolution. As you will read later, this can cause damage to your long-term relationship(s).

· Identify and confront underlying issues immediately

Because of the emotional issues often involved in dealing with problem situations, few people enjoy dealing with conflict; however, if you fail to acknowledge and confront issues as soon as they become known, tensions may escalate.

· Clarify communication

Ensure that you elicit information on the causes of the conflict and provide the 

clear, detailed feedback necessary to resolve the issue. This effort can sometimes 

test your patience and communication skills, but is a necessary step in the 

resolution process.

· Stress cooperation rather than competition

One of your roles as a service provider is to ensure that you work towards common goals with your coworkers, supervisor, and customers. When one person succeeds at the expense of another's failure, you have not done your job. Encourage and develop teamwork and cooperation when dealing with others.

· Focus resolution efforts on the issues

Do not get caught up in or allow finger pointing, name-calling, or accusations. Keep all efforts and discussions directed toward identifying and resolving the real issue(s). Stay away from criticizing or blaming others.

· Follow established procedures for handling conflict

It is easier to implement a process already in place than to have to quickly come up with one. That is why most customer service organizations have set customer complaint handling procedures.
VIDEO – Smith/Blackwell Investments  9 minutes 51 seconds

Introduce Video

Have student take out a piece of paper and prepare to take notes based on what they see. They should note verbal and nonverbal interactions between characters, what worked, and what did not work from a service perspective.

Characters: Female office manager (Susan Sallinger)/Male IT Representative (Jason Powell) 

Scenario: Office manager has problems with her computer system and called the IT supervisor for help.  Jason, the IT Support Representative, was sent to determine and fix the problem.

Show Video (Stop after the dialog and before Jason does a synopsis of what he thinks went well or not so well.

 Debrief Video Scenario:

What was going on in this scenario?

Based on what you know, was the office manager justified in her reaction? Why or why not?

What did the IT Representative do to handle the situation that was effective?

What did the IT Representative do that was ineffective?

What could the IT Representative have done differently to improve the service outcome? 

What did the Office manager do that influenced the service outcome?

What other observations do you have about the situation?

How can you use this scenario to improve your own service delivery?

Show Jason’s Summary of the Scenario

Discuss any additional student thoughts or reactions.

Salvaging Relationships Following Conflict

Managing conflict involves more than just resolving the disagreement. If you fail to address the emotional and psychological needs of those involved, you may find the conflict returning and/or severe damage to the relationship may occur.

Depending on the severity of the conflict and how it was handled at each step of the resolution process, it may be impossible to go back to the point in the relationship that you were in before the disagreement. The key to reducing this possibility is to identify and address conflicting issues as early as possible. The longer an issue remains unresolved, the more damage it can cause. Whenever possible, apply one or more of the following strategies to help protect and salvage the relationship(s) between you and your coworkers, supervisor and customers.

Instructor Note 3-37: 

Use PowerPoint 3-27 - Salvaging Relationships Following Conflict to discuss the importance of maintaining the relationship even though conflict has occurred. Talk about some strategies for doing this:

· Reaffirm the value of the relationship

You cannot assume that others feel the same as you or understand your intent 

unless you communicate it. Tell them how much you value your relationship. This 

is especially important when dealing with customers. Recall the statistics from 

Chapter 1 about how many people a dissatisfied customer might tell about their

experience and the damage it can do to the organization.

· Demonstrate commitment

You must verbalize and demonstrate your desire to continue or strengthen your relationship. The way to do this with customers through service recovery will be addressed in detail in Chapter 13.

· Be realistic

Because of behavioral styles, it is difficult for some people to "forgive and forget." You have to systematically help restore their trust. It can take a while to accomplish this, but the effort is well worth it.

· Remain flexible

A solid relationship involves the ability to give and take. It is especially crucial that you and the other people involved make concessions following conflict.

