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monday morning  
motivations 

In early  2007  ideas & inspira-
tions will introduce a weekly 

customer service success 
idea.   

Each Monday we will help you 
start your week with a short 
dynamic message that will 
inspire you to focus on one 
aspect of your customer  
service.  Print it – review each 
day – and it will get your mind 
stimulated to look for ways to 
implement real customer  
service improvements.   

Registration details will  

appear in next months ideas & 
inspirations. 

FIVE KEYS TO NETWORKING  

Networking and "word of mouth" together 

are seven times more likely to bring in busi-

ness than all forms of traditional advertising 

and direct mail combined.   

How does it work? More importantly, how 

can you make it work for your business? Here 

are five tips to get you started. 

1. Select a few key associations or or-

ganizations and participate actively. Go to 

meetings as often as possible, work on one or 

two committees. Your goal: to be the first per-

son everyone remembers and suggests when 

others ask, "Do you know anyone who…." 

2. Get to events early and plan to stay 

late. You can't meet and talk to people while a 

meeting is in progress. Be sure you circulate. 

If you spend too much time with any one per-

son, you can't meet others. You also prevent 

the person you've attached yourself to from 

circulating, and they may resent it. If walking 

away from a person or group makes you feel 

awkward, have a few exit strategies ready to 

use. "Excuse me, I really need another cup of 

coffee" works well for early morning meetings. 

3. Greet people you've met in the past. 

Ask how projects they are working on are go-

ing, mention news articles you've seen about 

them, and congratulate them on any recent 

successes they've had. Sales grow out of re-

lationships, and this is a good way to establish 

relationships with key contacts and prospects. 

Be sincere, though. If you're not, you'll be writ-

ten off as an opportunist. 

4. Follow up on leads. All the leads in the 

world are worthless if you don't follow. Make 

that phone call or send the information you 

promised. Then, at the next meeting you at-

tend, ask if your contact got what you sent. 

5. Be generous about sharing business 

tips, referrals and leads with non-

competitors. You'll be remembered for your 

help, and may get business or  

referrals as a result later on. (You win in 

another way, too. Helping others become 

successful is as rewarding as being  

successful yourself. 
(1)

 

Networking, whether through business associations or other 
means, is the most prevalent and cost effective way SME’s 
to attract new and repeat sales.  



If you want loyalty, you have to give it.  

Make a list of your most important  

customers or clients. For your general  

customers or clients, demonstrate your  

commitment in general terms and especially 

when they need you. For your most  

important customers, demonstrate your 

commitment by letting them know how 

much you appreciate them. Sometimes  

loyalty requires sacrifice.  

Communicate.   

Building a lasting  

relationship requires 

c o m m u n i c a t i o n .  

C o m m u n i c a t i o n 

means listening to 

your customer, as 

well as conveying 

your own message. 

One-sided communi-

cation is a speech, 

mutual communica-

tion is conversation. 

Communicate when things are going well 

and when there are problems. When things 

are going as expected, bring it to their atten-

tion. When there are problems, provide your 

solutions, preferably before the customer 

even knows that the problems exist. This 

builds credibility, confidence and trust.  The 

only surprises should be pleasant ones. 

Understand Your Customer's Goals.   

The products or services that you pro-

vide are only meaningful in the context of 

your customer's objectives. As a supplier 

your role is to help your customer achieve 

their financial or strategic objectives, or fulfil 

a need. Understand and communicate your 

value from the perspective of the customer. 

Be aware of changes that may affect the 

customer requirements and your perceived 

value so you can adjust what you do to  

reflect those changes.  

Be Consistent.   

One of the best ways to manage  

expectations is to be consistent. Be  

consistent with your quality, your  

responsiveness and delivery of goods or 

services. Establish a routine schedule for 

communication with your most important 

customers, so you can call "just to talk" and 

to check the pulse of the relationship.  

Build Credibility.   

There are two 

easy ways to build 

credibility. First, do 

what you say you are 

going to do. If you 

leave a message to 

call back or make a 

commitment for fol-

low-up, then call 

when you said you 

would call. Even if 

you do not have all 

the answers, call 

when you commit to call back. The second 

way to build credibility is to take time to get 

the best answer. Sometimes you may not 

know the best response to a situation or 

request. Ask for time to research and come 

back with the most accurate answer or in-

formation that you can obtain. Taking time 

to establish accuracy is far more beneficial 

to your customer than a quickly but incor-

rect reply.  

Create Surprises.   

Give your customers something more 

than they expect. Don't tell them in  

advance, just do something to  

demonstrate your appreciation. It can be as 

simple as a greeting card or a small token 

to show your appreciation. Loyalty is a  

relationship, and it should be nurtured. 

Never take it for granted. (2) 

 

ideas 

When the first  

issue of Ideas &  

Inspirations appeared in June 

2001, my life, your life and the 

market place were very different 

from what they are today.   

KiwiHost’s vision was to create a 

publication that reflected and  

commented on the underlying  

concepts of doing business in a 

changing world, whilst using  

specific illustrations to stimulate 

readers to see and act upon the 

opportunities that these evoke.  

