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Seven steps to keeping your customer satisfied, by Dennis Reid 

A little effort goes 
along way

We all have certain shops or restaurants 
that we like to frequent because of the 
service we receive from the people that 

work there. The waitress at the local coffee shop 
who calls you by name and knows exactly what 
you mean when you say: “The usual, Alice.” The 
assistant at the dry cleaners who knows exactly 
how you like your clothes cleaned and pressed and 
makes sure that they are done that way every time, 
on time.

There is no substitute for good customer 
service. After all, that’s really what you’re selling. 
Someone else will always have a better location, a 
larger selection of cameras and accessories and at 
better prices. Excellent customer service is what 
will put more money in your pocket.

Here are seven customer service points that, 
through the years, have proved to be effective 
in ensuring that your customers feel relaxed and 
comfortable with you and your store. Try them. 
Dare to be different.

1 Customers love power

There is a certain feeling of power that customers 
have when they are walking into a shop. They 
ARE the customer and therefore feel that they 
are in charge. Over the years, they have become 
accustomed to the old adage ‘the customer is 
always right.’ Although they are not always right, 
we certainly need them more than they need us. 
Let them be right even when they are obnoxious, 
rude, loud and pushing every single one of your hot 
buttons.
Want revenge? Let them be right, then sell them 
about twice the amount of merchandise they came 
in to buy. It’s better to be wrong and rich, than right 
and poor!

2 Never interrupt your customers

People think and feel they’re important... and they 
are! If you interrupt your customer, you are saying 
to them that they aren’t important. Wait your turn, 
and you are more likely to make the sale. Try 
wrapping a plaster around your finger so tight that 
it hurts just to remind yourself to shut up and let 
the customer talk.

3 When your customers are talking, 
they’re buying

The average person speaks at a rate of 125 to 

150 words per minute. You are physically capable 
of hearing upwards of 1000 words per minute. 
So, when someone is talking to you at 150 words 
per minute, what do you do with the other 850 
words left over? You probably get distracted and 
concentration becomes very difficult. Take on the 
burden of listening more than talking and you will 
have a more involved customer. Research shows 
that when customers are talking, they are, in a 
sense, buying. It’s when they are quiet that you’re 
in trouble.

4 Conversations should be two-way

Have you ever tried to get into a conversation with 
a customer who finds talking an almost impossible 
thing to do? Quality questions have always driven 
a fine presentation. Your ability to ask specific 
questions to draw answers from your customer is 
essential. When all else fails, the easiest way to 
get a customer to start talking is to close the sale. 
This sounds ridiculous, but no matter where you 
are in the conversation, this puts the burden on the 
customer to tell you how they feel about your offer 
to sell them the item.

5 Stay in control

Left to their own devices, customers will run you 
around the store causing all sorts of confusion, 
most of the time resulting in a ‘No sale’. Control 
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Customer service

can be maintained in any sales 
presentation if the following things are in 
place:

• A total understanding of the selling 
process
• People knowledge
• Product knowledge
• Complete knowledge of what 
you have in stock and where it is

Winging it is the problem. When 
you wing it you have a very 
difficult time controlling the sale, 
and making your customers feel 
comfortable enough to buy.

6 Certainty is the key

The amateur wonders if customers are 
going to buy. The professional knows 
they are going to buy, it’s only a matter 
of what and how much. Certainty comes 
from the accumulation of knowledge and 
experience. People who choose to shop 
with you have a conscious or even a 

subconscious desire to own what you are 
selling. So, unless you have a crystal ball, 
assume everyone is going to buy and start 
your journey into finding out what it is.

7 Sell with enthusiasm…

whether you love it or hate it. Selling mer­
chandise you like is certainly easier than 
selling anything you dislike. You may like 
a certain brand of camera and never want 
to show alternative brands, or you may 
be bored by the same old stock and only 
want to show what’s new.
But, what matters is what the customer 
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wants, not what you like or think is best. 
The moment, the second, you can sell 
the merchandise that you personally 
dislike with as much enthusiasm as 
the merchandise you love, that is the 

moment you can begin to 
call yourself a professional. 
Listen to your customers 
and show enthusiasm while 
you help them select the 
items that they want or need.

Retail selling today is 
remarkably different from 
how it was in the past. 
With more and tougher 
competition, consumers 

have a much greater choice of where they 
shop and, more importantly, where they 
shop more than once.

Start using the customer service points 
in this article. You can set yourself apart 
from your competition and build a loyal 
customer base—you just have to dare to 
be different!


