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Are You
Delivering 
Professional 
Service?



“The skill, good judgment, and 
polite behavior that is expected 
from a person who is trained to do a 
job well” Merrium-Webster, n.d.

Professionalism



You 
Are 
The 
Company

The last person in your company to interact 

with the customer leaves the last and lasting 

impression.



First 
Impressions
From Wikipedia - a first impression is the 

event when one person first encounters 

another person and forms a mental image of 

that person. 

It take us just 7 seconds to form our opinion

https://en.wikipedia.org/wiki/Mental_image


1. Appearance
2. Handshake
3. Hand location
4. Chewing Gum
5. Eye Contact
6. Playing with your hair
7. Conversation topics
8. Personal space
9. Distracting noises
10. Checking cell phone
11. Forgetting names
12. Being late

First Impressions



The Lasting 
Impression







Average Pricing for Home Repairs

• **At February 2021

Repair Job Low End National Average High End

Repair Countertop $100 $343 $800

Repair Cabinets $50 $304 $900

Repair Appliances $50 $170 $350

Repair Water Heater $95 $534 $1395

Clear Clogged Drain $85 $216 $506

Clear Plugged Toilet $75 $209 $510

Repair Water Damage $450 $2582 $8000

Repair Electrical Panel $125 $1106 $3000

Repair Furnace $60 $285 $900

Repair Electrical Outlet $75 $198 $485

Repair Garage Door $75 $225 $577

Repair AC Unit $75 $336 $1100



Delight Annoy

The Quality of our Customer Service depends on whether 
we win these Moments of Truth.

Win the Moments of Truth Jeff Toister: 
Getting Service Right



Right Way Wrong  Way

Jeff Toister: Getting Service Right

Customer 
for Life

Unpleasant 
Memory

Moments of Truth are 
Crossroads in the Customer’s Experience



Jeff Toister: Getting Service Right

Moments of Truth Examples
How are customers greeted (in-person, via phone, and online)?

Does the appliance work right the first time?
Can customers resolve problems with minimal effort?



What business are we in?

Appliance business
Service business
Solutions business

The Customer Business



Customers expect good value
Are you giving it to them?



Value – as a noun 
the regard that something is held to 
deserve, the importance, worth, or 
usefulness of something

Value – as a verb 
to estimate the monetary worth of 
something



Value = Experience
Customers buy value



It’s not about becoming so affordable 
that everybody can get some value 
out of you. 

It’s about creating so much value that 
the right customers are happy to pay 
you a fair price in exchange.

Instead of lowering prices, aim to constantly provide more value.



Value is Seldom Cheap 
and 

Cheap is Seldom Value

We must sever the personal belief that “ good Value is Cheap”



Define your Value &
Exploit it



• Target service customers – their benefit
• Cori Certified/Background checked
• Factory Trained/Certified
• Backed by XX years of the “family name”
• Same day repairs
• 5-year installed part warranty



Delivering Value Includes 4 “P”s

Professionalism
Honesty

Transparency
Reliability

Polite
Treat customers with 

kindness 
& 

respect

Promptness
Show up on 

time

Personal Touch
Treat 

customers as 
you would 
family & 
friends



Value Added 
• Stickiness we offer
• Be Honest, Transparent, 
• Do what you say your going to do

If we focus on personalizing 
the customer experience it 
will:
• Create deep satisfaction
• Make evangelists
• Create real tangible value
• Results in repeat customers

Translation & Impact of Value



Box Stores & Nationals Can’t Provide It
It’s Unique to you and Your Employees





Instead of treating a customer like a 
job, GLEEPS! focuses on creating a 
relationship with customers

G.L.E.E.P.S.!
1. The Greeting!
2. The Link!
3. The Examination!
4. The Explanation!
5. The Proposal!
6. The Seal!

GLEEPS! Training



Flat Rate 
Pricing

• Fair & Consistent pricing – no guessing

• Technician confidence in price

• Communicate professionalism

• Deters price shopping

• Insures profitability



The Appliance 

Blue Book

Predetermined  

price based on: 

• parts, time,

• labor,

• equipment,

• unpredictable 

circumstances,

• overhead,

• liability, 

• skill sets









Survey of 125,000 customer 
service experiences

1. Delight doesn’t 
pay

2. Service drives 
disloyalty

3. Mitigate 
disloyalty by 
reducing 
customer effort

Irritants that drive disloyalty

• Repeat contact
• Chanel switching
• Transfers
• Repeating themselves
• Robotic services
• Policy & process
• Hassel factor



Defined by                                         Effort  Low  High
• Rrepurchase                                                  94%    4%
• Share of wallet/ increase spend                   88%    4%
• Negative WOM                                                 1%  81%



Customer Service KPIs
CES
CSAT
NPS
Response Time
Handle Time



Less choice/options for help

Anticipate needs/issues
• FAQs next to SRF
• Train staff

1/3 what they must do  2/3 how they feel



How do you know?

• Surveys
•Net Promoter Score
•Online reviews
• Social Media



Call Recording

Listen to what your team & customers are saying



1. What caused the shortage of repair parts, and when will it end?
2. Should warranty service be profitable for SSDs? Yes or no, why?
3. 1-800 tech support lines are essential but wait times are 

unacceptable. What is your company doing to improve this vital 
service?

4. SSDs are often not recognized as authorized by manufacturers' CS 
call centers. Would you consider a dedicated number for SSD to 
call for assistance on warranty calls?

5. Factory training too is essential. When will your company return 
to in-person, if not virtual technical training?

6. The warranty process in America is laborious and inefficient. Are 
you taking steps to improve it? Would your company consider a 
one-pay parts and labor reimbursement system?

7. Fist Call Completes are essential to customer satisfaction and 
service profits. Repair parts play a significant role in the repair 
cycle time. Having the proper inventory is a challenge for all. 
Would your company consider a repair parts program beneficial 
to all, such as the ability to exchange old parts stock for new?

8. What advice can you offer to help SSDs in their annual warranty 
rate negotiations?Tuesday 7am - San Antonio 1



Service Resources
1. Facebook groups

• BrandSource Service Dealer
• Appliance Alliance
• Appliance Pro Talk
• United Servicers Association
• Professional Service Association

2. Chat USA - $199/Yr.
3. Appliantology.org - $297/Yr.
4. YourSourceNews.com & ServiceSource Newsletter
5. Brand Source Service Play Book
6. Brand Source Service Scorecard
7. The Expert Service Program
8. Appliance Service Training Institute ASTI & NASC
9. YouTube - Free
10. ApplianceVideo.com - $39.99/Month



P a u l  M a c D o n a l d

647-500-7785

Paul.m.macdonald@pmdgroup.ca

www.expertserviceprogram.com


