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erhaps  you've noticed  chat
CLELOLETS ane beciuning

increasingly hostle. Case in
point was the highly publicized incident
where a patron in & fast food restaurant
became 5o enmped thas he attecked
the nestaurant EANARET. The custoenes
spilled his coffee on his breakfase and
when the manager refused to replace
the meal, the ensuing arpument led o
vielence that ended with the cuseoenes
being arrested.

[t seems in our fast-paced freneric
wiorld customers gre now moce tited,
rusbred, stressed and downright fed
up. That's why in my customer service
seminars both managers snd front-line
employess frequently ask me how fo
handie e proverbial customer from
hell. Here are five dos and don'ms for
calming cranky customers.

1. Do consider the big plclure
Don't focus on the ﬂnure transaclion
The fast food fisticuff could have
b mvariched if thee restaurant manager
[]'Ir_'l.li.'l.' yel the I'n.:q::ul-|i|:|-e I=IIL|III:,J'|'EH]
would have LJ:.EI:lfull.:.' JEFII‘.'IIL‘L'IJ the
patron’s meal for free. The incremental
cost t0 the restaurant would have
beer neaminal, and the |-.:-1_.':|]I:'!.' ancd
subsequent  remurn on  IVesEMEent
would have been substancial. Inscead,

the manager teck the low read and
{l =1 “"fl im th '} '\ql‘ i |J'- r‘hr'- rI'IF1.I 111"' Thﬂ
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Customers from Hell
Five dos and dont’s
for calming cranky customers

By Jaff Mowntr

When a customer has a problem and you need the

pertinent details, ask

the four Ws: who, what,

where and when. But avoid asking why.

1. Do acknowledge feelings
Don't say "calm down™ ever

{am vou think of a single example in
the history of the workd when relling
somehody to “calm down” did anyching
other then make things womse! Me
neither. It never appropriare woell
sommeone how they should feel. On the
contrary, you'll improve dheir demean-
our by validating their feelings with
empathic starements like, "That sounds
[rustrating.”

3. Do ask the four Ws
nm.rT lﬁh uma

W ke a custoner b a P ihlesi and
you feed the pertinent deeails, ask the

is that someone wes inept. Imagine
asking a customer, “Why didn't you
read the inscructions! This is not
constructive and  just makes chings
WITSE-

4. Do apologize for foul-ups
Don't over exploin

Chrerthe 2 vearsthat 'vewricten and
delivered customized customer service
seminars, 've discovered chat the main
Feasch  customers  become  beeleared
is simple — the organization broke &
promise; onie that was either t_":trll'l:‘ﬂ'h.‘-:l
or implied. Telling a customer, "I\ call
you back,” then neglecting to do so is
called Iring, If we nommally completes a



