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1) Choose your specialist subject

2) Ask yourself ‘What are the 10

questions a buyer should ask

to ensure they purchase the

right product or service’

4) Choose your writing style:

narrative, Q&A or bullet point   

5) Provide 100-word answers to

those 10 questions and your

1,000-words feature is written.

6) Tune the number of questions

to suit the available space
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Kitting

gettIng to the heart
of cUStoMer SerVIce
You can have the best service on offer, but

without people that care, the service is nothing.

Colmworth's business development manager,

Kevin Belgrove, explains

When buyers demand service on price, delivery and quality, they

are asking for something that should come as standard, according

to Colmworth, however one key aspect is often overlooked: the

working relationship. This important yet overlooked aspect of

service is key in the day-to-day life of business. 

Colmworth understands this and aims to give the same high

level of service, whether processing single jobs or million pound

contracts. Here are eight points that highlight the impact of

quality people in a business.

1) Start at the top 

The director's attitude towards customer service determines

the quality of service that a company delivers. If a director

thinks customers

are a pain who

always want

something for

nothing, that

attitude will

permeate the

company and

service will be lousy.

2) Put the customer in control 

The best kind of customer service happens when management

enables employees to put the customer in control. This requires

two leaps of faith: first, that management trusts customers not

take advantage of the situation; second, that management trust

employees with this empowerment. 

3) take responsibility for your shortcomings 

This is likely to provide great customer service for two reasons:

first, it's acknowledged that it's the company's responsibility to

fix. Second, customers won't go through the aggravating

process of getting you to understand their issue.

4) don't point the finger 

This is the flip side of taking responsibility. Vendors often resort

to finger pointing, saying 'it’s not us it’s them.' Instead,

Colmworth figures out what the solution is, regardless of whose

fault the problem is and makes the customer happy.

5) don't finger the pointer 

Great customer service doesn’t shoot the messenger. It could

be a customer, an employee, or a supplier who's doing the

pointing. The goal is not to silence the messenger, but to fix the

problem that the messenger brought.

6) don't be paranoid 

One of the most common justifications for anti-service is:

“What if everyone did this?” Don't assume that the worst case

is going to be the common case. There will be outlier abusers,

yes, but generally people are reasonable.

7) hire the right kind of people

Customer interaction is not a job for everyone, but the right

customer service people derive great satisfaction by helping

people and solving problems. 

8) Under promise and over deliver

The key is to promise what we can deliver, as the goal is to

delight a customer. 
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Colmworth's Kevin Belgrove believes goodcustomer service comes from the top




