
Providing Quality Service in the 
Fitness, Sport & Wellness Industries
Readings:

· Marchese, R, & Hill, A. (2015).  The Essential Guide to Fitness for the Fitness Instructor, 3e.  South Melbourne, VIC: Cengage. Chapter 11.

Customer Service Statistics

· It costs 5 to 6 times more to attract a new customer than to keep an existing one.

· Happy customers tell 4 to 5 others of a positive experience while dissatisfied customers tell 9 to 12 about a bad service experience.

· Two-thirds of customers do not feel valued by those serving them.  (Daniel Yankolovich)

What is Quality Customer Service?
Defining Quality 
· There is no single universal deﬁnition of quality

· “performance to standards” 

· “meeting the customer’s needs” 

· “satisfying the customer”

· “Service Quality”

· An assessment of how well a delivered service conforms to the client's expectations. (BusinessDictionary.com)

· Defining Customer Service 
· The provision of service to customers before, during and after a purchase

· Before: include information about the available services, products and facilities

· During: involves continuous monitoring of quality, answering questions and providing support

· After: providing continual quality service to the customer 

· Therefore ... Quality Customer Service
· Requires customer focus

· Understand what customers expect and what is important to them

· Measurement and evaluation of customer satisfaction and staff performance

· Improvement via implementation of processes and programs to ensure quality service is provided to customer

Customer Service 
· Most important way to show customers that you care
· Clients and class participants are the lifeblood of a business

· Most effective and least expensive way to market a business (via word-of-mouth); your reputation will determine is the ‘word’ will be positive or negative.
Why Business Loses Customers
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Customer Service Policies, Standards and Processes 
· Procedural manuals

· Product/service manuals, labels, instructions 

· Staff appearance and presentation:  Remember, first impressions count!
· Quality systems, standards and guidelines 

· Continuous quality improvement, e.g., Plan/Do/Check/Act cycle 

Knowledge of Specified Products/Services
It is important that every staff member knows about the products and services that you have to offer.

· Range of products/services 

· Features and benefits of products/services 

· Promotional pamphlets 

· Supplier information 

· Written communication on products/services 

· Other relevant descriptions 
Promotional and Customer Service Activities
· client loyalty programs

· newsletters

· email notification of sales or promotional packages

· sale of gift vouchers

· marketing events and activities

· discount vouchers

Relevant Information when dealing with clients
· confirmation of appointment date and time (can be done via SMS, phone call, email)
· number, length and costs of membership services

· location directions (Google map on the website)
· costs and payment options

· referrals

· health practitioner referral

· procedure and practices

· information about general health and self care

· background information about the scope of service

· information about the limitation of the service provider

Customer Service Expectations 
· Continual delivery of high levels of customer service

· Responsiveness to customer needs

· Understanding and empathy

· Assurance that they can trust staff

Trust Building 
· Trust is a key driver in developing a long-term relationship with the customer

· 5 building blocks

· Customer orientation

· Selling orientation

· Expertise

· Likeability

· Dependability

· Adopt a consultative approach

Assessing Customer Needs 
· What would each of the following customers value in a Fitness Centre Membership?

· Obese 18 year old female

· 25 year old fit, single male new to town

· 42-year old mother with three young children (ages 4-6), not working, slightly overweight

· 65 year old female, newly widowed, fairly active but has osteoporosis

· Obese 60 year old male

· 31 year old fit, single male new to town

· 24-year old single mother with two young children (ages 2-6), working, average weight but highly stressed

· 75 year old female, newly widowed, fairly active but has osteoporosis
Types of Clients

· team members and colleagues in a large internal structure

· external customers and clients

· business to business clients

· new

· regular

· corporate

Clients with Special Needs: How does your organisation deal with each of these?
· those with a disability

· Hearing

· Vision

· Verbal communication

· Physical

· Intellectual

· those with special cultural or language needs

· overweight or obese

· those with challenging behaviour

· unaccompanied children or adolescents

· parents with young children

· pregnant women

· older clients

Cultural & Social Differences

· modes of greeting, farewelling and conversation

· body language, including use of body gestures

· formality of language

· clothing

Interacting With Clients and other team members
· Face-to-face interactions 

· Telephone interactions
· Email / Internet interactions
Protocols and Organisation Procedures

· modes of greeting and farewelling

· addressing the person by name

· required timeframe for addressing and serving clients

· required timeframe for response to an enquiry

· style manual requirements

· use of standard letters 

· use of proformas e.g. tickets, labels, signs and quotations

· relationship with referral organisations: setting standards
Communication

· verbal (face-to-face, telephone)
· written format, such as handwritten, electronic (e.g. email) or hard copy (e.g. letter)

