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Introduction
This book is an analysis and practical guide on how to treat the
people in our lives, so they will want to stay with us. Whether they
are our partner or spouse, our children, our friends, our employees
or our customers, our hope is that they will become our “ raving fans.”
The teachings described here can be applied in all areas of life
and to any type of human relationship. In this book, we’re going to
utilize the term “client” generically, to refer to all who are important
to us: a significant other, our children, friends, bosses, employees,
workmates, fans and customers. We all have the same need for respect, attention, love, belonging, prestige, etc., in differing degrees,
regardless of whether we are in a family, work -based or commercial
relationship.
I hope you enjoy this book, and I hope it helps you to find greater
happiness in your life.
Sincerely,
Eduardo Figueroa
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Dear reader:
The following story offers examples of events that, in one way or
another, happen to all of us in our daily lives. Although in this story
everything happens to “poor” Peter, no doubt each of us can identify
with one or more of these situations, because they demonstrate the
way we treat and are treated by other people.
My intention with this chapter is to establish a benchmark of
what we should and should not do in our personal, work-related and
commercial lives. Afterward, I will offer a practical guide to achieving
a passionate spouse, passionate children, passionate employees, passionate bosses and raving fans. It will last a lifetime .

Peter’s Story
Peter arose happy one Friday, thinking of all the things he had to
do. He went to take a hot bath, but when he opened the faucet the water came out freezing cold. Only yesterday the plumber had fixed the
water heater, so Peter’s first reaction was to expre ss his anger by
bad-mouthing the plumber, who obviously hadn’t done a good job.
Peter had to take his bath in cold water, something that really bothered him. He began to imagine what he was going to do to that
plumber: certainly he would yell at him, but n ot until the man fixed
the water heater; afterward, he would sue him, and Peter would tell
everyone he knew not to do business with him. He even considered
putting an ad in the Yellow Pages, next to the plumber’s own ad, explaining how terrible, irresponsi ble and expensive he was. Virtually
no one would hire him, then.
Arriving at the office, Peter told various co -workers how his day
had started. He warned them about how terrible the plumber was
who had attempted to fix his home water heater the day before .
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Peter had barely settled in at work when his immediate supervisor called him into his office. Peter thought, Now what did I do
wrong? This guy only calls me into his office when there’s a problem,
and he wants to call my attention to failings—never to congratulate
me on a job well done. I only put up with him because I need this job.
But as soon as another opportunity in a different department or a different company presents itself, I’m gone. I can’t take the pain and bad
times this boss puts me through , with his constant criticism, his tone of
voice and his negative comments. Besides, he really doesn’t even know
anything. I don’t know how he keeps his job.
Indeed, Peter’s boss had summoned him to relate some complaints about a product’s poor quality, a nd about the poor service Peter’s subordinates in the department had given.
When Peter went to see his employees, he first greeted them and
asked how things were going. They told him of the incident with the
client and the product, but informed him that t he situation had already been resolved. They said that, in fact, it was only one product
that had turned out bad, and that the client’s complaint to the boss
had caused Peter’s dressing down. However, they had already apologized to the client and solved th e problem, and the client had been
satisfied with their response. At this, Peter thought, Of course, the
boss forgot to mention THAT part of the stor y to me.
One of the employees suggested to Peter that he call the client
personally to ensure that everyt hing was all right, and to offer him a
10 percent discount on his next purchase or a $20 gift certificate to
make up for any inconvenience he had suffered. Peter thanked his
team for the suggestion and congratulated them for the speed and
manner in which t hey had managed the situation.
Another employee asked Peter if his boss had mentioned the letter of congratulations received from one of their most important clients due to the excellent service he had been given. For Peter, this
was indeed good news; how ever, his boss hadn’t even mentioned it.

6

When Peter returned to the office in the afternoon, he brought a box
of donuts for everyone in his department to celebrate and reward
them for their good work.
At lunchtime, Peter took advantage of his break to go to the bank
and make a deposit. There was a very long line of customers waiting,
but the few tellers behind the counter were attending to them in an
offhand way as they chatted among st themselves. It appeared that the
rest of the tellers had already left o n their lunch breaks. The deposit
had to be made that afternoon, so Peter was forced to put up with the
situation and spend time in line instead of enjoying his lunch.
While he waited, he remembered that he hadn’t seen or heard
from his son in several wee ks. This pained Peter, but at the same time
he realized that he was the one responsible for the fact that his son
no longer wished to speak to him. He knew that his manner of speaking, his constant criticisms, and above all his reluctance to spend
time with his son or support his ideas and projects had caused him to
distance himself from Peter.
The woman behind him in line brought him back to reality when
she pointed out a teller who was now available to assist him. He
found himself facing a teller who didn’t even turn around to look at
him. Her questions and responses were automatic. There was n o
greeting, no “thank you,” and no “is there anything else I can help you
with?” Apparently, she was interested only in the conversation she
was having with another teller. When Peter asked her a question, the
reaction on her face reflected irritation, as if she wanted to remark
“What a pain you are! Can’t you see I’m busy talking with my friend?”
He left in a huff—this wasn’t the first time he had been treated this
way—and thought, “Now I’m really going to change banks! I don’t
think it matters to them if I go to the ir competitor, anyway.”
He had a few minutes before returning to the office, so he took
advantage of the time to call his cell phone company. This was the
second time he had called with the same complaint. Although all the

7

personnel answered him in a very pleasant and service -oriented
manner, and he saw how they were sincerely trying to do everything
they could to help him resolve the situation, they were still unable to
fix his phone. Peter thought, I really like their atti tude and their desire to solve my problem. Yet maybe their technical personnel aren’t
very well-trained, or their technology isn’t developed enough to fix my
problem on the first try...

That night while he rested after a long day, Peter reflected on everything that had happened to him —and he realized that all those
painful events could have been avoided, if only the people concerned
had respected their clients and paid more attention to their needs.
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THE IMPORTANCE OF CUSTOMER SERVICE
Many people don’t realize—or they realize too late —the importance of having a strategy and a plan that involve everyone in the
company, in the effort to retain customers and turn them into “ raving
fans.” This means making clients fall in love with our products or services and converting them into lifelong customers who, in turn, refer
others to the company.