· Keep communication open

One of the biggest causes of conflict and destroyed relationships is poor communication. Remember from Chapters 3-6 the importance of communicating openly and regularly.

· Gain commitment

You cannot do it all by yourself. Get a commitment to work toward reconciliation 

from any other person(s) involved in the conflict.

· Monitor progress

Do not assume because the conflict was resolved that it will remain that way. Deep seated issues often resurface, especially when commitment was not obtained. With customers, be sure to do the follow-up that you have read about in earlier chapters.

Instructor Note 3-38:

Refer to Figure 3.7 – Conflict Resolution Styles and discuss how different people approach conflict. Remind students that cultural and behavioral style differences, along with many other personal factors often influence the way people deal with conflict. As you discuss each style, ask for a show of hands from students who have that particular style. Ask them what challenges their approach sometimes has during conflict situations? Also, ask how their preferred approach might impact service to their customers?


Conflict Resolution Styles

· Avoidance is a totally uncooperative and unassertive way of dealing with conflict. When using this approach, you ignore the conflict; often in the hope that it will simply go away. Generally, this does not work and the issue may resurface again, only with more emotion attached. There are times when this strategy might be appropriate, such as the timing for a discussion is not appropriate or emotions have escalated to a point where physical danger is imminent. In either situation it might be p0rudent to postpone dealing with a person or issue. Generally, the avoidance approach has a lose-lose outcome in which no one gets what they need or want.

· Compromise is a partial resolution and is between assertiveness and cooperativeness. When compromising occurs, both parties give and take in order to resolve a situation. You might consider such a strategy when power or controlling a situation is not important to either party, when trying to just get past an issue, or when it is in the best interest of both parties to maintain the relationship Typically; compromise ends up with a win/lose-win/lose result. 

· Competition focuses on a dominance mindset in which someone comes out the winner. High D personality style people often take this approach to resolving conflict situations. If you choose this approach to dealing with someone who disagrees with you, you likely focus on your success above that of the customer and the organization. This approach is a win-lose strategy in which you win at the expense of your customer’s loss and can lead to escalated emotions and ultimately a lost customer.

· Accommodation happens when you and your organization takes an approach to dealing with customer conflict that allows the customer to win the outcome. This might be appropriate if you value the relationship (e.g. a long-time customer who spends a lot of money with your organization) or if what the customer wants is really inconsequential compared to what might happen if you do not grant their wish (e.g. the customer wants you to pay overnight shipping for an item because it was out of stock when ordered and they need it for a special event). This can create challenges if not done correctly because some customers might come to expect similar concessions each time something goes wrong in the future. In the extreme, this approach is a lose-win strategy and ends up with you and your organization giving in and “losing” while the customer gains everything desired.

· Collaboration results in the only true win-win outcome for both parties. When collaborating, you and your customer actively try to see the other person’s perspective and come to a mutual agreement. For this option to work, trust is crucial. It is a good strategy to try to bring out and resolve lingering issues and to creatively solve a problem. Collaboration is both cooperative and assertive in its approach.

CHAPTER Summary

Instructor Note 3-39: Spend approximately 5-10 minutes reviewing key concepts of the chapter. Start by having students review the objectives at the front of the chapter and then discuss specific items covered to highlight and accomplish those objectives. You may want to go back through the PowerPoint slides one more time and quickly make a few brief comments related to each item.

SERVICE IN ACTION – FEDEX

Instructor Note 3-40: 
Discuss the success of FedEx and how the organization has positioned itself to effectively be an industry leader. Tie into their global reach, partnerships and number of yearly customer transactions and tie into the need for effective communication to manage this process. You may want to get additional information about the company off the Internet to bring to class.

KEY TERMS AND CONCEPTS

Instructor Note 3-41:
Use the key terms and concepts at the end of the chapter as a review vehicle, if desired. This might be in the form of a verbal quiz in which you ask students randomly to define the terms or describe the concepts.

