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Open a Window to the Future

with

G

This revised, enhanced version of the Communication 2000 series provides
comprehensive instruction on key workplace communication skills.

iness and . .
%Emﬁ.\ Writing

The following new titles are suitable for any communication course needs.

Business and Technical Writing focuses on the necessary skills for writing clear and concise
documents in the workplace.

Text 0538432896 Text/CD Package 0538432853
Reading for Information presents strategies for reading, gathering, and prioritizing information.
Text 0538432969 Text/CD Package 0538432926

Interpersonal Communication focuses on the importance of listening, speaking, and building
effective relationships in the workplace.

Text 0538433035 Text/CD Package 0538432993
Personal Effectiveness investigates communication and self-management skills necessary for
personal effectiveness on the job.

Text 0538433108 Text/CD Package  053843306X
Powerful Presentations emphasizes the importance of developing effective presentation skills for
use in the workplace.

Text 0538433175 Text/CD Package 0538433132
Employment Communication reveals the communication skills necessary for conducting a
successful job search or making a change in jobs.

Text 0538433248 Text/CD Package 0538433205
Resolving Problems and Conflicts delves into strategy for resolving differences and understanding
coworkers’ points of view.

Text 0538433310 Text/CD Package 0538433272
Communicating With Customers demonstrates the importance of customer service and provides
methods for communicating effectively with customers in person, over the telephone, and via the
Internet.

Text 0538433388 Text/CD Package 0538433345
Communicating with Your Team incorporates strategies for forming teams, establishing team goals,
solving team problems, and becoming a leader.

Text 0538433450 Text/CD Package 0538433418
Communication and Diversity emphasizes the importance of communicating effectively in a
diverse workforce, working to overcome stereotypes, and valuing differences in sexes, ages,
cultures, and physical abilities.

Text 0538433523 Text/CD Package 0538433485
Communication and Ethics focuses on communicating ethically in the workplace, understanding
the consequences of decisions, and being accountable for actions.

Text 0538433590 Text/CD Package 0538433558
The Technology of Communication focuses on understanding a variety of communication
technologies, their impact on workplace efficiency, and benefit to employees.

Text 0538433663 Text/CD Package 0538433620
Communication 2000 Comprehensive Edition combines essential content from the above titles
into one hardbound textbook with accompanying Projects Book.

Text 053843256X Projects Book 0538433698

¢ Visit us at www.c2000.swep.com for a
§ complete list of the exciting multimedia
and technology products available in

Communication 2000, 2E. "
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HOW TO USE THIS BOOK

The updated Communication 2000 is a multimedia communication skills series that prepares learners to
meet the communication challenges of tomorrow’s workplace. Twelve modules provide comprehensive

coverage of workplace communication skills, along with numerous opportunities for critical thinking,
project-based activities, and technology applications.

Personal Effectiveness investigates the communication and self-management skills necessary for effec-

tiveness on the job. Discover the image, attitude, and organizational qualities that are essential to
success and advancement in today's changing workplace.

The following page illustrations identify key features of this guide.

WORKSHOPS

On the Job presents a
workplace scenario in a
"story" format with questions
for analysis and discussion.

V_"_""-"‘_“"”’Icu STOMER CARE on e o

GOALS
Understand the
importance of effective
‘customer service.
Explore the components
of good customer
service.

Discover how good
communication skills
improve customer
service

Goals start each
workshop with clear
learning objectives.

T'S NOT A BUSINESS WITHOUT CUSTOMERS

The way you look, act, and talk when you meet customers can have a
lasting effect on what they think about you. Essential to individual and
company success, good customer scrvice determines whether you make
a sale today, whether you develop good long-term relationships with
clients, and even whether you get promoted. This workshop focuses on
the importance of customer service to the success of any business.

A new bookstore opens in Mirg
and she stops in one Saturdaj
1o get a copy of the latest
There are hundreds of b
racks. When she can't
looking for, she walk

Mira waits a couple of minutes. She

clears her throat and taps her fingers on
the counter, trying to get their attention.
Stil, they ignore her. Finally, popping her
qum and looking annoyed, one of them

presents a short story or
illustrative passage that

themes and issues of the
workshop.

Workshop Introduction

demonstrates the general
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price tagffon sale merchandise. Nei-
 workegficknowledges her.

ever Underestim
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1 Good employees are

No one can provide customer s
e endeavor that requires:
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;ive Quality

Tools of the Trade
supplies the main workshop

concepts in straightforward,
easy-to-read checklists.

Good customer service does ne

back again and again-

[ Assurance. Build
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If Life Gives You Lemons, Make Lemonade

At an outdoor café in Naples, Florida, Carlos greets a pair of exhausted shop-
pers. His broad grin and bright smiling eyes welcome them warmly. “It sure is
hot today,” Carlos says. “Can I get you a nice, cool lemonade while you look

over the menu? We usc only the freshest Florida lemons in every glass. I think
you'll really enjoy it.”

Carlos has made a great first impression. Fis cheerful greeting diverted the

customers” attention from the afternoon’s heat and humidity, offering some
comfort and relief.

As the dincrs examine their menus, Carlos is back in a minute with two frosty
ghasses, cach topped with a fresh lemon slice and a bright red che ke
your time checking out our delicious entrees, but save room for dessert,” he
Says. “The pasta dishes are especially good, and our double-chocolate cheese-
cake is absolutely fantastic. T'll be right over there if you need me to explain
any of today’ specials.”