While there are different reasons to have a business, one of them
is to generate wealth through profit, or earnings. This allows the
business to grow and also crea tes more sources of employment. But it
wouldn’t be possible if the products and services offered weren’t acquired by those predisposed to pay for them: our clients or customers.
Businesses are successful because they solve problems and satisfy
the needs of their clients. Only when this is achieved can they generate enough money to cover costs, liquidate debt and make a profit. It
is here that many businesspeople fail. First, becau se they try to satisfy their own personal needs or those of the company before those of
the clients and second, because they don’t have a real, serious and
sincere customer service plan that makes clients want to return.
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WHAT DOES “EXTRAORDINARY CUSTOMER
SERVICE” MEAN?
“Extraordinary customer service” is a philosophy. It is a way of
life, a heartfelt desire to help and respect everyone. “Extraordinary
customer service” means to think honestly about what is best for
one’s client, whether internal (employees, bosses, owners, co workers, spouses, children, friends) or external (the customers who
buy our products and services).
“Extraordinary customer service” means sincerely trying to satisfy customers’ needs and solve their problems, while respecting
their ideas, desires and personal integrity.
“Extraordinary customer service” means avoiding conflict and
offering genuine and respectful attention. It’s using appropriate language; it’s attending to clients quickly, within the time period they
require; it’s respecting their way of dressing, of speaking, of being.
It’s giving them the product or service they really need, not selling or
giving them what we happen to have available when other things on
the market will better satisfy their needs. This last situation demonstrates true respect for others and affords us huge rewards in the
long-term.
“Extraordinary customer service” means avoiding possible pain,
doubt or bother, now and in the future, whatever the cost. When we
succeed in offering real and excellent customer service, the only calls
we receive will be those of congratulations and gratitude, referring
someone to our business or just saying hello because the client misses us. Then we can say that we offer real and “extraordinary customer
service.”
“Extraordinary customer service” is helping distance the client
from the pain a bad situation may cause him, in order to hel p him
find satisfaction.
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“Extraordinary customer service” is not a complaint department; it should not be like medicine for treating a sick patient. “Extraordinary customer service” is preventive therapy; it’s doing everything in a manner that is excellen t on all levels, all the time, to avoid
possible errors. This attitude of service creates clients who are satisfied, content, happy and in love with our product, and with the commercial or personal relationship they have with us.
“Extraordinary customer service” means taking care of each one
of the stages, steps and details in our relationship with people,
whether or not we are in direct contact with them. For example, in a
business we should make sure that the client finds parking , that the
carts are clean and roll well, that our office hours are convenient,
that the decor is pleasing, the cleanliness of the store and of the
bathrooms is impeccable, the doorman or security guard greets them,
that all personnel (clerks, cashiers, pa ckers, secretaries, lifters, supervisors, managers, etc.) are friendly, service -oriented and courteous, that the prices marked on products are clear and correct and
that their quality is excellent, etc.
Of course, in order to achieve this level of service, attention and
respect, the example must come directly from management . It should
be a true belief and a sincerely held value, that it might be effectively
transmitted and retained deep in the hearts and minds of employees.
When I bought my last car the e mployees at the agency, like at
many others, prided themselves on offering excellent customer service. They spoke of how important it was to them. I could see they
had very detailed manuals describing what they were to do to provide
good customer service. They called from the agency a week after I
bought my car to inquire if I was happy with my purchase, if the
salesman and the person who had helped me with the documentation
had treated me well, and if the automobile had been delivered exactly
as I wanted i t. Afterward, they sent me a letter and a small live plant
as a token of their gratitude. I also received the number of their direct line for any comment, complaint or suggestion that I might have.
However, in general I didn’t feel they were sincere. Rathe r, they
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wanted me to rate them highly, perhaps to earn a raise or to avoid
being reprimanded. How they were performing seemed more important to them than if I, the customer, was really happy or satisfied
with my purchase.
As an example, this is what happened the day I went to get my
car:
To begin with, they couldn’t find my new vehicle. They knew I was
arriving that afternoon to pick it up, yet it took them almost thirty
minutes to locate it. Then I had to wait while they washed it, prepared it and filled the tank with gas, which were certainly nice gestures. But again, it took an additional thirty minutes of my time. The
salesperson tried to entertain me with pleasant chat, which is all well
and good for five minutes, but not for an entire hour. Late r, they were
unable to find the extra set of keys, in spite of searching for them,
which took another twenty minutes. In fact, the keys never appeared.
They had to have another set made, which I had to pick up several
days later, taking another hour of my time. To my way of thinking, the
salesman should have delivered the keys to my office or home. And he
should have apologized for wasting my time, something not even the
receptionist who finally handed over my keys did. Yet after the sale
the salesman kept calling, hoping that I would rate his service as “excellent” on the questionnaire they sent me, arguing on his behalf: “I
did my part well; the other guys were the ones who failed. Give them
a bad rating, not me!”
The point here is: Everyone represents th e company. If one of
them fails, the whole company fails. Everyone needs to apologize, and
work to make it right. This is what marks the real difference between
“extraordinary customer service” and a company that claims it has
good service, but in fact all it has is a complaint department. Complaints should never occur if the company ’s management believes
and trains its employees in what “extraordinary customer service” truly means.
Although detailed procedures and systems may be elaborated, it is
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not enough just to carry them out mechanically by following the book
or manual. In order to achieve “extraordinary customer service,” the
most important thing is to feel it.

13

THE BENEFITS OF EXTRAORDINARY
CUSTOMER SERVICE
The benefits of true and “ extraordinary customer ser vice” are
numerous. To begin with, many more satisfied and loyal clients are
created, who in return recommend the company to friends, family and
co-workers, thereby generating more sales, satisfaction and positive
personal relationships.
Satisfied customers want to personally promote your business,
and take it upon themselves to do so. They do it spontaneously and
with pleasure, because they are grateful and impressed by the product or service; they feel admiration and respect for the comp any. This
direct, person -to-person publicity translates into savings in promotions and advertising; it diminishes the need for marketing campaigns that try to attract new clients to replace those who have left
because of poor service.
Another benefit is a reduction in personnel, space and equipment
in the complaint department, since there are fewer complaints to resolve. Above all, company workers are more motivated and efficient;
there is less frustration as a result of fewer errors in other departments. Communications are improved and teamwork and employee department collaboration is increased, thereby rendering the company more productive and efficient.
