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Customer Service Lesson 2: Who Are Your Customers?

Lesson 2: Who Are Your Customers?

How About You?
Take a minute to list as many of your internal customers as you can. What may they 
depend on you for? What do you depend on them for? 
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Lesson 3: What Do Your Customers Want?

At Work
Take a moment to list the core service(s) of your business.

How does your agency demonstrate the quality of its core service to its customers?

How About You?
Describe a recent positive customer service experience — your own moment of truth 
encounter — in which you were either the salesperson or the customer. Write some of 
your impressions in the space provided below.
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At Work
What other value-added extras can you think of to enhance your clients’ experience with 
you and your agency? List them in the space provided.

At Work
What value-added extras offered by your agency run the risk of becoming part of your 
core service because other agencies are offering the same or similar services?
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Lesson 4: Implementing  
a Customer Service Focus

At Work
What tools does your agency use to find out how their customers feel about the services 
you provide?

What questions do you typically ask your clients after they have returned from their trip?
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Application Activities
The following exercises will help you put into practice what you have learned about 
customer service so far. If you have any trouble completing the exercises, refer to the 
supplemental articles for this course, located in the back of this booklet.

Part 1: Components of Service — 
The Mystery Shopper
Visit a leading retail establishment in your community. Interact with at least one member 
of the sales or service staff and observe his or her customer service skills. Use the 
following checklist to assess the service of the store after your visit.

Mystery Shopper Checklist

Name of store (optional)  ___________________________________________________

Type of store  ____________________  Day/Date of visit   Length of visit  ___________

Yes No N/A

 1. I was greeted pleasantly. ❑ ❑	 ❑

 2. The store was clean and well organized. ❑ ❑	 ❑

 3. The products were displayed attractively. ❑ ❑	 ❑

 4. I did not have to wait an unreasonable length ❑ ❑	 ❑
of time for assistance.

 5. The salesperson apologized for any wait. ❑ ❑	 ❑

 6. The salesperson was neatly and professionally ❑ ❑	 ❑
dressed.

 7. The salesperson introduced her/himself. ❑ ❑	 ❑

 8. The salesperson asked for my name and used it. ❑ ❑	 ❑

 9. The salesperson gave me his/her full attention. ❑ ❑	 ❑

10. The salesperson apologized for interruptions. ❑ ❑	 ❑

11. The salesperson was friendly and helpful. ❑ ❑	 ❑

12. The salesperson asked questions to clarify my needs. ❑ ❑	 ❑
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13. The salesperson listened carefully to what I said. ❑ ❑	 ❑

14. The salesperson demonstrated knowledge of the products. ❑ ❑	 ❑
he or she sold.

15. The salesperson offered me informational literature on the ❑ ❑	 ❑
store and/or the product (s).

16. The salesperson used language that was easy to understand ❑ ❑	 ❑
when explaining the product features.

17. The salesperson pointed out how the product could ❑ ❑	 ❑
benefit me.

18. The salesperson concluded the interaction politely. ❑ ❑	 ❑

19. The salesperson thanked me for my business. ❑ ❑	 ❑

20. The salesperson offered me his or her business card. ❑ ❑	 ❑

Total # of Yes  _______________

Total # of No  _______________

Total # of N/A  _______________

Comments: 



Customer Service Application Activities

Part 2: Monitoring Service: An Exercise
Assume that you are a travel agent for a very small but busy agency specializing in 
leisure travel. The agency has well-developed standards of service but no system for 
monitoring its delivery. The owner/manager does not want to talk about, much less 
institute, any monitoring system for at least the next few months. But you want to 
monitor your own clients’ reactions to service. How would you do it? In particular,

1. What methods would you use for obtaining feedback?

2. What questions would you ask?

3. How would you record the results?

4. How would you measure the results?
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Now assume that you are a regional sales manager for Exotique Cruise Line, a luxury 
cruise line characterized by small, intimate ships, unique itineraries, and superior 
service. You have noticed a drop in bookings in your region during the past 12 months 
and a significant increase in the number of complaint letters you have received from 
travel agents. You decide to run a focus group to get to the bottom of this. In particular 
you want to find out what you can do to increase sales in your region and make the job 
of selling an Exotique cruise easier for travel agents. 

