The following is a written version of the online training all work-study applicants must complete prior to applying for a work-study position at San Juan College.  The actual training can be accessed through the work-study section of the SJC Financial Aid Office webpage.  Copies of this version are also located in respective supervisor and student handbooks. 

Customer Service the SJC Way


INTRODUCTION

Thank you for your interest in becoming a student-worker at San Juan College.  To ensure that all employees under the student-worker programs are aware of basic customer service expectations we require all potential student-workers to complete the online training session on customer service when applying for a work-study position.

Below is the written version of the customer service training provided online.  Please feel free to reference this section of the handbook if you need a refresher in any segment. 



WHAT IS CUSTOMER SERVICE THE SJC WAY?

Customer service the SJC way is all about QUALITY SERVICE.  It is SJC employees who demonstrate high levels of motivation, enthusiasm, skill and knowledge when serving their customers because they understand that each customer is an individual who had unique needs that must be satisfied.  SJC employees implement the SJC way of customer service by working hard to meet, and whenever possible, exceed their customer’s needs.


WHY DO WE CARE ABOUT CUSTOMER SERVICE?

The best colleges understand that students have many choices in addition to their own from which to obtain their education.  By addressing our customers’ needs, we help ensure that the college is providing a quality educational product, service and experience to our customers.  In addition, great customer service helps the college build a loyal customer base both now and for the future.  It is our belief, that our commitment to quality customer service, encourages every employee in every department to work together to ensure the SJC experience is effective, efficient, satisfying and meaningful for every student, parent, staff, faculty and community member.  For these reasons we care about customer service.




WHO ARE OUR CUSTOMERS?


	· Students
	· Community member

	· Spouses of students
	· Spouses of community members

	· Children of students
	· Children of community members

	· Parents and grandparents of students
	· Parents and grandparents of community members

	· Alumni
	· Administrators

	· Spouses of alumni
	· Spouses of administrators

	· Children of alumni
	· Children of administrators

	· Parents and grandparents of alumni

	· Parents and grandparents of administrators

	· Staff

	· Organizations that hire graduates

	· Spouses of staff

	· Organizations that  buy or provide goods and services to SJC

	· Children of staff
	

	· Parents and grandparents of staff
	· Local government representatives

	· Faculty
	· State government representatives

	· Spouses of faculty
	· Federal government representatives

	· Children of faculty
	· You

	· Parents and grandparents of faculty
	




Get the idea?  Everybody is, or potentially is, a customer of the college.  The effect of consistently good customer service over time builds a strong and loyal customer base.  The effect of poor customer service just one time can do irreparable damage to the customer relationship.  Keeping in mind that everyone you deal with is a customer, makes your job easier.  You don’t have to decide who deserves your best, because EVERYONE DESERVES YOUR BEST!!


WHAT DO CUSTOMERS WANT?

Every customer has two basic kinds of needs, to be treated with decency and respect (personal needs) and to have their service / information / product needs (practical needs) fulfilled.  How well you satisfy both kinds of needs shapes your customers’ perceptions of the service you provide.  To satisfy your customers, you must meet or exceed both personal AND practical needs.   

Personal needs
Customers want to feel good about the way you serve them.  They want to feel as if you care about them.  They want to feel confident in your ability to meet their needs.  They do not want to feel ignored or embarrassed or as if they are an interruption to you.  The way customers feel about the service you have provided address the customers basic personal needs. 

Basic personal needs include:

· Feeling valued, respected, important, and special
· Knowing they are heard, understood, and cared about
· Being involved in processes and decisions that affect them

Practical needs
Customers initially come to your department for a variety of reasons.  For example, they want to take a class, earn a degree, check out the campus, utilize the students services area, take the Accuplacer, apply for graduation, talk to someone about financial aid, or get information on nutrition and healthy living.  SJC provides services that can enhance someone’s life, encourage the pursuit of goals toward a career, and expand their mind.  When you efficiently and effectively determine what customers want you to provide, and take appropriate actions to supply it to them, you satisfy their practical needs.
	
Practical needs include:

· Having a problem solved
· Getting information or having a question answered
· Obtaining a product or service
· Getting assistance in performing a task



KEY PRINCIPALS INVOLVED IN PROVIDING EXCELLENT CUSTOMER SERVICE

One thing that helps customers decide between similar products and services is the way they are treated.  When you make customers feel good about doing business with you and your department, they are more likely to return.  Providing services that meet or exceed the customers’ basic personal needs is what it is all about.

The three key principals for meeting or exceeding your customers’ basic personal needs are:
1. Maintain or enhance self-esteem
2. Listen and respond with empathy

Maintain and enhance self-esteem

“Maintaining and enhancing self-esteem,” means helping people feel good about themselves.  Customers feel valued when they are treated with respect.  Because customers are the reason SJC exists, you will want to give every indication that what they say and do is important to you. Customers who feel valued are more likely to continue to be loyal, satisfied customers.