All of this projects an excellent image of the business to the community. In addition, when new produc ts or services are offered, there
is a greater probability that they will be acquired because customer
trust has already been established. People know they are being offered products that are going to help them, and whose sale doesn’t
pursue solely a commi ssion or profit.
For the company that maintains this philosophy, the result is higher
earnings, more sustained growth and greater permanence in the marketplace. In other words, “Extraordinar y customer service ” creates
“raving fans ,” which means more earnings and happiness for everyone.
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WHAT DOES “RAVING FANS” MEAN?
A “raving fan” is a person who is in love with someone or something for which he has tremendous admiration, affection and respect.
It might be for a product or service, for a personal relationship with
one’s spouse, children, employees or boss, or for a sport or pastime.
An example of this is a mother who is passionate about her children. She talks about them constantly —how they’re doing in school,
the new activities they’ve taken up, everything they do. She wants to
tell everyone about her kids, and she does it with great pleasure, enthusiasm and pride. Sometimes she even tests her friends’ patience
as she repeats the same stories time and time again.
In sports, a fan can be passionat e about his team or about a particular player. Sometimes he can even become fanatical. In this book,
we are not going to use the word fanatic, because it is a strong word
that implies, to a certain degree, insanity; it refers to someone who
can no longer see other situations, is no longer open to alternatives.
For a fanatic, his team, his religion or his political party is the only
reality that exists.
The passionate person always smiles and feels pride when he
thinks about or refers to the person or organization for which he
feels admiration. He calls to congratulate them, to let them know how
happy he is and how wonderful they are. He is also grateful, and
might send them a thank -you note. Sometimes, he even wishes to
form a “fan club.”
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STATISTICS REGARDING HUMAN BEHAVIOR
Some universities and business colleges have undertaken studies
and presented statistics on human and customer behavior.
A statistic is the result of an analysis of information, and of observing the tendencies that occur and are repeated in different aspects of life. For example, in a store one could form a statistic of how
many people enter daily and at what time they enter. After carrying
out this exercise for several days, the averages are taken and one deduces at what time mo re personnel are needed to attend to clients.
The following are general statistics that have been observed in
industry and that have been applied to the majority of businesses:
THE COST OF ATTRACTING A NEW CLIENT IS FOUR TO SIX TIMES
GREATER THAN THAT OF MAINTAINING AN EXISTING ONE.
When someone doesn’t know about or is unfamiliar with a company, the company has to invest in publicity and in a salesperson’s or
receptionist’s time to explain what it does. It has to prepare samples
and, in some cases, ente r the new customer’s information in a computer or other record-keeping system. All of this implies a cost. When
all the costs of promoting the business are added together, according
to the statistic, the total is on average four to six times higher than
that of maintaining an exist ing client, for whom the company does
not need to continue investing in advertising nor re -enter information into its computer.
In the majority of cases, companies focus on creating advertising
to attract new customers to their businesses. However, they should
put more emphasis on retaining the clients they already have, because on the one hand, it’s cheaper because they are a captive audience, and on the other, they can avoid their clients turning to the
competition due to them having been ignored.
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This principle also applies in one’s personal life. When a man or
woman is trying to make a good impression on another person, he or
she has to invest a little more time and money in this new relationship. He takes her to dinner, give s her chocolates and flowers, or buys
a new shirt to look better; she buys a new dress and goes to the beauty shop to have her hair done, her nails manicured and her make -up
applied just to impress the “ prospect.” All this implies a cost , also.
Later, after they get married and the years pass, they stop investing in each other; they stop paying attention to the relationship,
since they take for granted that they have their mate assured. It is
then that the problems begin and the passion, love and interest between the two start to fade.
Normally, during the courtship and early years of marriage the
couple experiences a great deal of passion for each other, due in part
to their attention to detail. During this period, one is attentive to the
other in word an d deed; they both care that the other is well, happy
and content; they make plans; there is ample communication; they
have fun with each other; they do things together. All of this keeps
the love alive between the two, which in turn makes them fall in love
with each other, become passionate and desire to remain united.
But once the attention to detail begins to be lost, the passion, love
and desire also start s to disappear. Perhaps their children distract
the relationship in some way, or they begin to over look the little
things. They no longer joke or play, and let work and routine drive
them apart. On other occasions, they might discover that their spouse
doesn’t share their dreams, aspirations or interests. All of this causes
the relationship and mutual feelings of love to be affected and diminishes the desire to be with that person. In some cases, this leads one
of the two to look for someone else —the “competition” —to satisfy his
or her need for attention, conversation, dreams, support, intimacy,
etc.
Therefore, for the relationship to last, it is necessary to continue
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to invest in it. In the case of a business relationship, so that the client
returns and continues acquiring the products and services that are
offered; in the case of a married couple, so t hat the love and passion
in the relationship are maintained and grow.
THE COST OF RECOVERING A CUSTOMER WHO LEFT BECAUSE OF BAD
SERVICE IS TEN TIMES MORE THAN THE COST OF MAINTAINING AN
EXISTING CLIENT
A client, who left because he was angry, disappointed by bad service, poor quality, etc., may never return or want to hear anything
more about the business, not at any cost.
Some companies establish a Department of Customer Recovery.
They invest in personnel, equi pment and special promotions to recover a client who has defected to the competition —something that
should never have happened in the first place. However, such a department does not truly solve the problem that caused the customer
to leave in the first pl ace. The latter area is where they should be investing their resources, so that even more clients don’t leave.
Years ago, a saleswoman from a long -distance telephone company
called to offer a cheaper rate. She indicated that the company I was
using at the time was charging me by the minute; if I made a call that
lasted one minute and 35 seconds, they would charge me for two
minutes. On the other hand, this new company was going to charge
me for five -second increments. In this way, if I made a one -minute35-second call, that is exactly what they would charge. She also offered me a promotion of two months without cost, and other discounts. I analyzed the offer and decided to make the change to her
company.
Two weeks later, I started getting calls from the co mpany with
whom I’d initially been enrolled. When they realized they’d lost me
as a client, they offered me discounts to return. They also said they
would now charge me in five -second increments. Immediately, I
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thought, “If they already had this system of measuring calls, why didn’t
they offer it to me before? ” I felt they thought that, as long as I didn’t
know what was going on, they could make more money from me. But
now, in order to win me back, they were forced to offer a better deal.