Now 20,000 people each month 

are touched by Ideas &  

Inspirations. 

As we open the door of the New 

Year, the vision of opportunities 

that 2007 will provide must be at 

the centre of our thinking. 

We are living in the most exciting 

time in the history of the world.   

We have more opportunities and 

more challenges than any previous 

generation.   

We have, if we so desire, the  

freedom to pursue our own 

dreams and to create whatever 

level of involvement in both our 

social and business society that 

we choose.  This means taking 

responsibility for our own lives and 

choices, and making an emotional 

investment in continuing to create 

a future for our business or  

organisation.   

We have the opportunity to turn 

our dreams into reality. 

However customers will continue 

to have expectations about value 

and integrity and their expectations 

will constantly change. 

So dream about how you can 

make the customer the centre of 

your business and how you can 

make that dream come true.   

We at KiwiHost and Ideas &  

Inspirations will be here to help 

you. 

editors  
insight 

BUILDING CUSTOMER LOYALTY 

business booster idea 
BUILDING CUSTOMER LOYALTY 

These ideas can apply to virtually any profession or industry. Print this page and keep the 

list on your desk for one week. Place a checkmark next to each item when you conduct an 

activity that fulfils one of these objectives. Are you actively practicing the commitment that 

you desire from your customers?  



Million Dollar  
Customer Service  

You’re going to love Bob’s story 

with its adaptable message . 

Proactively Drive Business 

"Debbie, we established our travel 

agency 15 years ago. Our location 

had no foot traffic, so we knew a 

customer database would be very 

important for us.” 

Strike First 

Bob continued. "When our cruise 

wholesaler gave us two days  

notice about a new one-off cruise 

around Australia, we knew we had 

to move immediately.  We: 

1.   Selected everyone from our 

database that had been on a 

3–4 week cruise or on that 

specific ship. 

2.   Emailed them suggesting they 

act urgently. 

3.   Gave a special offer—1/2 price 

travel insurance.” 

Million dollar customer service  

Their result?  60 passages sold. 

Over one million dollars in revenue 

from that email. 

"Bob" I asked. “Could any other 

agency have done this?" "My 

guess, less than a handful in the 

whole country" was his reply. 

I know what you’re thinking. “Nice 

story Debbie. But I’m not a travel 

agent and what’s this got to do 

with customer service”? 

• How well do you employ your 

computer? 

• How detailed is your customer 

database?  

• How closely can you target ?

(relevance to them) 

• How fast can you move when 

customer service or sales op-

portunities arise? 

Use your database to add value to 

your service AND bring in $$$?  

 

Debbie Mayo-Smith, International 
Business Speaker 09 575 5359 
 
Sign up for Debbie’s free Business 
Quick Tip Newsletter: 
debbie@debbiespeaks.co.nz 

debbieÊs  
delectableÊs 

inspirations 

 

• Take a class or study a new subject. 

Learning something new will be exciting 

and will expose you to new people and 

new situations. Whether it's art history, 

ballroom dancing or learning another  

language, this will rejuvenate you as you 

rediscover the joy of learning and 

broaden your horizons. 

• Stop participating in activities or organi-

zations that no 

longer interest 

you. The fact that 

you joined an or-

ganization or 

have engaged in 

an activity does 

not mean that 

you entered into 

a lifetime contract 

to stay involved. 

• Confront a fear 

that stands in  

the way of  

your personal  

or professional 

growth. Fear 

holds us back 

from reaching our potential and living an 

exciting life. We have dreams and goals, 

but we don't take steps toward them be-

cause of a variety of fears – the fear that 

we might fail, the fear that someone may 

criticize us, the fear of the unknown, or 

even the fear that we might succeed. 

• Examine whether your activities are in 

line with your stated priorities. Ask people 

about their priorities, and they'll probably 

tell you that it is their family, faith or their 

health.  Bring your activities in line with 

your priorities? If you will not make any 

changes to be more consistent, then 

don't kid yourself any longer. Your  

priorities are simply not what you say 

they are. 

• Support others in the pursuit of their 

dreams. Take every opportunity to  

support friends, relatives or colleagues 

who are pursuing their dreams. From 

your own personal experience, you know 

how tough it is to blaze a new trail, start a 

new business or try to achieve something 

ambitious. Give support to others. It will 

make a world of difference to them. In 

addition, getting involved in their dreams 

will rekindle your  

enthus iasm and  

encourage you to 

pursue your own 

dreams. 

• Do something to 

improve your health 

and energy. Start 

treating your health 

as a top priority  

instead of something 

you "don't have time 

for." If you don't have 

time to maintain your 

car, or if you put 

sludge into the petrol 

tank, your car  

sputters and breaks 

down. The same holds true for you. Find 

the time to walk several times each week 

or to do some other type of exercise at 

home or in the gym. As a result, you're 

going to feel better and perform more 

effectively – on the job and at home.  In 

addition, taking care of your body builds 

self-esteem. 