· varied according to the needs of the client including:

· use of appropriate voice tonality and volume

· use of languages other than English

· use of a family interpreter

· use of basic gestures

· use of visual aids such as photographs, sketches or product information sheets

· formal

· informal using abbreviations
Medium of Communication

· letter

· promotional materials such as newsletters

· fax

· email or other electronic communication

· simple written messages, such as writing down the price of display items or telephone messages

· face-to-face

· telephone

· two-way communication systems

· standard forms and proformas 

· assistive technology, e.g. telephone typewriter (TTY)

Factors Affecting the Selection of Appropriate Medium

· technical and operational features 

· access of the sender and receiver to necessary equipment

· technical skills required to use the medium

· required format

· degree of formality required

· urgency and timeframes

Communicating With Clients 
· Active listening
· Resist interrupting the customer

· Use eye contact

· Display open positive body language

· Follow rather than lead the conversation

· Clarify customer meaning and feeling

· Summarise where appropriate
· Using open and/or closed questions 

· Speaking clearly and concisely 

· Using appropriate language and tone of voice 

· Giving customers full attention 

· Maintaining eye-contact, for face-to-face interactions 

· Clear, legible writing 

· Non-verbal communication, eg, body language, personal presentation, for face-to-face interactions
· body language

· dress and accessories 

· gestures and mannerisms

· use of space

· culturally specific communication, customs and practices

· eye contact

Personal Presentation

· attire, shoes and accessories

· wearing of uniform items within the organisation's policy requirements

· complying with organisation's policy for personal presentation

· hair and grooming

· hands and nails

· jewellery

· personal hygiene

Communication Styles

· Passive 

· Rights of the customer before you

· Customer feelings more important than yours

· Assertive

· You stand up for your rights while maintaining respect for the rights of the customer

· Both yours and the customer’s feelings are important

· Aggressive

· You stand up for your rights and do not consider the rights of your customer

· Customer feelings are not important
Questioning

· Closed questions

· Open questions

· Probing questions

· Formulating questions

· Who 

· What

· Where

· When 

· Why 

· How

Matching Service Delivery to Customer Needs 
Aim of matching service delivery

Improve those processes that are important to the customer NOT the processes you THINK or BELIEVE need attention

Gap Analysis 
Evaluating Service


compare customers’ perceptions of the service delivery with its outcome

SERVQUALs five broad areas (dimensions)

· Tangibles (appearance)

· Reliability (dependable/accurate)

· Responsiveness (promptness/helpfulness)

· Assurance (competence/credibility)

· Empathy (understanding/communication)
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Gap Analysis 
The gaps

· Difference between service expectation and perception

· Difference the consumer feels between their original expectation of a service and the perception of the actual service encounter

Client Complaints

· Usually happens when … 

· Expectations have not been made

· Treated in an unacceptable way

· Conflict with an employee

· Feels like staff not listening

· Feels that instructor is not well-trained

· Experiences delayed service

· Treated rudely by staff

· Have a system to handle complaints

· Can be an opportunity to improve customer service

· Document for continuous improvement so that all personnel learn

· Important to handle complaints immediately

· Negative experience can go viral very quickly via social media

Handling Complaints 
1. Listen to the customer concerns and nature of the complaint

2. Acknowledge the complaint and record the details.

3. Inform the customer of what will happen next to ensure that you respond

4. Action the complaint and attempt to resolve the complaint

5. Report back to the client on the progress fo the resolution.

6. Follow up personally.

7. Document the incident in writing and file.

Angry Customers 
· Adopt a calm and reasonable approach to assist them

1. Acknowledge the person’s distress

2. Be calm and communicate clearly

3. Apologise but do not plead guilty

4. Do not accuse the customer or any staff member of doing the wrong thing

5. Be positive, professional and courteous.

6. Ask questions to clarify the situation.

7. Thank the customer for bringing the matter to your attention.

8. Explain the process to resolve the issue

9. Deal with the issue immediately.
Monitoring Customer Service Performance 
· Have I …

1. identified and empathised with the customer’s concerns?

2. strived to achieve the necessary solutions and results?

3. Provided the most accurate and up-to-date information to customer enquiries?

4. Improved customer education regarding the services provided?

5. Improved communication and rapport with internal and external customers?

6. Responded to customer questions and enquiries efficiently and within appropriate time frames?

Achieving High Customer Service 
· Correct telephone etiquette

· Use client’s name

· Correct mistakes quickly

· Provide encouragement to customers

· Appropriate grooming and presentation

· Keep facility clean at all time

· Say ‘please’ and ‘thank you’

Supplementary Notes: SISXCCS001: Provide quality service v1.0   2015
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