This made me angry. I told them I intended to remain with the new
company. They continued to call; a supervisor called me , then another person called who said he was the supervisor of the supervisor
and they offered me discounts and free months. They even insulted
me, because I didn’t accept all the discounts they were offering.
At that moment it was no longer a question of economics for me,
whether or not I wanted to save money. It was a question of respect. I
decided conclusively to never return to that company, as they had
demonstrated they were not professional. As it turns out , that company no longer exists —perhaps because of its terrible customer service.
IF YOU DON’T TAKE CARE OF YOUR CLIENT, SOMEONE ELSE
WILL
Maybe you have already heard the above phrase. It indeed is true.
In business, if you don’t take care of your cl ient, another company
will do it in your place; in your personal life, if you don’t take care of
your spouse, someone else will.
This truth is related to the two statistics described above. First,
attracting a new client is four to six times more costly. Second, if you
don’t take care of your client, he or she will go with the competition
and then you have to invest up to ten times more money and time to
try to recover him or her. For these reasons, it is very important to
take care of your existing clients, pay attention to them, and dedicate
your time to them so they stay with you.
CONSUMERS BASE THEIR PURCHASES ON THE ADVICE OF
OTHERS
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This phrase encapsulates a grand truth. People go to see a movie
recommended by someone else, be th ey a relative, a neighbor or a
friend from work in the same way they go to a dentist, accountant or
restaurant that an acquaintance has given them good references for.
This is why one should take care of clients —so they remain happy
and refer you to their friends and family. Besides, this is the best and
most effective publicity that one can receive.
THE SATISFIED CLIENT TELLS TWO PEOPLE ABOUT HIS GOOD
EXPERIENCE, WHILE THE DISSATISFIED CLIENT TELLS
EIGTHEEN ABOUT HIS BAD EXPERIENCE
When a customer is happy with the service he receives and leaves
a business satisfied, he tells two people about his good experience.
He lets them know how well he was treated by the company. If, on the
other hand, that person is angry, irritated or dissat isfied with the
product he was sold or the service he was given, that person wants to
get even, to seek revenge. Not only is he going to tell the story, but
even exaggerate his unpleasant experience, to an average of eighteen
people. Although it may seem h e is doing this to protect his friends
and family from ill treatment, what he really wants is for something
bad to happen to that company. He wants it to fail.
And now with the Internet : a person posts a review or a comment
in Facebook where hundreds or t housands of people can read the
comment and make a decision on whether or not to buy that product
or do business with a person or company.
When it comes to human relations, at work or at home, the same
thing is going to happen. The offended individual is going to tell everyone that he has a terrible boss, that his employee is incompetent or
that his spouse is problematic, insensitive or cold.
On the contrary, a person who receives a good product or service
will relate that fact to two people, if that man y, and then only when
he was really impressed with extraordinary service. He is not going to
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make a big thing out of good service because in the end, that’s what
he paid for. But if he expects a good product or service and doesn’t
receive it, this is when an individual gets annoyed and angry and
wants to get even. Normally, he does.
I have known of cases in which people were willing to pay for bad
publicity for a company that didn’t give them what they were expecting. They were poised to spend even more mo ney to discredit the
business. Such was the case of a car agency that didn’t comply with
the conditions of sale they had agreed to with their customer. When
he tried to return the vehicle, the agency employees refused to take it
back. That angry and dissat isfied customer was on the verge of buying advertising time on the radio to discredit the company that had
reneged on their agreement.
CLIENTS DON’T COMPLAIN TO A COMPANY FROM WHICH
THEY HAVE RECEIVED BAD SERVICE —THEY SIMPLY
DISAPPEAR
The majority of the time, people don’t complain to a person who
has caused them a problem or made them feel uncomfortable. Whether it is a bad product or poor service, they simply leave, go to the
competition or visit a different distributor or another representative.
According to statistics, businesses never learn of 92 percent of the
customers who have had a problem; they only hear from the one person out of every ten who complains. As a matter of fact, complaints
are important—they are problems that were not resolved, or n ot attended to. Dissatisfied clients simply disappear to the competition.
People usually don’t complain, because they feel they are going to
be wasting their time. That in any event, no one will solve anything,
nobody is interested in their comments, that possibly they will wind
up angrier than they already are. So they decide not to return. This
doesn’t mean these individuals don’t complain to anybody. The truth
is, these people DO complain. But they do it to another eighteen people, and in doing so create a bad image for the company. That’s why it
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is very important that everyone in a company, organization, department or family tries to discover when someone is angry or has a
problem, and to allow and make it easy for them to complain right
there. In this way, there is an opportunity to apologize and correct
the problem.
THE TRUE VALUE OF A CLIENT IS CALCULATED OVER THE
LONG TERM
It’s very important that the true value of each client is calculated
and understood, and that eve ryone in a business or organization is
made aware of that value.
To calculate the average value of a customer, one must estimate
how much that customer will buy or utilize the products or services
offered in the business for whatever time period he is goi ng to have
need of them. This is done in the following way. One estimates or determines the monetary value of the client’s purchase, on average, per
month, per week or per year, then that quantity is multiplied by the
number of months, weeks or years that the customer might need or
consume those products or services in his life.
Let me explain it with the following example:
Research was carried out to calculate the value of a customer for
a large supermarket in a Latino area. It was found that, on average, a
lower middle -class family is going to spend $120 per week on food
(groceries, vegetables, meat, milk, bread, etc.). Som e families may
spend up to $200 or $300 a week, while others will spend only $50;
this, of course, depends on how many are in each family and how
much everyone eats. If a family, on average, lives twenty years in the
same area near that supermarket, it mea ns that each family is going
to spend approximately $120,000 there. This calculation was arrived
at in the following manner: $120 in purchases per week is multiplied
by fifty weeks annually (two weeks’ vacation time per year are not
included); then multipl ied by the estimated twenty years this family
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will live in the area. This is the value of a client, on average, for any
supermarket that offers all the products considered in that residential zone.

$120/WEEK x 50 WEEKS/YEAR x 20 YEARS = $120,000
Let’s continue with this example of the supermarket. There is no
doubt that a typical family with the above -described characteristics
is going to spend this amount of money. They might even spend more.
