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“Excellent! Master these essential techniques, take control of all your phone calls and get
more out of each day.”
Mike Richards, Sales and Marketing Director, Liquid Drop Ltd

“A powerful message for anyone who needs to project a professional and dynamic image
over the telephone. I certainly want to be a super-user.”
Samantha Reynolds, Helpdesk Supervisor, Canon Helpdesk, Canon (UK) Ltd
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YOU AS THE CALLER’S CONTACT 

YOU CHOOSE 

You can boost the business of your competitors: 

� 9 out of 10 customers who experience a badly 
handled call would prefer to stop dealing with 
the offending organisation 

Or you can boost your own: 

� Each year, millions of people 
recommend companies to other 
prospective customers because they 
experience good telephone service 
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YOU AS THE CALLER’S CONTACT 

10 WAYS TO GIVE CALLERS A BAD EXPERIENCE 

� Make it difficult for them to find your number 

� Be constantly engaged 

� Pass them from department to department 

� Make them repeat their story each time you transfer them 

� Put them on hold and force them to listen to music they dislike 

� Treat them as a ‘nobody’

� Tell them it’s not your job/fault/policy/problem

� Make them feel as though they’re being ‘processed’

� Don’t give them a satisfactory solution 

� Forget to do what you said you would do
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YOU AS THE CALLER’S CONTACT 

KNOW WHAT YOUR CALLER WANTS  

As ‘junk’ mail increases, as adverts become more interactive and as marketing
techniques become more sophisticated, we become more aware of our rights as
customers.  Consequently, our expectations have risen.  

We know we have choice and we become more demanding.  
We develop a philosophy which says that if you don’t 
meet our needs, we’ll find someone who does. 

So what do they want?  All callers want C.A.S.H.  

C onvenience

A ction

S peed

H assle-free
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YOU AS THE CALLER’S CONTACT 

CALLERS WANT C.A.S.H. 

C onvenience - Minimum effort 
- Available 24 hours a day, 7 days a week

A ction - Results are required (people don’t often make calls out of idle 
curiosity; they generally need something; they expect action)

S peed - The call is answered promptly 
- They get through to the right person easily 
- Their call is treated with urgency 
- The call results in immediate action

Hassle-free - Calls are often made because there is a problem;  the caller 
wants you to take responsibility and to deliver results in a 
hassle-free manner
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YOU AS THE CALLER’S CONTACT 

10 WAYS TO GIVE CALLERS A GOOD EXPERIENCE 

� Treat them as an individual 

� Listen to them 

� Show understanding and empathy 

� Make them feel they’re important to you 

� Deal with their call efficiently 

� Accept responsibility 

� Respond promptly and act immediately 

� Give them the result they want 

� Make a follow-up call 

� Exceed their expectations 

In short, treat your callers as you’d like to be treated! 
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YOU AS THE CALLER’S CONTACT 

EXCEED THEIR EXPECTATIONS 

Add value 

� Go one step further; make a special effort; do something extra - “While you’re on 
the line would you like me to...”

Under promise, over deliver 

� Allow for it to get to them by the end of the week and then make sure it gets to 
them by Wednesday

Call them 

� Check that everything went according to plan; find out if there’s anything else 
you can do
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