To maintain or enhance self-esteem, it is important for you to:

· Use the customer’s name
· Show your appreciation for the customer
· Compliment when appropriate. (Be specific and sincere when complimenting or acknowledging.)
· Choose words carefully to avoid damaging the customer’s self-esteem.

Examples of maintaining or enhancing self-esteem include:

“That’s a good question to ask, Mr. Smith, the registration process at SJC can be complicated.  I am here to help answer any questions you may have and get your registered for the right classes.”

“Thank you for pointing out the difficulty you had in getting into the correct class.  I appreciate you taking the time to tell me there was a problem, and I assure you I will look into this right away.”

Maintaining or enhancing self-esteem is NOT:

· Offering false flattery
· Sounding insincere
· Providing compliments only to get what you want
· Building one person’s ego at the cost of another’s
· Avoiding the customer
· Over using the customer’s name



ACTIVE LISTENING AND RESPONDING WITH EMPATHY

“Active listening and responding with empathy” means demonstrating to your customers that you understand and care about what they say.  The purpose is to show customers that their feelings are important to you.  Do not assume that customers know you understand their concerns.  Express your understanding- show them you understand. 

To listen and respond with empathy, it is important that you:

· Listen actively for the FACTS of the situation.  Do not interrupt.
· Listen and watch for signs of how the customer is FEELING.
· Respond in a way that shows you understand both the FACTS of the situation the customer described and how he or she FEELS about it.

Examples of listening and responding with empathy include:

· “I can hear that you’re frustrated (feeling) about this problem.  You’ve been inconvenienced by the delay in publishing the spring schedule (fact).”
· “I’m glad to hear you are enjoying the new class schedule that we worked on together (fact).  Have a great semester (feeling).”

Always acknowledge both the facts and feelings that customers express to you.  If you acknowledge only one, customers will think you do not fully understand them.  When customers express negative emotions or describe problems, it is critical for you to demonstrate that you have understood.  Once customers believe you understand them, it is easier to focus their energy on working with you to resolve their issue.

Active listening and responding with empathy is NOT:

Pitying or patronizing
Necessarily agreeing with the person
Simply saying, “I understand” (especially when you really don’t)
Repeating the customer’s remarks word-for-word



NONVERBAL CUES: TRUE FEELINGS SHINE THROUGH

Have you ever felt uncomfortable when someone said, “Have a nice day” without making eye contact?  Did you ever feel unwelcome when someone said, “I can help you here,” without smiling at you?  Do you ever think service providers are insincere when they rush through and / or mumble the phrase, “Thank you for your business?”  If you answered “yes” to any of these questions, you were reacting to nonverbal communication.

Types of nonverbal communication

Although the words you use to communicate are very important, a message is also conveyed by your:

· Facial expression
· Posture and how close you are to the other person
· Voice tone, pitch, volume, speed
· Eye contact

When these nonverbal cues conflict with what you are saying, people will believe the nonverbal message. Studies have shown that over 90% of communication is nonverbal.  The shrug, the turned away eyes, and the frown – these are all nonverbal indicators of your TRUE feelings – regardless of the words you use.

Being aware of your own nonverbal communication style and fine-tuning it to match your words is very important.  This will help you:

· Understand how the customer perceives your nonverbal cues.
· Identify when nonverbal communication doesn’t match the verbal message.
· Become aware of your nonverbal habits on the phone and in face-to-face interactions.
· Identify how you can adjust your nonverbal communication to increase your effective on the job.

Tips for enhancing nonverbal skills

As you work on your nonverbal skills, consider these points:

1. Smiling usually makes people feel good. Customers can tell when you’re smiling even on the phone.  Be careful when and how you smile when talking with a customer who is upset or is making a complaint; the customer then could see your smile as a condescending smirk.
2. If you would like customers to perceive you as confident, speak at an even pace, in a moderate volume, and with a lower pitch.
3. Eye contact is extremely important.  If you don’t make eye contact with your customer, that person may be suspect of your motives or think you are being insincere.
4. Vary your rate of speech depending on the situation.  In routing situations, an even, moderate pace is good.  Matching the customer’s pace works well too.  If the customer speaks slowly or speaks a native language different from your own, you might need to speak more slowly.



INVOLVE THE CUSTOMER

To involve the customer means to share the appropriate information with customers and get them to participate in decisions and actions which affect them.  Customers want to have a say in what’s happening to them.  They dislike feeling ‘processed’ or ‘handled.’  By involving customers, when appropriate, you let them know that you value their thoughts and ideas, that you are their partner, and that you are willing to do whatever it takes to meet and exceed their expectations. 