But the important question is: Where does the owner or manager of
the supermarket want them to spend it? Of course, he is going to
want the family to spend it in his establishment, not with the competition, for this very important reason: that everyone in the store must
take care of clients on a daily basis, watch over every detail, and be
pleasant, courteous and service -oriented. You never know when a
customer who sp ent only $20 is a client who normally spends $100,
$200 or even more per week. Obviously, you want him to return and,
what’s more, to become loyal to your store: a “passionate client.”
Another example may be seen in the new car industry, where it is estimated that, on average, a person is going to buy eight automobiles
in his/her lifetime. Some people will buy 12, or more, while others
will purchase only one. Now if , at a particular auto agency, the average price of a car is $40,000 —given they sell cars co sting between
$20,000 and $60,000—then the potential value of a person who enters the agency might be eight times $40,000, which in the long run
works out to be $ 320,000 or even more.
On one occasion, a man dressed in blue jeans, dirty boots and a
country hat, smelling of the farm, arrived at an auto dealership. The
salespeople who saw the man didn’t think he was important, simply
by virtue of how he was dressed. No one wanted to wait on him, so
they finally sent out a new salesman with no experience. It t urned
out that the client had come to buy ten pickup trucks for his busi-
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ness; he was the owner. What’s more, he returned some months later
to buy more vehicles for his company, which was very large.

A similar situation took place with a woman in Tijuana . She asked a
friend, with whom she had just returned from jogging, to accompany
her to view some parcels of land being sold in a new urban development. The pair arrived at the sales office in their workout clothes.
The senior salesman didn’t want to atten d to them, so he sent his assistant, whom he was training, to help the women. One woman began
to ask questions and look at the plans for the development; the enthusiastic assistant explained to her everything he knew. Right then,
the lady decided to buy va rious pieces of land for herself and her
children. The assistant replied that he would have to check her credit, to assure that she was qualified to purchase so much land. But the
woman told him not to bother, as she was going to pay cash. Imagine
the senior salesman’s face when he found out what his assistant’s
commission for that “super sale” was going to be!
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THE LINE FROM PAIN TO HAPPINESS
Any decision made, or action taken, either consciously or unconsciously, is always an attempt to provide us distan ce from pain while
trying to move toward a more comfortable, more pleasant and happier condition.

In other words, people want to move away from a major annoyance; this can derive from a frustration, something disagreeable or an
inconvenience. At the same time, they want to find something that
hurts less or perhaps makes them feel happy.
I’ll demonstrate this with an example:
When a person is thirsty, he senses a type of irritant or a small
ache. Because he wants to avoid this, he decides to drink water. When
drinking water he feels good, because he has moved from a small pain
toward a small happiness. But if the same happens in the desert
where he is very thirsty and there is no water, the n most likely the
magnitude of his pain will greatly increases. In this case, the person
would give anything to have water. And when someone gives him a
drink, he is the happiest person in the world.
The same happens when someone doesn’t satisfy the needs of another person; it happens if one doesn’t receive the respect or re cognition to which he or she feels entitled, if they don’t receive a phone
call as promised, if others speak with an aggressive tone, if they arrive late to an appointment, if they don’t receive good service, if the
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quality of the product is inferior, if p eople don’t follow through on
their promises, if others don’t turn in reports on time, etc. All of
these cause an individual to feel varying “degrees of pain.” Depending
on the situation, sometimes this pain is small. But other times it can
be very large.
However, if the situation were reversed, they would experience
happiness, such as when people show up on time for an appointment,
when they are respectful and use a pleasant tone of voice, when one’s
spouse is faithful, when an employee delivers work on t ime, when
people pay attention and actually listen, when companies provide extraordinary service and the quality of their product is excellent.
The following situation exemplifies this:
Normally, people don’t like to go to the dentist, as the process is
often painful. To begin with, when you arrive you have to wait. The
wait is a bit irritating because you don’t want to sit there thinking
about something you believe is going to cause you to suffer. Then you
enter a consulting room, where they seat you in a very peculiar chair
that has many different contraptions, and they turn on bright lights
that make you feel uncomfortable (a type of pain). Immediately, they
open your mouth and insert s ome hooks that pull your cheeks every
which way, something no one likes. They apply an ointment or spray
to make your gums go to sleep, something that afterward causes you
to mispronounce words. And if you drink water, it dribbles out of
your mouth, which you are unable to keep shut because of the anesthetic. Right away, they inject you multiple times with another anesthetic, using an enormous needle. Each jab hurts; this is really pure
physical pain. They place a tube in your mouth to suck up all the saliva you’ve produced out of fear; then they fill all around your gums
with cotton and stick a drill in your mouth, which by just listening to
causes your hair to stand on end. The dentist uses some pliers, applies a horrible -tasting paste and has you bite dow n on a piece of
plastic that sticks to your teeth and is next to impossible to remove,
generating more irritation and more pain. Finally, as if all that
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weren’t enough, they charge you an exorbitant amount for the visit
and you have to pay, which hurts you in the pocketbook.
So if we analyze this process, we deduce that, certainly, it is very
painful. So why do people go to the dentist? The answer is that the
pain of a bad toothache is much greater than that of going through
the whole process I just descri bed. People go to the dentist to avoid a
much greater pain, preferring a sizable —but ultimately smaller —
pain.
The same thing occurs on the happiness side. If someone is working somewhere and is happy, he or she will change jobs only if offered
something better somewhere else (better salary, better atmosphere,
more opportunities for growth or advancement, more free time, etc.)
In other words, to obtain greater happiness.
The following graph is called the Scale of Pain and Happiness. On
the left side is t he measure of pain, on the right is the measure of
happiness. Every time there occurs a situation, an event or a desire,
it provokes a feeling (many times unconscious) of pain or happiness,
and it accumulates on the corresponding side of the scale.
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As an example, I’m going to use the possible situation of a married couple. Let’s say that the husband doesn’t support his wife’s
dreams, he doesn’t help out with the chores around the house, he
doesn’t pay attention to their children, he sits down with hi s friends
every Sunday to watch sports and drink beer, and he doesn’t take his
wife out for a stroll, to dinner or dancing . He yells at her, insults her
and belittles her, he doesn’t respect her, he doesn’t communicate, he
goes out partying and doesn’t tel l her, etc. This behavior causes her
pain, until finally she gets tired of it and looks for happiness somewhere else. She goes to the “competition,” where perhaps she is
treated with affection and attention, listened to, has fun, etc.
