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Agenda

> Welcome & Introduction
®  Review Course Site

® Review Weeks #1 & #2
> Solutions

®  Key Points

® Talent

® Rapid Response
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> Follow-up
®  Key Points

® Reminders
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The Response
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Don’t Be Afraid

You Don’t Have to Know (all)

Educate Yourself CERTIFIED BUSINESS _
Get Connected 2 SERVICES CONSULTANT

Build and Maintain
Relationships
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Presenter
Presentation Notes
Don’t be afraid to reach out because you don’t feel qualified or are afraid of angry business owners
Customer’s Bill of Rights:
•	To be taken seriously
•	To be listened to 
•	To be respected
•	To receive a quick response



Resource
Evaluation

* Questions to consider:
 What do you have?
 What do you need?

* Why do you need it?
 Why don’t you have it?

 How will you get it?
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Presenter
Presentation Notes
Speak slowly, clearly, positive, meet resistance in a non personal way…don’t take it personally
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Ten Tips

1. Greet customers warmly

2. Be helpful (even if there isn’t a profit)

3. Know your services & resources

4. Don’t make them feel inadequate

5. Listen to your customers (don’t push)



Presenter
Presentation Notes
Getting customer service right is no easy matter. This is why the companies who are good at it have such a good record of customer retention. It takes time to build a reputation for good customer services. It also takes dedication and people skills. Below are some examples of ways in which you can ensure that you are providing the best in customer services every time, and as a result keeping your customers (as well as bringing some more in):
Greet customers with a smile, either in person or on the phone. It may sound corny, but it’s true that customers can hear the smile in your voice when you talk on the phone.�
Be helpful, even if there’s no profit in it. Make customers feel that your primary concern is being helpful to them, whether or not you are actually going to sell them something.�
Know your product or service. If customers feel that you don’t have the knowledge they need, they will look for someone else who does. Your expertise is part of the value you bring to customer interactions.�
Don’t make customers feel like dummies. Of course you know more than your customers do about your product or service, but don’t make them feel inadequate because they don’t share your expertise.�
Listen to customers. In dealing with customers, listen more than you talk.�
Remember that employees will treat customers the way they are treated by management. If employees are treated with consideration and respect, they will be more likely to treat customers the same way.�
Make customers feel important and appreciated. When a customer needs help, set aside what you’re doing, and focus on the customer.�
Make things easy for customers. Think about how you can make every transaction as fast and effortless as possible for customers.�
Throw in something extra. Giving customers a little more than they’ve paid for, or a little more than they expect, can make them feel that you really care about their business. �
Say thank you. This might seem obvious, but it’s easy sometimes to forget to thank customers for their business. A genuine “thank you” can go a long way toward creating good feelings in customers.



6. Employees will treat customers the
way they are treated by management

7. Feel Important and appreciated

8. Make things easy

9. Throw in something extra

10. Say thank you
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Presentation Notes
Getting customer service right is no easy matter. This is why the companies who are good at it have such a good record of customer retention. It takes time to build a reputation for good customer services. It also takes dedication and people skills. Below are some examples of ways in which you can ensure that you are providing the best in customer services every time, and as a result keeping your customers (as well as bringing some more in):
Greet customers with a smile, either in person or on the phone. It may sound corny, but it’s true that customers can hear the smile in your voice when you talk on the phone.�
Be helpful, even if there’s no profit in it. Make customers feel that your primary concern is being helpful to them, whether or not you are actually going to sell them something.�
Know your product or service. If customers feel that you don’t have the knowledge they need, they will look for someone else who does. Your expertise is part of the value you bring to customer interactions.�
Don’t make customers feel like dummies. Of course you know more than your customers do about your product or service, but don’t make them feel inadequate because they don’t share your expertise.�
Listen to customers. In dealing with customers, listen more than you talk.�
Remember that employees will treat customers the way they are treated by management. If employees are treated with consideration and respect, they will be more likely to treat customers the same way.�
Make customers feel important and appreciated. When a customer needs help, set aside what you’re doing, and focus on the customer.�
Make things easy for customers. Think about how you can make every transaction as fast and effortless as possible for customers.�
Throw in something extra. Giving customers a little more than they’ve paid for, or a little more than they expect, can make them feel that you really care about their business. �
Say thank you. This might seem obvious, but it’s easy sometimes to forget to thank customers for their business. A genuine “thank you” can go a long way toward creating good feelings in customers.





Presenter
Presentation Notes
Define it - Brainstorm
Visualize it - What will it really look like?
Implement it - Always have a written plan to follow

Is it Meaningful? If yes, to whom?
Is it Measurable? If yes, how?
Is it Accurate? You may need to think about this…



Key Points

Employer Vetting —
Persistence and Diplomacy

Gather the information,
actively listen and reflect

Who are you and what can
you bring to the table?

What does the business need
right now, in the mid-term,
and long-term?

This Photo by Unknown Author is
licensed under CC BY-SA-NC
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Presenter
Presentation Notes
Consultative Sales Process – Landscape Forms Example and Almuminum Extrusion
 
The best way to approach a business is through the consultative sales process. BusinessDictionary.com defines this as, “Personal selling in which a salesperson plays the role of a consultant. He or she first assists the buyer in identifying his or her needs, and then suggesting products that satisfy those needs.” By definition, this process is customized to meet the individual needs of the business vs. offering a “one size fits all” approach to service delivery. 
 
If the career professional considers the practice of conducting a business needs assessment as a consultation in which they are seeking knowledge that can help offer solutions, they will likely avoid the trap of sounding like a hard-sell sales person.
The career professional may wish to use a set of standardized questions to guide their discussions. However, caution should be used. Simply asking a set of questions and checking off boxes can create a barrier to truly connecting with an employer. 
Question should be used as a tool to guide the conversation and to ensure that the career professional is capturing all relevant information. 


https://runninginmyhead.com/2015/03/07/the-word-of-the-week-is-discovery/
https://creativecommons.org/licenses/by-nc-sa/3.0/

Who Are You?
What Can You Do?

