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Greetings!
Hopefully each of you is off to a great start in 2006! 
Please join me in a virtual round of applause for our previous communications director, Rose Houston.  She did a fantastic job in keeping us all informed and up-to-date.  
I am pleased to be serving as our newsletter editor for this term and am looking forward to providing interesting and informative articles in the upcoming months.  If you have any ideas for articles or would like to submit information for the newsletter, it will always be welcome.  We have a very talented group so I am expecting great things.  
Christy Jones
Communications Director

Newsletter Schedule
One of your membership responsibilities is to contribute once a year to our quarterly newsletter.  Associate members are not required to submit but are encouraged to do so.  Everyone got a free pass for the winter issue so please be sure you provide a submission according to the schedule below.   If you are unable to provide your submission please find someone willing to trade editions with you and let me know via email.  I will send reminders two weeks prior to the due date to those who are scheduled to submit that quarter.  Happy writing!
Spring – Submissions due April 1st – No foolin’!

Angela Megasko
Kim Stever 

Zoltan Herczeg

Chris Bonham (optional)

Summer – Submissions due August 1st
Judith Rappold
Evelyn Arnette

Rose Houston

Shelly & Ron Gates (optional)
Fall – Submissions due November 1st
Sallie Bruell

Wayne Moberly

Janet F. Sipe

Nova Sipe

Maggie Setler (optional)
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Thanks to everyone who has already mailed their dues to our treasurer, Salli Bruell.  If you haven’t yet taken care of this task, please open up the invoice file she sent you and get those checks in the mail! (B Business Solutions, Inc. 55 Greystone Dr., Mountain Top, PA  18707)
[image: image6.wmf]
Customer Service in the News

In the March 2006 issue of Business 2.0, Jeffrey Pfeffer writes about the shifting trend of outsourcing customer service.  Both Dell and Capital One gave up their outsourcing initiatives. New research indicates that eighty percent of companies who outsource customer service functions fail to achieve the anticipated cost savings.   Not to mention they risk a customer backlash complaining of disappointing experiences. A study in the United Kingdom found that 75 percent of pension policy holders would leave their current provider if they received bad customer service.  Can you imagine a company losing three-fourths of its customers!   It’s easy to see why the anticipated savings didn’t seem to materialize.  In an extreme case of penny wise and pound foolish, major corporations thought their customers just wouldn’t notice that service levels had declined. 
The idea of outsourcing a key function such as customer service to a third party seems unimaginable.  Relinquishing the day-to-day contact with your customers is giving up on a key discriminator that can set your firm apart from the others.

Another interesting point made in the article was that competing solely on price is a “fool’s game”.  Pfeffer cited the success of both Tiffany’s Jewelry and Whole Foods Market in 2005.  Neither of these companies are the low-market leaders.  They are profitable in part because they offer the customer a perceived value not low prices. 
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On the Web

	Free Newsletter:  Straight Business Talk 

	
	Marsha Lindquist provides a free monthly newsletter with good business tips and answers to common business issues.  This month’s topic is on how to hire good talent.  I have heard Marsha speak and she is terrific.  Her free newsletter is always entertaining and informative.  
Register as a regular email newsletter subscriber by emailing Marsha@MarshaLindquist.com or by going to www. MarshaLindquist.com 
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Quirk’s Marketing Research Review

Did you know that the January issue of Quirk’s Marketing Research Review is devoted to mystery shopping?  Each calendar year their January issue is all about what we do!  A sample of the article titles:  “New problems, New Solutions, Mystery Shopping Adapts to Serve a Range of Needs”, “Beyond Customer Service, How Mystery Shopping Programs Can Boost Your Brand and Your Bottom Line”, “Shopping for Shoppers, Surefire ways to cultivate the Brightest Mystery Shoppers.”  Some of our members are even in their listings of mystery shopping firms.  This publication is free for the asking.  Just go to www.quirks.com and sign up.
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Book Corner

Be Our Guest:  Perfecting the Art of Customer Service
In this book published by the Disney Institute, the secrets to the great customer service provided by the Disney organization is revealed.  This is a quick read chocked full of interesting inside information about Disney and some of the clients who have used the Disney Institute.  For those of you who have ever been to anything Disney, you know what a magical experience they create.  In the book they have a special term for it:  “Sprinkling pixie dust”.  In fact they have different terms for almost everything.  They don’t have employees, they have cast members.  Customers are referred to as guests.  Key points are summarized at the end of every section.  In the section on cast members there is a table that lists Walt Disney World guidelines for guest services:
· Make Eye Contact and smile

· Greet and welcome each and every guest

· Seek out guest contact

· Provide immediate service recovery

· Display appropriate body language at all times

· Preserve the magical guest experience

· Thank each and every guest

In looking over the list above it’s not so very different from some of the service points we evaluate as mystery shoppers.  What makes Disney unique is they put such a strong emphasis on these points and have done such an excellent job of integrating them into their culture.
In addition to reading about Disney and the art of customer service, it is possible to book a workshop for your company or a client through the Disney Institute located in Lake Buena Vista, Florida just south of Orlando.  Unfortunately, they no longer offer training packages on an individual basis.  For more information on the Disney Institute go to www.DisneyInstitute.com
This book is available at www.Amazon.com (new) for $10.95.  
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