But if, on the contrary, the man respects her, takes care of her, listens to her, is faithful, helps her with the kids, does special things for
her, shares his dreams and plans, enjoys a good sexual relationship,
pays attention to her and satisfies her needs, etc., she will f eel happy.
Therefore, she stays with him, and wants him to stay with her (of
course, this example applies to both members of a couple).
Similar situations can take place in relationships between parents
and children, employees and bosses, friends, family members and
with the customers of a business. If they receive a lot of pain and little pleasure, they will move on to the “competition.” In the case of
children, they might go to another family member, to a gang or to
drugs. In the case of employees, they might change to another department, another company or the competition —or they might even
decide to start their own business. In the case of friends, they will
look for a new friend. In the case of clients, they will go directly to
the competition.
There are situations, sometimes common, in which a person , in
spite of suffering (feeling pain in a personal or work -related relationship), does not leave. As it has been stated that normally a person
will distance himself or herself from pain to search for happiness,
what is happening in this situation? Why does a person keep putting
up with such behavior? Sometimes a woman is involved in a diff icult
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relationship with her partner, who perhaps mistreats her and doesn’t
respect her; all the same, she stays with him, in spite of her friends
and family telling her to leave, to get away.
Possibly what is happening is that the fear of change is deemed to
be more painful. Perhaps she is afraid that her partner will do something to her that her children will be left unprotected, that things will
be even worse in another relationship, that she will be left alone or
without money. For the person who experi ences this situation, leaving is worse; it is more painful than staying and continuing to suffer
with that person. Often she will justify her decision, saying that he
really doesn’t treat her that badly, thereby resisting change.
In the majority of cases, the individuals who have taken the risk
of leaving a tempestuous relationship —frequently forced to do so by
their friends and family—say they find themselves in a better situation. They feel more peaceful and happy. And they admit that, if they
had just known, they would have gotten out of the bad relationship
much earlier.
A similar situation can present itself with someone who works in
a company where he or she is unhappy. Perhaps the person doesn’t
move from that company for fear of not finding another job with the
same or better salary.
On the other hand, consumers react in a different way. As soon
as they begin to dislike the customer ser vice they are given, they
leave the relationship and go to the competition. They don’t want
to suffer any more and refuse to put up with the pain.
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THE INFLUENCE OF EMPLOYEES ON PAIN AND
HAPPINESS
Everyone in a business plays an important part in influencing
whether clients want to return, or leave to go to the competition.
Some examples are described below.
The Receptionist
The receptionist, when she answers the telephone or attends to
someone in person, should always maintain a friendly, obliging and
respectful tone of voice. She should smile when she is in the reception area and while she is on the phone. People on the other end of
the line will rec ognize, by her tone of voice, if she is sincere or if she
is pretending; that is, saying things in a pleasant tone but deep down
expressing something altogether different. On some occasions, a receptionist answers the telephone in a friendly, agreeable man ner because that’s the way she was told to do it. But she ends up creating a
gesture of boredom or ridicule, which is recognized by those around
her. They realize what a hypocrite she is and think that when they
call, she probably does the same thing.
On the other hand, when a receptionist identifies herself and
thanks the person on the other end of the line for his or her call, it
leaves a very good impression. It’s imperative that she answers the
phone without delay; she should be prepared with pencil an d paper
to make note of the caller’s name and telephone number. It’s important that, during the conversation, she uses the caller’s name as
frequently as possible: “Yes, Mr. Smith,” or “Miss Perkins, have a great
day!” This leaves a positive impression and contributes to improving
the relationship, as the person feels they are being taken into account.
She should also indicate to the caller what she intends to do:
transfer the call to someone else, look for someone who can answer
his or her question, or take down the caller’s information. If it is nec-
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essary to put the caller on hold for a few minutes, the receptionist
should apologize, asks the caller to hold, return to the line frequently
to thank him or her and ask if they can continue to wait. The pur pose
is to let the caller know that they haven’t been forgotten. If the receptionist promises to call the person back in a few minutes, she should
do so in the time agreed, even if it’s only to say that she still doesn’t
have the information requested, the time to speak, or that she will
call back later.
The Cashier
The cashier, if she doesn’t greet or smile pleasantly, doesn’t make
the client feel welcome. She fails to show that his visit is important to
the company. The same thing happens when she doesn’t answer the
client’s questions in a friendly tone of voice, doesn’t ask if everything
is fine, if he found all the products or services he needed, etc. People
expect to be told to “have a good day,” to be asked if they need help
carrying their purchases or anything else. If the client’s expectations
are not met, it’s very probable it may cause the client “pain” (I’m not
talking here of a physical pain, although sometimes it could produce
a headache, but rather irritation, annoyance or frustration).
Therefore, if she wants to make a client feel happy, the cashier
should make eye contact, welcome the client, thank him for coming to
the company, make a pleasant comment, ask if everything is okay, if
he found all the products and services he was looking for, if the service process he received was easy and pleasant. Finally, she should
thank the client for having bought the products or services, tell him
she hopes he will return, and offer him additional help if he needs it.
All should be done with a since re smile and within a framework of
respect, regardless of how much he bought or how he is dressed, if he
does or doesn’t have money, or if he knows how to express himself
well. It is very important that the cashier be careful not to act in an
insincere manner, which the client will always notice.
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The cashier should also be careful that the client doesn’t misinterpret her smiles and attention as a form of flirting. For some people, it could be very uncomfortable. If the client is accompanied by
his significant other, it could make her feel uncomfortable as well.
Many people in such a situation would not want to return to the company.

The Clerk
The job of the clerk in any business is not simple. They have to
keep the countertops clean and the shelves full of presentable and
well-ordered products. Often they have to prepare and/or pack orders and, more importantly, attend to the client, who may be demanding and even rude at times. However, and in spite of all that, the clerk
must constantly offer excellent customer service, regardless of the
number of clients he might have.
Sometimes clerks attend to their clients in accordance with a
number the client takes when they arrive in the store. But in some
cases they don’t comply with the numerical order; when an acquaintance of the clerk or a good -looking customer arrives, they are given
preferential treatment, provoking irritation and anger in the others
who are waiting. For this reason and to avoid problems, department
employees have to be careful that all clie nts take their number in the
order in which they arrive.
