Customer Service in
a Shrmkmg World

by Doug Lipp

g E 5KI SEASON WAS
"’ about to start, and the
of
California ski resort could
wait. Dhuring the sumamer
maonths of the off-season, they had sat-
urated the Chinese-speaking comma-
nity in the San Pranciseo Bay Area with
advertisements promoting the nesort.
All advertisernents wene writhen in
perfect Chinese, appeared in local
Chinese newspapers and i
and made a special offer: this
ad to our rental department
receive a 2 for 1 dhmunlmrmhl

department was with customers,
many of whom were Chinese with dis-
um.un- in hand. Unfortunatedy,

not staffed the rental
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coupons for. The
uﬂymtﬂdmpuﬁniu:{dﬂumiuﬁh
tisemnent said: “50 percent offt” 50 per-
oent off what? Was each coupon good
for one person or a whole family?
Within minutes, employees were in a
state of panic, and their customers were
up in arms. They ran out of smaller-
sized boots, skis, poles and anowboands
well before all of the customers had
been helped. Since employees could

tries and cultures, Some of these
customers live overseas in
however, many reside in the same
coumniry, or even the same cormmunity
uammg.n}tlnﬂ:euﬁ.dnmﬂﬁc
market, for example, many costomers
are foreign-borm, or are themselves the
children of immigrants.
This means a huge population of
potential customers probably Hves
near your business, Yet, these poten-
tial customers who come from various
cultures and speak
ond language, often have expectations
of service that differ from what you

“The Globe is
shrinking.
Is your business

expanding?”
— Doug Lipp

cally reduces the size of the customer
pie. When you aren’t sensitive to the
differences and needs and
inberests of of diverse culbur-
al create a v
(e ivies ol 2 e m}rxwﬂ e
= First, g creale a cullure or eni-
rornnent Hhal doesnT welcane people
e comse froen differesd colfuml
groigps. Your population
dioesn’t di and the result & a
lack: of originality and creativity in the
development of new products, ser-
vices, and marketing strategies.

o Secowred, given the narroe focus of
the "-'r'lh:h.u'f Hire o 2ereiee ifnrfrhry,. WON
:fl'slh:lrarﬂ:j;u' et carslomiers |I"J'1_:|lr: dr'f,l.["l'-
el enfitumf LTS from Pr.lrrfmsr'ug i
prroudnict o weEfg a sevoior i Hhe first

pilace. Or after a purchase, your cus-

tomers may be disappoi in the
product or service do receive and
don’t contine using or buying it.

* Thind, ot look at the serall moum-

ber af cistowmers front different cidlfwd
backgronnds aed wenrder pinyg you e
r:fe‘i'||']'i'llll'd'l:.lrll!.r r.‘1.rﬂ'raru”_:|l rllr.l}'r:mrlnrah' i|:n:|1'.f-
uct livies i seFimor Hlnll:';-__;;i.lﬂ arref drir-
irigr bi-livgral employees fo serve Hiis
proprikation token e fivged andierce

ignorance—a
benign neglect. At worst, they refuse to
adapt their goods or services because
they do not think it is even necessary.
This is cultural arrogance. ¥When oper-
ating from a position of cultural igno-
rance, these companies donot
purposely design products or policies
to drive away customers who come
from different countries or cultures,
Instead, becase they haven't taken the
time to consider, or meet, the unique
neods of these customers, they mistak-
ml'?'hedme' 'Iiu!m_ away or into the arms
competition.

Flexibility is the Key

The values and behaviors commaon to
one culture are not necessarily accepred
by another. What can be done to recog-
nize these values and behaviors? And,
once recognized, what adjustments
need to be made? A flexdble approach or
practice means you kake into account
the needs of your employees and cus-
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with domestic and international cus-
tomers will reap big benefits. ShE
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