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THE NEXT LEVEL

The world is changing and 
so is the way we, as business 
owners, interact with our 
customers. Although technol-
ogy can open new avenues of 
communication and revenue, 
there is no way to truly re-
place one-on-one interaction 
and experiences. 

The other day I was drawn 
into a conversation with 
some co-workers. They were 
reminiscing about experi-
ences they had as children. 
Those childhood memories 
included special trips with 
their mothers to the tea room 

at the Crescent in Spokane. 
They were trading stories 
about how much fun they had 
dressing up and how it was 
such a fine and memorable 
experience. Most of us have 
had wonderful experiences 
that have shaped our lives. 
It’s no different with custom-
er service. You either experi-
ence a lovely interaction or 
you’re sorely disappointed. 
Customer service is an expe-
rience and those memories, 
good or bad, stay with us.

The power of the child-
hood tea room memories 

made me really think about 
the importance of customer 
service from the experien-
tial perspective. What do we 
have today that compares? 
Have we lost the value of the 
truly fine experience? Are 
we embracing mediocrity 
and expecting it to deliver us 
a disproportionate level of 
success? 

I strongly believe part 
of providing outstanding 
customer service involves 
providing a total experience. 
It is all the more important in 
this day and age when we are 
hyper-connected electroni-
cally but lacking in human 
connections. Our customers 

are also seeking out that per-
sonal interaction and want to 
be treated as individuals and 
not as a transaction. I believe 
it is worthwhile to stop and 
consider every aspect of 
what our customers or clients 
experience from the time 
they enter our place of busi-
ness to the time they walk 
out our door. Are they treated 
like a guest? What do they 
hear? Does our place of busi-
ness look clean and well-kept 
or does it look like we are 
hanging by a thread? What 
atmosphere does the lighting 
create? If appropriate, are 
they offered something to 
drink? Give me a cappuccino 
and you just gave me a rea-
son to browse for at least 20 
minutes whereas without it, I 
may grab what I need, make 
a lap around the aisles, and 
walk out the door. There are 
many low-cost measures we 
can take to provide the type 
of experience that makes our 
clients comfortable, secure 
in doing business with us and 
inclined to continue.

First we have to design a 
well-thought-out customer 
experience. The misconcep-
tion here is that designing 
such an experience is costly. 
Certainly there are many 
worthwhile investments we 
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your own blog, a community 
blog or on your Facebook or 
MySpace page.

Keep Everything 
Connected

Once you’ve created your 
page on Facebook, or estab-
lished your blog or Twitter 
account or other online pres-
ences, cross-promote your 
content so that the same mes-
sage is going out across every 
site. For example, Tweet 
about your blog post or send 
a link in a message to your 
LinkedIn group. Many social 
media tools can be integrated; 
you can display a Facebook 
badge or a Twitter widget on 
your blog or Web site.

Engage In The 
Conversation

An online conversation is 
taking place right now about 
your business, your indus-

try or issues affecting your 
community. Inject yourself 
and your opinions into the 
conversation by following 
opinion leaders on Twitter 
and social networking sites 
and commenting on blog 
posts. Whenever possible, 
include a link back to your 
content or Web site.

Engage With 
Customers

Your customers are talking 
about you online whether you 
like it or not: On their blogs, 
consumer-focused Web sites 
and on review sites such 
as Yelp, Yahoo! Local and 
CitySearch. While you can’t 
take control of the conversa-
tion, you can help steer it 
by listening, engaging with 
customers and working to 
resolve any problems.

For more advice you can 
trust on running a small busi-
ness, visit www.bbb.org.

Doering is the charity re-
view and grants coordinator 
for the BBB serving Washing-
ton, northern Idaho and Mon-
tana. She may be contacted 
at hdoering@spokane.bbb.org 
or at (800) 356-1007.


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Where Your Image Is Everything

• Shirts
• Caps
• Jackets

• Linens
• Towels
• And More

Let us show you the Royal 
difference with the Valley’s 

most state of the art and 
innovative equipment.