1. Does everyone understand your current
mission? (what is it?)

2. How do others see you?

3. What are you saying personally and
organizationally? (messaging)

4.  Why do they care?
s.  Why should they care?

6. What can you give them that they won’t
get on their own?

7. How does this impact their current
situation and bottom line?

PRRS Week #3


Presenter
Presentation Notes
Radio ads or local commercial spots
Mobile Ads (buses, taxi’s, trains etc.)
Digital Marketing, Trade Publications, Industry Events (Vending), etc. 
Bottom Line, don’t give up, be persistent, don’t take it personally
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e Networking

Engagement & Marketing

_ *The
Discovery Employer’s
Needs

® Designing &
Implementing
the Plan

e Providing
Excellent
Customer
Service

Follow Up

The CBSC™ Process
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Presenter
Presentation Notes
The BSC process.  Provides a unilateral approach to business services regardless of the BSC or where they are located.  Although there are only 4 steps, there are a lot of elements to be mastered.  Lets take a look.


Review and
Analyze the facts

How can the
business needs
be met?

PRRS Week #3

What assets are
available?

Develop a
proposal, discuss
it with the
business and
start the
implementation




Specific
well defined.

Clear bo anyone that has a basic knowledge of the project

Measurable

Know if the goal is obtamable and how far away complabon is

Enosy whan it has beaen achiavad

Achievable

Sugreaem ent withh all the stakeholders what the goals should be

PMake sure this = possible for all levels within group

Realistic

wWithin the awailability of resources, knowledge and tme

Time-Bound

Enough tme to adhieve the goal

Mot too much tim e REPeelei? affect project perform ance?



Presenter
Presentation Notes
AL Focus on the case of Gary
Conceivable – can be expressed in words
Believable – something that clients believe they can attain
Achievable – can be attained through the client’s time, energy and effort
Measurable – can be worked toward in increments of time and/or accomplishments
Desirable – something that the client (and not someone else) wants



Company Action Steps Timeline Resources &
Partnerships
Required

Identify 4 Mt.w/CMto 2/1/19 CM’s and TD/AL

candidates for review Speak with
C&C Positions. candidate pool Aaron Leson at
Looking for 2. Select4 2/2/19 Calhoun
skilled, positive, candidates/pr County CTE
teachable, team e-screen program
players. 3. Setup 2/6/19

Interviews at

AJC

ness Services Solutions Template

Bus
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Presenter
Presentation Notes
Complete a plan for one of the Root Causes identified.  This is a simplified example of a root cause to a very large and overwhelming challenge. This is not the only root cause of why I can’t earn a million dollars. As with outreach and recruitment, there are often several sub-causes and root causes that lend to a larger challenge. This example is meant to illustrate that when you follow this process you will quickly and easily boil down the root of the challenges thus allowing for you to focus on the cause and not the symptoms. Making the process manageable and the solution attainable. 


Coordinate with the
supply chain

Spend appropriate
time with fellow BSCs

Know your candidates

Find alternative
pipelines

Reassure job seekers
of safety actions taken

Stay up to date with
closings

PRRS Week #3




e Laid Off Workers
 Employer Services
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http://momsaysthink.blogspot.com/2011/01/share-spoon-theme-speedy-gonzales.html
https://creativecommons.org/licenses/by-nc-nd/3.0/

The “Dual Customer Approach” addresses
the needs of two customers

The Dual §ir;ultakneously: employers and
jobseekers.

Customer

Approach

e To prepare job seekers to meet
customer demand, CBSCs should
understand what sectors, industries and
jobs make up the local labor market,
and they must engage in research and

relationship building with those

businesses and industries



Purpose
of Rapid

Response

https://virginiacareerworks.com/wp-
content/uploads/Practitioners-Guide-
to-Rapid-Response-2015-1.pdf
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https://virginiacareerworks.com/wp-content/uploads/Practitioners-Guide-to-Rapid-Response-2015-1.pdf
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Coordination between state & local rapid response members
|dentifying partners and stakeholders at local level
Adjusting the business needs assessment

Developing a specialized team focused on lay-off aversion


Presenter
Presentation Notes
Discuss the Lay Off Aversion or Covid Crisis Task Force Model…not just the designated rapid response person. But need to collaborate with that person. 
Understand your resources as discussed in session 2 

https://technofaq.org/posts/2018/12/digital-adoption-needs-more-than-just-tools-to-succeed/
https://creativecommons.org/licenses/by-nc-sa/3.0/

* Networking &

Engagement Marketing

® The

Discovery Employer’s
Needs

e Designing &

SOlUtiOnS Implementing
the Plan

e Providing
Excellent
Customer
Service

Follow Up

The CBSC™ Process
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Presenter
Presentation Notes
The BSC process.  Provides a unilateral approach to business services regardless of the BSC or where they are located.  Although there are only 4 steps, there are a lot of elements to be mastered.  Lets take a look.


Key Points

. Be responsive

. Check results
(ongoing), includes
data collection

. Inquire about
future needs

. Build and maintain
relationship

PRRS Week #3
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Key Ta keaway

“Under-promise and over- . ,

deliver!”
Stay up-to-date & Communicate
Build strong relationships

It’s all about who you know

Be Resourceful, Flexible, and
Responsive {

Certified Businéss! ices Consultant™ CBSC







Follow us!
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Tressa A. Dorsey Aaron Leson
tressa@tadgrants.com aaron@tadgrants.com

201-588-LEAP
www.tadgrants.com
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