
Customer Service is a Marketing Activity  

There is a sense among many companies that customer service is a separate and 
distinct function from their overall marketing effort. This is an extremely narrow view. The 
role of customer service is to create an ongoing relationship with consumers through 
displays of appreciation and accommodation. This builds loyalty, drives positive word of 
mouth, and creates a competitive advantage. 

In recent years the standards and quality of customer services have improved. Much of 
this improvement is thought to stem from Total Quality programs that were adopted 
during the 1980’s and 1990’s, and because, in the final analysis, customer service 
programs work. They attract customers, and are essential to retaining customers. And 
that’s what it is all about. 

While excellent customer service programs can be structured and implemented 
differently, all need to take into account some facts of customer behavior that need to be 
addressed and accounted for. These include: 

• Most Customers Won’t Tell You What They Think of Your Service – which puts 
the pressure on you to measure customer experience. You need to engage your 
customers as often as possible, using surveys, toll free numbers, consumer 
advisory boards, spot checks and other tactics to bring customer attitudes 
regarding your service levels to your attention. 

• Excellent Service Means Solving Problems Quickly – service is more than 
minimizing problems, it is the anticipation of where problems may arise and the 
existence of contingencies for addressing those problems quickly. You need to 
empower your staff so that, at that moment of truth when a problem arises, they 
are able to go that extra mile and resolve the issue in a hassle free manner.  

• Service Expectations are Related to Need – you must structure your service 
response to be needs oriented because the expectation of service varies as 
needs do.  

• It’s All in the Attitude – most customers will ultimately view their encounter with 
your customer service employee based on his or her attitude during the 
exchange. The customer needs to be made to feel important and appreciated, 
and most importantly, outside the problem in the sense that they cannot be made 
to feel like they are part of the problem. All these dynamics are functions of the 
attitude of the customer service rep and how he or she approaches both the 
problem and the customer.  

With an understanding of the core fundamentals of good customer service, you can 
begin to construct (or reconstruct) your customer service department. There are six 
building blocks you will need to master in order to achieve superior customer service. 
They are: 

1. Support Your Customer Reps – support your employees who are interacting with 
customers. This is delivered by giving them the accurate information they need to serve 
the customer immediately. It is enhanced by providing direct guidelines for problem 
resolution and empowering employees to meet certain service standards when 
circumstances bring them outside the set of scenarios anticipated. 



2. Consider Your Customers – focus on the dimensions of service that your customers 
are most inclined to feel are important. You gain an understanding through interaction 
with your customers and the dynamics will vary from industry to industry (such as rapid 
parts replacement in some sectors, or fast delivery in others). Once you understand your 
customer expectations, dedicate the resources needed to meet those demands 
consistently. 
 
3. Manage Like You Mean It – management needs to set the tone for excellent customer 
service by setting standards, policies, incentives, and most importantly, a personal 
example. Make sure your employees see you listening to customers and taking steps to 
respond to their needs. While you’re at it, listen to your employees too, making sure they 
sense your commitment by the way you interact with them. 

4. Set Up Systems for Measuring Performance – make sure to measure what really 
counts, which is the end result – did the customer walk away completely satisfied? Will 
that customer be returning? Is this a customer that would recommend your company to 
someone? So the measurement is not on the number of phone calls handled, or how 
many complaints were fielded. The measurement is what level of customer satisfaction 
was achieved. 

5. Select Your Reps Carefully – people are the essence of your service effort. You need 
to choose your customer service reps very carefully and make sure that they are pre-
disposed to helping others and working through problems. Then you need to train them 
appropriately so they understand process, procedures, scenarios, their authority and all 
other aspects of the customer encounter.  

6. Commit to Your Employees – as mentioned, you need to empower your employees so 
that they feel the freedom to satisfy the needs of every customer. You need to also make 
them feel secure and protected so that every effort on their part, within the parameters 
set by management, will be viewed as an all out effort at obtaining customer satisfaction.  

The smooth operation of an excellent customer service department can be a key 
element of your successful marketing plan, helping you to hold on to customers you get 
and helping to drive new customers as word of your commitment and service levels 
spread. To think that customer service is a function outside your marketing effort is to 
minimize customer service, but worse, place your marketing at a disadvantage. So build 
that customer service division to treat your customers as if they were the most important 
thing to your business. Because they are. 

 