302 Thain Rd., Ste A, Lewiston
208-746-0448

herb@royal1.net
www.royal1.net

EMBROIDERY – SCREENPRINTING
Direct to Garment Printing
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can make in the workplace 
to create an outstanding 
experience, but many of the 
elements that make or break 
the customer experience 
are simply a matter of time, 
thoughtfulness and imagina-
tion. Interestingly, some of 
the most delightful experi-
ences I have ever enjoyed in 
a customer service setting 
were created with very little 
expense to the business 
owner. I fondly remember a 
Valentine’s Day dinner at a 
local restaurant. To our sur-
prise when we arrived, the 
path into the restaurant and 
the linen-covered table tops 
were sprinkled with rose pet-
als, a simple bud vase with 
a rose was placed on each 
table and they were offering 
a special valentine-themed 
cocktail. The point here 
is the entire concept and 
experience was created with 
minimal investment from the 
business, and the experience 
had maximum impact on the 
customers. I took friends 
there the next weekend and 
raved on and on to people 
about how great it was.

Secondly, we have to 
deliver that experience. We 
have to execute this well-
thought-out plan and follow 
through on delivering that 
experience to our customers 
consistently. We have to have 
employees in place who are 
well trained, empowered and 
believe in the importance of 
delivering this exceptional 
experience, one that exceeds 
our customers’ expectations. 
This is a key way to retain 
customers, build customer 
loyalty and create custom-
ers who will advocate for the 
growth of our business.

Thirdly, we want to come 
up with systems and proce-
dures that enable us to de-

liver exceptional experience 
to our customers over and 
over again. Our businesses 
have to be dynamic and not 
stagnant in our operations. 

We must constantly be 
obtaining and responding 
to customer feedback and 
adjusting accordingly, adapt-
ing to meet their needs. In 
the day of tight budgets an 
intense competition, it is not 
enough that we deliver an 
exceptional experience once; 
we must prove to our cus-
tomer over and over again 
they have made the right 
choice in doing business with 
us.

I challenge all of us to 
consider the overall experi-
ence from the customer’s 
perspective. What do they 
experience from the moment 
they drive up to the time they 
walk out your door? If you 
truly want your business to 
succeed, it’s important to 
design, develop and deliver 
a customer-focused experi-
ence. When you aspire to 
over-deliver and exceed your 
customers’ expectations, 
your customers will remem-
ber the overall experience 
of doing business with you. 
Your business will reap the 
benefits and you’ll see the 
results. Businesses that 
uphold the tradition of excel-
lence in service not only 
stand apart from the masses, 
they earn customer loyalty 
and outshine their competi-
tors, which translates into 
increased revenue. Creating 
total customer experiences 
is another key strategy to 
continued growth and pros-
perity.

Johnston-Gingrich has 
been a business owner in 
the Lewis-Clark Valley for 15 
years. She works as an inde-
pendent trainer and consul-
tant and is an adjunct faculty 
member with Lewis-Clark 
State College’s business divi-
sion. She may be contacted at 
www.rjitac.com.


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Q: How and what can we 
do to strengthen or grow 
our business in these dif-
ficult economic times?
A: Needless to say, 2009 

was a challenging economic 
year for our nation, busi-
nesses and the men and 
women who, through their 
labors, create the products 
and services of our country. 
A nation’s economic and 
social welfare depends not 
only upon the employment 
of its population, but in 
compensating, benefiting 
and caring for our work 
force. Sustainability of 
our families, communities 
and nation depends on the 
capacity, competency and 
commitments of our work 
force, business leaders and 
national political and eco-
nomic leaders. Minimum-
wage jobs, no benefits and 
waning job security com-
promise economic sustain-
ability. 

There are no panaceas or 
formulas to build and sus-
tain profitability. However, 
successful industry leaders 
who use key business prac-
tices enhance probabilities 
of profitability. Innovation, 
creativity and employee 
empowerment are vital fac-

tors for building economic 
viability in this decade. Not 
only must leaders exercise 
these dynamics with preci-
sion, they must consistently 
and systemically connect 
these practices. 

Building a viable busi-
ness can feel tantamount to 
building the Great Pyra-
mids.

Any great endeavor must 
begin with principled, 
passionate and purposeful 
strategic leadership. Effec-
tive leaders communicate 
desired values, beliefs 
and vision in every effort, 
shaping their culture into a 
performance powerhouse.

Work force is key to 
successful businesses

COMMENTARY
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Interlink Volunteers - Faith in Action
Happy New Year!

We encourage your resolutions to help a 
neighbor in 2010. Opportunities are listed weekly 

on The Monday List.
www.interlinkvoluntees.clearwire.net

Thank you for your kind consideration.
God bless you. 

Ray Rosch, Exec. Dir.  509-751-9143
817A 6th Street, Clarkston, WA 99403-2002

interlink@clearwire.net