A lady arrived in the meat department of a supermarket and waited her turn to be helped. It was a Sunday and there were many people
waiting; she saw who had come in before her and was ready for her
turn to arrive. But she didn’t realize that there was a number system
to determine in what order the clientele would be attended. After
waiting a good while and seeing that people who had arrived after
her were being waited on, she complained —with good rea son—that
she had been there first. The clerk asked to see her number, but of
course she didn’t have one. He then indicated that she should take
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one, at which point she got angry and left the store. The lady wished
to buy meat and shellfish for a party at a cost of more than $500. She
and her money went to the supermarket’s competitor.
Another incident happened to a friend who went to the dry cleaners to pick up his shirts. He took his turn and waited patiently for fifteen minutes. At that point, he saw a beautiful young woman come in
and approach the counter, and two clerks hurried over to help her
without even asking if it was her turn. My friend complained loudly,
forcing them to attend to him first. They did, but grudgingly.
Unfortunately, these storie s and situations are common. The correct thing to do is respect all clients and be sure they receive service
in the order in which they arrived, and are attended to accordingly.
Always, one should thank them for their patience.
It is essential that clerks treat everyone with a friendly and sincere smile, while satisfying the needs of each client as best they can.
They must know how to laugh respectfully, look into the client’s
eyes—not at any other part of their body—and thank everyone, regardless of whether they buy anything or not.
The clerk should make suggestions, pay attention to what the client asks for, and help the client make the best decision. It’s important
to take care not to joke or make comments that could be interpreted
in a negative way by the client or others who happen to be passing by.
Occasionally, when employees are joking or smiling at each other, a
client may think they are laughing at him. A clerk might make a disagreeable or taunting gesture regarding a client; other customers may
think that on leaving they too will be ridiculed. It could happen that a
clerk flirts with a client —who may not object to it —but other clients
might look negatively on such behavior, creating a bad image for the
company.
A good clerk suggests to the client how to get the most out of
what he has bought. He tells him about any special offers; it might be
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something the client needs. If he knows that a product the customer
requested is not in good condition or there is something better, or
maybe less expensive, the clerk recommends this option to his client.
He should never sell a product to a customer that is not the most appropriate, because later the client will realize he made the wrong decision yet the clerk didn’t say anything. It will leave the client wit h a
bad impression, thinking that all the products and services offered at
that store are of inferior quality.
Ask the client if he found everything he needed and, if not , direct
him to the appropriate location. Or find someone else who can help
him. This is a great opportunity to serve the client better and show
him that his satisfaction is important.
Floor Employees
The employees who set up the products in a store perform an important function of customer service. They have to make sure the
product is always available and that it is arranged nicely on the
shelves and with the correct pricing, especially when there are sales.
Sometimes a store announces an offer in a flyer or newspaper.
However, the actual prices on the products themselves or the in house advertising have not been changed. This carelessness generates
an irritation that produces pain for, and on occasion angers , clients.
For this reason, floor employees must be aware of the prices that a
business publishes, so that everything is perfectly coordinated.
They should also take care of other details, such as making sure
there are no spilled products and that the stor e itself is clean.
It is important to check if a customer requires assistance, or can’t
find a product. When a product is moved from one location to another—something that should be avoided whenever possible —the floor
employees should be ready to help the client find it quickly. If necessary, they should accompany the customer to the product’s new loca-
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tion and even explain to him why the product was moved. Customers
are used to going to a particular area in a store to find a product;
when they discover ano ther product in its place and they don’t know
where their product has gone, they can experience frustration and
irritation. This situation should be avoided at all costs, assuring that
customers do not leave angry as a result of minor issues that could
have been avoided.
The Handling of Complaints
If a customer expresses a complaint, employees should never argue. Never, under any circumstances , should an employee suggest
that it is the fault of the client himself. The employee should listen
sincerely to the customer’s problem, offer him an apology and look
for a solution to the situation. If necessary, he should call a foreman,
manager or supervisor over to take care of the inconvenience as soon
as possible.
It doesn’t matter whose fault it was. At the end of the day, everyone who works there represents the company.
The problem of a complaint should never be taken personally. Rather, one should apologize for the situation and adopt the attitude of
“let’s work together” —always taking care to include the client—to
solve the problem. The client should be thanked for taking the time to
bring up the complaint.
The Salespeople
The person who is demonstrating a business opportunity, selling
products in a store or answering the questions of clients and prospects over the telephone should discover, understand and respond to
the customer’s true needs.
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To begin with, customers want to feel welcome. Therefore, the
salesperson should greet them and thank them for their call or visit
with a sincere tone of voice. He should mention that he is there to
serve them and, if they have any questions, he will answer them with
pleasure.
If the salesperson is assisting a client in person, it is a good idea
for him to maintain an appropriate physical distance in order to give
the customer his personal space and time. Sometimes a client prefers
to look around the store on his own. When he is ready to buy, or has a
question, he will usually signal his readiness with a movement of his
eyes or body. As soon as the salespers on perceives this, he should
immediately respond or find someone else to attend to the client. If
he is busy with another customer, he should let the first client know
that he will be with him in a few moments. The customer will note
that they have paid at tention to him and have taken him into account.
The salesperson should immediately discover what the client
wants by asking questions and listening attentively to his answers.
But it is even more important to pay attention to non -verbal signals,
such as t he customer’s tone of voice and body language. Then in a
friendly, respectful and obliging manner, the salesperson should confirm that he understands what the client is trying to communicate.
Afterward he has to help, explain, inform and, in some way, educ ate
the client regarding his options, so the client can make the most appropriate decision.
There are salespeople who will take advantage of a client’s lack of
knowledge or experience. They try to sell him more than he needs,
perhaps with the intention of earning a higher commission. However,
in the long run, they can actually lose the client for life.
This reminds me of something that happened to a butcher. A client arrived at his store and asked for ten pounds of grilling meat. She
mentioned that she wa s having a party, and wanted only the best
quality beef. The butcher asked her a few questions then realized
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that ten pounds was too much meat for the number of guests she was
anticipating. He suggested that she buy only six pounds and assured
her it would be sufficient; he also gave her some ideas about how to
prepare the meat before grilling it. The customer thanked him and
finished by purchasing some additional products the butcher had
recommended. When the customer left, the store manager scolded the
butcher for having suggested that the customer buy a smaller amount
than she had originally intended. The butcher responded that, because of his action, the customer would now make a point of coming
back to them for future purchases because she was grateful for his
honesty and happy with his service. He said that, in the long term,
everyone would come out ahead and, above all, they would earn a satisfied customer. And that’s exactly what happened.