The restaurant manager, standing near the front desk, notices how Carlos
treats the customers. She appreciates his friendly manner and knowledge of
the menu items. She knows that there are many other restaurants in town that
serve good food, and customer service is a key reason why many diners return
to her restaurant time after time. Servers such as Carlos have helped

the café become one of the most successful restaurants in this trendy resort
community.

How did Carlos exhibit the following quality factors of
customer service?

Reliability:

Assurance:

N
A\

Key Ideas

i and
ments of interaction berween YOU

Remember,
people will
Judge you by
your actions,
not your inten-
tions. You may
have a heart of
gold—but so
does a hard-
boiled egg.

n

—Anonymous

e is how workers. dress, act,

the benefit of
customers o client
o quality-degvee o
excellence; superior
in kind

tomer
¥ ose who demonstrate good €

Checkpoint questions
provide opportunities for
review and discussion.

.
ervice alone. Customer service = a business~
b

comers first

i )
d employee attitudes

ot happen by accident It takes the efforts of
na waybvtha(Lwl 1 make them want to come
s i

ge every customer: 1f you can't be of
e
e
e, say so. Try to anticipate 26 ent’s needs, offer
. say so. Tty ©

't know
ions. If you don’t
e respond courteously 10 quesion ¥
R 'ho does.
meone W .
e h on what the company prom
e nd in good condition-

define important terms

ce in customers-
and confidence
+feling of st andconftenct L0
p Jate.
e people’ feclings ‘Accommod:
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Key ldeas introduce and
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3

with Customers
- Customer Care
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Opportunities for discussion and

problem solving are included.

applications that reflect
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Graphical icons indicate useful
links to additional CD-ROM
activities and Web research. Net

e g9 Web ites profie professios who improve
their businesses through (e customer seryice,

workplace issues, solve _problems,
and document information. e
Helpful worksheets are provided.

\WCUStomerserviceamwards, com

Vwicsa.comipubliciactvities/
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1 Making 1 good impresion 15 the irst step toward goo customer service,

1 Quality customer seice s e responsibiliy o every empfogeg, Summa ry checklist provi des

19'3‘;’ customers
Jg wi

o Semngwsm‘mers involves attitude, appearance, and .)crion,‘ a brief recap Of the key
5 The five qualiy fyeqors Of g00d customer service gre; responsivencss, pointS from the Workshop.
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SPECIAL FEATURES
Did You Know? highlights DID yOU KNOW?

interesting facts, findings, Good Customer Service Is Good Business

and trends in workplace \ % of 's busi ¢
communication. 00 65% of a company's business comes from repeat customers.

O Customers refer friends, who then become customers.

[ Unhappy customers tell 816 people about their bad experiences.

0 Through Internet chat rooms, an unhappy customer can now tell thousands of people!
00 91% of dissatisfied customers won't shop at the same store again.

0 A company can increase profits from 25% to 100% by simply reducing the number of
l l unhappy customers.

Remember, .
people will O Customer loyalty can lead to increased sales.
judge you by O If a problem is handled quickly and to a customer’s complete satisfaction, 80% will do
your actions, business with the company again.

not your inten-
tions. You may
have a heart of
gold—but so

d hard-
bgffes ega;. ,’ Quotations add q n[' the NEt

rele\.’an(.:e' h:Jmor, and The following Web sites profile professionals who improve
motivational messages. their businesses through effective customer service.

—Anonymous

www.customerserviceawards.com

www.icsa.com/public/activities/

World View provides

international and On the Net links communication
multicultural examples of skills to Web research and online
key workshop concepts. learning through suggested Web

sites and activities. Not Quite/Got It Right
presents contrasting good
and poor examples of
communication skills.

{ Si\mﬁ)e conventions or practices that are
V%= Natural to you may be offensive to people

% in other countries. The following list
describes just a few.

Morocco Holding a glass in your left hand ¥y
Germany Being even a few minutes late for an st m
appointment ful sporting goods supplier. At least half of
Saudi Arabia Wearing shorts, even for casual dress y is spent negotiating with clients on the phone.
Japan Singling an employee out for a compliment > he was eating lunch at his desk, Luke let the phone ring several times,
ler would go away. He finally picked up the phone and addressed the
caller, who wanted to learn more about his company’s products. Interested only in his
lunch, Luke told the man that he would get back to him soon.
Ethics & Etiquette requires Two weeks passed. Luke never returned that call, but he did find out who it was—one

of the biggest sporting goods retailers. When their call was never returned, they chose a

readers to think critically Uiy

about an ethical dilemma or

difficult situation.
m As a secretary in a large construction firm, Akiko
/ spends almost her entire day answering calls from

clients, salespeople, and inspectors. It is not uncommon for her to have three or four

o (7L I
Eth’CS What do you do when a customer cannot afford your R T A s fime
product but you know a competitor who sells it at a When that happens, Akiko has to prioritize the most important calls. She may put three
cheaper price? Should you tell the customer, discount people on hold at once, but always asks for their permission first, and never leaves them
Et"quette your product, or simply say nothing? on hold longer than 40 seconds. If she is not able to talk with them, she will politely
take their names and numbers and call them back as soon as possible. Akiko lets no call

go unanswered, which her firm’s contacts greatly appreciate.

Vi

Communication 2000
Personal Effectiveness
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