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Affected business description

The client manufactures products for the utility and construction industries.  The company used a network of independent sales agents to acquire new clients and an inbound team of customer service agents to service existing clients.
The customer service team had extensive product knowledge and their proximity to the engineering group and manufacturing floor made them the information resource for customers.
Business problem or business opportunity

Over the years, the company developed a wide range of product and product line extensions.  Many customers bought year after year and would reorder similar products even though new products were available and perhaps a better fit for their purpose had been added to the client’s product line.

The client wanted the customer service team to cross-sell and up-sell the new products to existing customers assuring the best fit.  The customer service team resisted this because their job was not “sales,” it was to service the customer.
Why did this problem happen?
Traditionally, the sales and customer service functions had been bifurcated at the client and had been two distinct functions.  When the product line was simple, and product line extensions did not exist, this was possible.  However, as the complexity of the product grew cross-selling and up-selling became necessary to make sure the customer had the best product fit.
 What did the client want?
The client wanted the customer service team to be comfortable cross-selling and up-selling is situations where this would benefit the customer and the company.
What did Business Performance Group’s product provide?
Business Performance Group provided its program High-Impact Customer Service and customized it to fit the client’s needs.  Because the product line of the client had grown complex, the course featured a special development of the features-functions-benefits and question matrix to include customer situations where product line extensions and new products would fit.

The course also featured an extensive workup of the questions involved in cross-selling and up-selling the client’s products.  Many of the questions were technical in nature, involving the customer’s intended use of equipment including terrain, type of earth and similar questions.  These were placed in matrix format for the customer service representative’s use at their desk during calls.

Finally, special attention was given towards positioning the product or service with the customer.  Many customers of the client rented equipment to others and needed techniques to sell the features of the client’s products to others.  In this role, the customer service representative became part “sales trainer” to the customer.
End result.

The team was enthusiastic about the training and it led to a shift in the training of new customer service representatives.  The old technique involved rotating the representative through the various workstations on the factory floor.  The new techniques involved reviewing the features-functions-benefits and questions matrix to learn the customer’s viewpoint of the client’s many products.