5. Whom will you invite?

6. What questions will you ask?

7. How will you use the results?

8. How would you follow up on the results?
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Part 3: Implementing a Customer Service Focus 
— Case Study
Read the following case study and answer the case questions in the space provided. 
When you have completed your answers, check the Answer Key in the back of this 
booklet for suggestions you may or may not have considered. 

Dialing for Data

“That’s what we have to do first,” declared Teresa Sores, owner and manager of 
Shearwater Travel, a very small but well-established agency. Teresa had been worried 
for a couple of months. Business had been slow. The reason, she concluded, was that 
valued customers were no longer coming back. But why? The time had come, she 
decided, to “walk the walk” and take customer service seriously. Now Teresa was telling 
her employees that the first step was to survey customers by calling them.

Some people become experts at the craft and science of creating unbiased, informative 
questionnaires that yield scientifically valid results. But for purposes like Teresa’s, even 
relatively unsophisticated questionnaires, if carefully done, can be useful. Trying to figure 
out how she should conduct her telephone survey, Teresa found the following suggested 
sample:

“Hello,	Mr.	Smith?	I’m	Sally	Thompson	from	Thunderbird	Travel. As part of our  
commitment	to	customer	service,	we	would	like	to	conduct	a	two-minute	follow-up	with	
select	customers.	Do	you	have	two	minutes	now	for	five	short	questions	relating	to	your	
recent trip to New York? Thank you.

I’d	like	to	ask	you	to	rate	the	service	Thunderbird	Travel	provided	to	you	in	the	following	
areas as excellent, good, fair, or poor.

1. How would you rate the courtesy of the agent who handled your travel arrange-
ments? (Read options.)

2. How would you rate the efficiency or timeliness of the handling of your travel plans?
(Read options.)

3. How would you rate the accuracy of your travel plans? (Read options.)

4. How would you rate the knowledge and professionalism of the agent who handled
your travel arrangements? (Read options.)

5. Finally, how would you rate your overall satisfaction with the service provided by
Thunderbird Travel on this particular trip? (Read options.)
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Thank you, Mr. Smith, for taking the time to help us monitor our customer service.”

Using this model to create a brief and simple questionnaire, Teresa was able to complete 
her survey within a week. The results quickly showed a pattern: question 3, accuracy, 
was bringing very negative responses. Apparently, someone was making a lot of 
mistakes in reservations. Were one or two agents the source of the errors?

Hot on the trail of her problems, Teresa started tabulating the answers to specific 
questions. With a survey like this one, if you do not need sophisticated measures, you 
might simply assign a value to each response—for example, 10 for excellent, 7 for good, 
3 for fair, and 0 for poor — and then calculate the average response to each question. 
(Of course, more precise statistical analysis is also possible, and very often desirable.) 

The results of her tabulation disappointed Teresa in one way: They did not tell her why 
reservations were inaccurate. The average of the answers to both questions 1 and 4, 
rating her agents, was 7, good. What is more, there was very little variability in the 
responses: all of her agents were getting fairly good marks, despite the inaccuracies in 
reservations! If there was one person behind most of the errors, the survey did not 
pinpoint the culprit.

What next? Teresa decided she would have to comb through her records, finding out 
which agents handled the customers who gave low ratings for accuracy. But suppose 
Teresa finds that no particular agents were worse than others. How would you suggest 
that she deal with the inaccuracies? 

Case Questions

1. What additional questions, if any, could Teresa have included in her telephone survey
to clarify the problem with accuracy?
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2. What additional questions, if any, could Teresa have used to find out why valued
customers were no longer coming back to Shearwater Travel?

3. What should Teresa do if the results of her survey revealed that her agents were
perceived as having a lack of knowledge and professionalism?