When involving the customer, it is important to:

· Ask the customer for his or her preference.
· Share important details or information about the situation.
· Make the customer aware of options.
· Ask for ideas, even when you have a good solution.
· Explain what you are doing or going to do (especially over the phone).
· Avoid telling or demanding.

Examples of involving the customer are:

· Which days of the week are best for you to see the early admissions advisor?  Do you prefer a morning or an afternoon appointment?  I am going to put you on hold for a minute to check what is available.
· I understand that you are looking for information on the Health and Human Performance Center and when the kickboxing classes are being offered.  If you will hold I will transfer you to HHPC where they will give you the information you need.  Let me give you the phone number for the HHPC in case we get disconnected.

Involving the customer is not:

· Asking for input from the customer on everything.
· Asking for input you don’t intend to use.
· Seeking input on meaningless issues just to appear to be involving.
· Overexploiting or giving too much detail.
· Sharing inappropriate or personal information.
· Complaining to the customer about anything, especially work-related issues.



SERVICE STEPS

To satisfy a customer’s practical needs, you must efficiently and effectively determine what they want you to provide then take appropriate action to supply it.  You should never pass a customer off to another employee or department without properly assessing your ability to help.  Below is a 4-step process called the Service Steps, which can assist you in determining your ability to help a customer.

Step 1:  Acknowledge the person
It is simple but important to greet customers as soon as they call or walk near you.  A good rule to follow is the 5/10 rule.  When you are 10 feet away from someone, you make eye contact.  When you are 5 feet away, you should acknowledge the person by greeting them.  For example, when you answer the phone, say “good morning, SJC Admissions and Records Office, then is Jane.  How may I help you?”  This common courtesy is often missing in our everyday encounters with internal and external customers.  As part of your greeting it is a good idea to tell the customer your name.

Step 2:  Clarify the Situation
Before you can satisfy a customer’s practical needs, you must find out what those needs are.  Be careful not to assume what a customer needs.  Ask open-ended questions and do not put a customer on the defensive.  Open-ended questions typically start with a “W” (what can I do for you) or “H.”  (how may I help you).   Paraphrasing back to the customer can also help to clarify issues. 

Step 3:  Meet or Exceed the Need
Once you know what the customer needs, you can begin to meet, and hopefully exceed, that need.  Always try to give the customer a little more than what they expect.  That extra effort can, and usually does, pay off handsomely in the way of loyal customers.

Step 4:  Confirm Satisfaction
You need to check to see that you met the customer’s needs before they leave your department or hang up the phone.  Ask confirming questions such as, “what else can I help you with today?” Or, offer additional assistance such as “Once again, my name is Jane.  Please don’t hesitate to call me if you would like instructions on filling out those forms.”  This demonstrates commitment to qualify on your part and shows the customer that you, your department, and SJC stand behind its products and services.



TAKE INITIATIVE TO MEET AND EXCEED THE CUSTOMER’S EXPECTATIONS


Example One
Arriving late one night, a hotel guest who had an important meeting the next morning realized he’d forgotten to pack a tie.  The clerk at the front desk offered to lend the guest his tie.  After the clerk’s shift was over for the evening, he delivered the tie to the guest’s room.

Example Two
A diner quietly asked the hostess if a secluded booth was available because he planned to propose to his girlfriend during dinner.  Not only was the couple seated in a secluded area, but the server also placed a single rose in the vase on their table after the proposal had been accepted. 

Example Three
A student wanted help with her English paper that was due the next day.  She was new to the campus, as her classes were on all online.  Not only did the SJC employee write down the name and number to the Student Success Center with hours of operation on it, but she also walked her to the SSC tutoring lab and introduced her to the tutor.

These stories express the commitment and response that service providers extend to go beyond customer expectations to truly delight their customers.

	Typically, a service provider’s job means reacting to customer’s needs.  What can distinguish great service from good service is a proactive approach.  In other words, taking initiative.

· Prepare by learning all you can about SJC (services provided, degrees offered, building locations, etc.) and about customer’s needs.  Customers appreciate having questions answered promptly and accurately.  Also, know who to ask for help and responsibilities of the various departments within SJC.
· Explore what you can do to exceed expectations even when the customer is satisfied.  Also, consider what you can do for the customer when you can’t do what they want.  Both cases require that you understand how much authority or empowerment you have in a particular situation, and when you need to ask a supervisor for assistance.
· Follow through on customer feedback by alerting other SJC employees and supervisors to suggestions, complaints, or compliments you’ve received on behalf of the customer.

Top five phrases that anger customers:

1. “You’ll have to come back later when someone is here to help you.”
2. “I’m not allowed to do that.”
3. “That’s not my job.”
4. “That’s our policy, sorry.”
5. “I don’t know.”