• Have you gone through the checklist for 

your tune-up and are you ready to attend 

to each of these items? You wouldn't 

want your mechanic to skip over any  

areas when checking your car. So, don't 

cheat yourself by ignoring these areas. 

When you give yourself this regular  

tune-up, your body, mind and spirit will 

be firing on all cylinders. (3) 

IT'S TIME FOR YOUR TUNE-UP 
 

Just as your vehicle has needs that should be addressed 
regularly, you can also benefit by giving yourself a  
"tune-up.  "During your personal mental tune-up, you can 
examine the old routines that need to be replaced or  
identify new actions that will rev up your engine. Here is a 
checklist you can use for your next tune-up. 

When you give yourself a regular  tune-
up, you will be firing on all cylinders.  



Through 2007 we will be offering  to Ideas & 

Inspirations subscribers exclusively “White 

Papers” on critical customer service issues.  

The White Paper will be two to five thousand 

words.  They will provide insights into new 

thinking and approaches to customer  

service tactics and strategies.  We will  

announce the White Papers in Ideas &  

Inspirations with a brief review of the  

content.  You will then be able to register, 

following which a PDF copy will be directly 

emailed to you.  This is another service  

offered by KiwiHost through Ideas &  

Inspirations to enhance the quality of  

customer service provided by New Zealand 

business. 

ideas & inspirations WHITE PAPERS 

STAND OUT WITH  

OUTSTANDING SERVICE 

Motivate and inspire your staff, 

build a stronger team culture and 

get the year off to a fantastic 

start. Our Nationwide workshops 

can give your business that com-

petitive edge you are looking for.  

From one hour in house motiva-

tional presentations to half and 

full day workshops KiwiHost has 

the solution to your training 

needs.  

Gain long term customer and em-

ployee commitment by investing 

in KiwiHost for your staff today. 

New Zealand’s only nationwide 

network of professionals in cus-

tomer service training – we have 

something for any business, any 

industry. 

Call 0800 801 233 now and we 

can discuss your training needs. 

www.kiwihost.co.nz 

products & services 

Articles in I&I include reference to the following sources: 

1. Attard, Janet, Five Keys to Networking. Retrieved 28 November, 2006 from http://www.businessknowhow.com/

marketing/network1.htm. 

2. Mehrmann, John. Building Customer Loyalty. Retrieved 28 November, 2006 from http://www.businessknowhow.com/

marketing/build-customer-loyalty.htm 

3. Keller, Jeff. Attitude is Everything, Inc. 

4. Griffin, Jill. Loyalty Tip email, 17 October 2006. jill@loyaltysolutions.com 

ideas & inspirations may be 
quoted FREE of charge. No per-
mission is required, but please 
mention where you got this infor-
mation.  

To subscribe to ideas &  
inspirations phone 0800 801 
233. 

For information about our prod-
ucts and services, visit our web 
site at:  
www.kiwihost.co.nz  

Or write to: 
KiwiHost Limited 
PO Box 6450  
Upper Riccarton 
Christchurch  

Phone: 03 343-5007 

 

business booster idea   
BE LIKE WALT—STOP THINKING ‘CUSTOMER’   

"Walt’s philosophy has been passed down to generations of Disney  

employees. And the key to that philosophy is this: The people who 

come to the park are not customers, they are guests. When you see a 

person as your guest, it changes the way you relate to them. That  

concept came straight from Walt, and it’s the key to everything Disney 

does to this day."                                                                         Paula Sigman, Disney historian  

1.   Do you know how many customers you 

lose each year? 

2.   Do you identify a customer as lost? 

3.   Do you conduct defection interviews 

among lost customers? 

4.   Does your company have a system for 

identifying customers who are at high 

risk of defection? 

5.   Do you know what percentage of you 

customers you are able to win back? 

Getting a lot of “No’s”?  You’re probable 

suffering from Lost Customer Myopia.  

Symptoms include substantial untapped 

revenue, escalating customer attrition and 

low staff morale.  What drives this condi-

tion?  Behaving as if a lost customer is a lost 

cause.  And that large false assumption is 

costing you opportunity.  Need convincing?  

Consider these surprising research findings:  

Any business has a higher probability of 

successfully selling again to a lost customer 

than converting a prospect into a first-time 

buyer. 

How do you cure Lost Customer Myo-

pia?  Build win-back strategies into your 

marketing strategy.  The average company 

makes little or no investment in winning 

back lost customers.  So don’t make that 

same mistake.  Address this issue in a posi-

tive and creative way. 

The KiwiHost Advanced Customer Ser-

vice Skills Workshop helps to build critical 

skills that not only win back customers but 

also reduce the number of customers that 

may become lost. 

So if you answered “NO” to any of the 

five questions above, please call KiwiHost at 

0800 801 233 and discover how we can 

help you. (4) 

CURING THE LOST 
CUSTOMER BLUES 
Here are some questions.   

Be brutally honest  as you answer them. 

Yes or No? 