4. What relationship, if any, does accuracy have to customer service?
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Part 4: Dealing with Customer Problems and 
Problem Customers—Case Study
Read the following case study and answer the case questions in the space provided. 
When you have completed your answers, check the Answer Key in the back of this 
booklet for suggestions you may or may not have considered.

A Room with a View
It was a call from Hawaii. Susan had no idea what the caller could want. And in fact, for 
a moment, she had no idea who was calling. But she quickly remembered a Norton 
family for whom she had done a trip to Hawaii a few weeks ago. It was the first time she 
had worked with them. 

 “Well, Susan,” Mrs. Norton began in a voice that was anything but pleasant. “The hotel 
is perfectly fine, but we are unhappy with the view from our room. We specifically asked 
for a waterview room. And we cannot see the water from our room unless we almost 
break our necks. We want you to fix the problem.” 

Susan quickly scrambled for her file on the Nortons. She had booked the trip through a 
well-known tour operator. Then the conversation came back to her. Susan remembered 
that she had offered the Nortons the choice between waterfront and waterview. They 
had selected the less expensive alternative, waterview, without asking any questions or 
making any comments about the choice.

Susan was frustrated. If she had asked more questions, she might have learned that 
having a good view was important to the Nortons. And if she had paraphrased the terms 
when discussing her recommendations, perhaps they would have objected to getting 
only a waterview room. Discussing obstacles often avoids later headaches.

Then, in a flash, Susan was irritated, not with herself, but with the Nortons. If the view 
mattered so much, why hadn’t they said so? If they didn’t understand the choice, why 
hadn’t they asked? Now what should she do? Should she tell the Nortons to call the tour 
operator? Should she call the operator or the hotel? If you were Susan, what would you 
do?
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Case Questions

1. What, if anything, could Susan have done during her sales interview with the Nortons
to reduce the possibility of the call in the first place?

2. If you were Susan, what actions would you take now?

3. What could you say to the Nortons that would keep the lines of communication open
so that you might find a workable solution to this problem together?

4. What can Susan do to manage after-sales satisfaction in this case?

From Travel Sales and Customer Service by Stevan K. Trooboff, CTC, Roberta Schwartz, CTC, and Debra J. 
MacNeill, CTC. Wellesley, Mass.: The Travel Institute, 1995. Reprinted by permission.



Customer Service Application Activities

© The Travel Institute

Part 5: Optional Skills Practice—Role-Play
Practice role-playing the following customer situation with a colleague, friend, or family 
member. You will take the part of the travel counselor and your partner will act as the 
customer.

Use this situation to practice your skill at handling problems. Ask your partner not to stop 
the show by being unreasonably difficult or vague, and to play the role as realistically as 
possible. Don’t worry about making mistakes (mistakes are learning opportunities), and 
be sure to discuss the role-play afterward. 

Handling Problems: Dealing with Irma

Irma Grump is a perpetual complainer. She takes at least six extended trips a year and 
grumbles about every one of them. However, she continues to travel and continues to 
book her tours with Such a Deal Travel Agency. On a busy Monday morning, she has 
just entered the office, which is full of clients and short-staffed due to vacation 
schedules. She demands to see the manager immediately. She already is muttering to 
other clients about her terrible trip. How should she be handled?

Irma

Remember, you are a grumbler. You have ideas about how everything should be done, 
notice every detail, and never fail to speak your mind. You have just declared, to no one 
in particular, that you want to talk to the manager. It is up to you to determine your com-
plaints about your latest experience with Such a Deal Travel Agency. Unpleasant though 
you are, remember that you like to travel and you like dealing with this agency. Give the 
agent a chance.

Agent

Everyone else in the office is busy with clients, so it is your job to talk with Irma. You 
want to keep her from disturbing the other clients and agents. The manager is not 
available, and you need to persuade Irma to discuss her problem with you instead. 
Follow the first five steps of the problem-resolution process reviewed in this course.