CHAPTER REVIEW QUESTIONS

Instructor Note 3-42:


Have students answer the Chapter Review questions, then review their answers as a group.

Possible Answers to Chapter Review Questions

1. What are some things you can do as a customer service professional to project a positive image to the customer?   Plan your message; great customers warmly and openly; use eye contact effectively; listen carefully and respond appropriately; be specific; use “I” and “we” messages; use small talk; and use simple language.

2. What element(s) of the Interpersonal Communication Model do you feel to be most important in a customer service environment? Explain. Student answers will vary.

3. What are some strategies to avoid words or phrases that will negatively impact the relationship with your customer? Choose words carefully; tell what can be done, not what cannot be done; don’t use vague or weak terminology; avoid global terms; and don’t verbally “point fingers.”

4. What are some of the tips outlined in this chapter for ensuring effective customer interactions? Communicate positively; understand and use elements of the two-way communications model; project a positive image; avoid negative 


language; provide feedback effectively; and communicate assertively 

5. What is feedback? A key element of the two-way communication model and a response to messages that you receive as a listener.

6. How can verbal feedback impact customer encounters? By using the positive 


communication techniques discussed in Chapter 3 and using terms that 


customers can understand communication can be delivered effectively. 

7. What are examples of non-verbal feedback and how can they impact customer interactions? Body language, actions/inactions and appearances are powerful nonverbal messages. If the messages communicated are positive, understanding and enhanced customer relations can result. On the other hand, if they are perceived negatively, the relationship could break down.

8. List at least five for providing positive feedback. (1)When appropriate, send feedback immediately (2) Communicate clearly and concisely (3) remain objective and unemotional (4) Ensure feedback is accurate (5) Use verbal and nonverbal messages that are in congruence (6) Verify customer meaning before giving feedback (7) ensure feedback is appropriate to the customer’s original message (8) avoid overly critical feedback or negative language and (10) do not provide feedback if it could damage the customer-provider relationship.

9. In addition to the techniques and language suggested in this chapter, what else can you do to strengthen communication and positively influence customer relations? Student answers will vary

10.
What can you do to assertively communicate with customers without appearing aggressive? Sound confident and self-assured, remain unemotional, calm and self-assured, smile and appear approachable, stand/sit erect; not rigid, gesture openly, and maintain eye contact.
SEARCH IT OUT

Instructor Note 3-43: As an out-of-class assignment, have students complete the Search It Out activity and bring their results to the next scheduled class for discussion.
COLLABORATIVE LEARNING ACTIVITY

Instructor Note 3-44:  Divide students into teams and have them complete the Collaborative Learning Activity. Have them take notes as they debrief one another after each scenario. After approximately 40-60 minutes (depending on group sizes and number of students), bring the class together and discuss what they learned.

FACE TO FACE

Instructor Note 3-45: Divide students into equal sized groups, have them read the Face to Face scenario, then discuss and answer questions at the end. After 30 minutes, bring the class together to discuss their views.

Possible Answers to Face to Face

1. Since you don't have a relationship with Sylvia, what will you do to get off to a solid start during your visit? Since there is no one answer when dealing with


 people, you might try several things here. After small talk, you should ask 


directly if there are any concerns about the current arrangement and what 


you can do to better serve Brickman’s. If she indicates possible changes, try 


suggesting a period of time before she makes any decision in which she can 


“experience” working with you and your organization. You might even offer 


different pricing or discounts where possible and appropriate.

2. How should you approach Sylvia verbally and nonverbally? Be open, friendly and follow her lead. Use small talk, ask nonthreatening open-ended questions, and communicate assertively. You should offer examples of successful projects that you have completed for Brickman’s in the past.

3. What strategies, discussed in this chapter, can you use to find out where you and LKM stand in Sylvia's mind? Similar to #2 
PLANNING TO SERVE

Instructor Note 3-46:
Have students work individually or in groups to complete the Planning to Serve activity.
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