TAKING THE HEAT


Taking the HEAT is an effective method for dealing with unsatisfied customers.  It provides you with an opportunity to address the customer’s personal needs (feelings) as well as his / her practical needs (facts).

1. Hear them out:
More often than not, an unsatisfied customer wants someone to hear him / her out completely and without interruption or excuses.  You can show that you are listening by:

· Nodding
· Taking notes
· Maintaining eye contact
· Asking open-ended questions

Encourage an angry customer to talk it all out.  Do not pass an angry person off to another person or department if possible.  If you cannot calm down the angry customer, get your supervisor.  Explain to your supervisor, in detail, what has transpired, so the supervisor can have the context of the situation in order to assist the customer in the best possible light.

2. Empathize:
After being heard, the customer wants to know that you understand and care about his / her situation.  For example, “I can understand why you are so frustrated by not being able to sign up for the English 111 class without first taking the Accuplacer.”

3. Apologize:
The customer wants to hear that you (SJC) are sorry for whatever took place.  You can apologize without taking the blame.  For example:

· “I’m sorry this upset you.”
· “I’m sorry you weren’t treated fairly.”

But, be careful not to apologize too much.  Doing so might make you or SJC appear incompetent.  When apologizing, be sincere and specific. 

4. Take Responsibility for Action:
This is called the “so what” stage.  So, now that you know I’m upset, what are you willing to do about it?  This means clarifying whatever unmet needs the customer still has, and then taking action to personally make sure those needs are satisfied.

Right to refuse service
If a SJC customer’s actions are deemed inappropriate toward the student worker, the student worker should terminate the interaction immediately and notify a supervisor as soon as possible (with a follow-up in writing).  In addition, if you see a co-worker in a situation that may require assistance or support, please contact a supervisor immediately.  Behaviors that should be communicated to a supervisor include, but are not limited to the following:

Rudeness, including loud and offensive language.
Unreasonable demands which do not adhere to the SJC guidelines for customer service.
Being under the influence of controlled substances or alcohol.
Threatening or erratic behavior.



PHONE ETIQUETTE

Part of doing business means doing business over the phone.  Because the phone is such and important instrument in our daily business listed below are some helpful hints and proven phone techniques that will help to make your phone conversations more effective. 

Creating a good first impression:

· Try to answer the phone on the second ring.  Answering a phone too fast can catch the caller off guard and waiting too long can make the caller angry.
· Answer with a friendly greeting.  (Example – “Good afternoon, SJC Admissions and Records, Jane speaking.  How may I help you?”)
· Smile- it shows, even through the phone lines!
· Ask the caller for their name, even if their name is not necessary for the call.  This shows you have taken an interest in them.  Make sure that if you ask for their name, that you use it.
· Speak clearly and slowly.  Never talk with anything in your mouth.  This includes gum.
· Lower your voice if you normally speak loud.

Putting callers on hold:
When putting a caller on hold, always ask permission.  If they ask why, provide them with the answer.  Examples: “Would you mind holding while I get your file?” or “Can you hold briefly while I see if Mrs. Smith is available.”
When taking a caller off hold, always thank them for holding.

Transferring a caller:
1. If the caller needs to speak to another person or department, please transfer the caller directly to the desired person’s extension.  This will save the caller from having to explain his / her requests another time, and it will cut the number of time the caller needs to be transferred.
2. When transferring a caller, tell them who you are transferring them to.


Taking Phone Messages:
When taking a phone message for someone, always be sure to include the following information:

Caller’s name and company name if applicable
Time and date of call
What the call is regarding
Obtain a phone number that is best to return the call to

Last Impressions:
Before hanging up, be sure that you have answered all the caller’s questions
Always end with a pleasantry: “Have a nice day” or “It was nice speaking with you”
Let the caller hang up first.  This shows the caller that you weren’t in a hurry to get off the phone with them

CUSTOMER SERVICE SUMMARY – COMMUNICATION IS KEY

Your ability to satisfy customers’ practical needs is what brings them to you.  Your ability to satisfy customers’ basic needs is a key factor in bringing them back.  Certainly, you need to provide and relay the services that SJC has available efficiently and effectively, but it’s equally important that customers feel good about interacting with you.  Remember, when a customer has a good experience, they tell five people and when they have a bad experience, they tell 50 or more people.

When you effectively use customer service techniques to satisfy personal needs, you make your customers feel good about doing business with you, your department and SJC.  When you do this consistently, you help to build positive relationships with your customers.  You encourage them to do business with you, and only you, rather than with your competitors who provide similar services and products.

Keep in mind that opportunities to use good customer service techniques come without warning and pass quickly.  They are vulnerable tools for building loyal, positive customer relationships, which enhance the success of your customers, you and SJC.