There are also salespeople who demonstrate their lack of pro fessionalism when they offer a client the cheapest or simplest product,
supposedly to make him happy. This is a mistake, because when a
salesman advises the customer badly and doesn’t offer him the most
appropriate product; the customer makes a bad decisio n. Later, when
the customer realizes what happened, he is going to become irritated
and of course will not return to that business.
Allow me to illustrate this situation with the following story. One
day, a friend went to a computer store with the intenti on of buying a
new PC. He knew nothing about computers, so he asked a salesman
for help. He told the salesman that he was looking for an inexpensive
computer for his kids; the salesman suggested he buy one that was on
sale, and my friend bought it. Later, with the help of some knowledgeable friends, he began to discover that the computer he had been
sold was not adequate. It was very slow and had very little storage
and processing ability. Above all, it didn’t have a CD reader to run the
programs he needed, but which were not included in the package and
which he now had to buy separately. My friend realized that the
salesperson had not been professional. He hadn’t taken the time to
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ask my friend in more detail exactly what he needed the computer for,
and so hadn’t recommended something that —although it would have
cost more—would have better served my friend.
A suggestion for salespeople is that they ask for and jot down the
information on each prospect, and afterward, as part of their service,
follow up on that information. For example, the salesperson should
call the client and ask if he has made a decision, if he needs more information or if he’s considering other options. He can ment ion other
products and services and offer them to the client, or offer him alternatives if there is a problem with the price or the form of payment.
Perhaps the salesman might refer the client to someone else who
might have a more appropriate product or se rvice to fill his need;
this might not generate an immediate sale, but in the long run it will
establish a good relationship and even references from other customers.
All Personnel
Every person in a company, whether he or she is the doorman, the
security guard, the janitor, the manager, the supervisors, the stockers, the waiters, etc., should be ready to welcome, thank and find a
way to assist their clients.
One of the main responsibilities is to do everything possible to
make the client feel welcome, ac knowledged and, above all, respected. One occasion, a man took his wife to a restaurant. When he left
the table for a moment to greet some friends, he saw how the waiters
were eyeing his wife from head to toe, making comments. This caused
the man to decide he never wanted to return to the restaurant, where
he had been a regular monthly customer, spending an average of $200
on each visit. In this case, the lack of respect toward a customer resulted in a huge loss for the company.
In summary, a healthy, resp ectful environment should be maintained, where employees attend to clients quickly and amiably, pay
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attention to their needs, explain what they are going to do and the
amount of time it might take to resolve their concern, and apologize
for any inconvenien ce this might cause. It is not the client’s fault if
the product is not prepared, no person is available to assist him, or
sufficient space or necessary equipment are lacking. These are the
company’s problems.
Remember that normally a client wants to ente r the store, be attended to in a friendly manner, and leave promptly with the products
or services that he planned to acquire. Ask him if you can help him in
any way, even if it’s not your department; perhaps you can help him
or find someone who can. Say g ood-bye to the client politely. Thank
him for having come, ask him to return and sincerely wish him a good
day.
Treat everyone as you would like yourself, your husband, wife,
sister or mother to be treated: with respect, speed and kindness.
The goal is to ensure that each client leaves with the feeling that
he was treated as if he were the most important client in the world,
regardless of the amount of money he may (or may not) have spent.

Thinking About Clients
Everything must be designed and arranged with a view toward
making a client’s life easier and more pleasant. Each detail of the
business—the installations in the store, the systems and procedures,
the hours of operation, the parking —must be thought out with the
client in mind. Aspects su ch as lighting, maintenance, access to products or services, signs and signals should be designed to satisfy the
customers’ needs.
One should make sure the floor is clean; that there are sufficient
carts to hold the products and that they are always in go od condition
(it is unpleasant when we get a cart that pulls to one side or has
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crooked wheels ); that there is enough space in the aisles for two
carts to pass; and that boxes are not blocking the way. Also, it is important to be ready to help clients c arry heavy items, if needed. Any
employee who is nearby should make him or herself available for this
task or, at the very least, should call someone else to help with it.
Remember that client service is measured in direct relation with
the client’s satisfaction: how happy he is with the product or service
and how often he returns for future purchases. In other words, how
loyal he is, how many people he refers to the business and, above all,
what impression of the company he takes away. It is essential that
this impression be one of professionalism, respect, friendliness, honesty and integrity. All of the above is a part of generating customers
for life—“raving fans .”
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POSITIVE ATTITUDE
We have already spoken about the importance of establishing and
offering extraordinary customer ser vice, to create raving fans. But
the success of implementing this philosophy and converting it into a
way of life in a company or organization depends in great measure on
maintaining a positive attitude among all the people who work there.
This helps to maintain positive behavior bas ed on service, respect
and kindness toward everyone.
But, what is attitude? Attitude is a mental state that can be negative or positive; people speak of a pessimistic or an optimistic attitude. As mentioned previously, attitude determines the behavior wit h
which we confront life’s situations and, as a consequence, it also determines the kind of customer service we offer.
In order to better understand the difference between a person
with a negative attitude and one with a positive attitude, I will describe them below.
Negative attitude
A person with a negative attitude is a person who is normally
pessimistic. That is, he sees only problems, he believes everything is
difficult to do and to achieve, he complains about everyone and everything. His first thought is that things cannot be done; he also believes that everyone else is negative and selfish. He is always in a bad
mood; he’s impatient and yells at his friends, his family, his employees and his co-workers.
Positive attitude
A person with a positive attitude is optimistic. That is, he always
sees opportunities, he is happy and upbeat, he respects people and
their time, he respects himself and he likes his work and gets along
well with others. When asked to do something, he doe s it with pleas-
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ure; he goes to work with enthusiasm. He is always learning and trying to better himself, and he believes that the majority of people are
good.
Normally, the person with a positive attitude is sure of himself,
generating an internal energy that propels him forward. Positive attitude is very important because it keeps a person motivated in order
to achieve his dreams, his objectives and his task of serving his clients—internal and external—with kindness and respect.
An optimistic, happy person attracts similar individuals, which
reaffirms his desire to continue being positive and pleasant. In addition, if he maintains that state of optimism, it is easier to find solutions to problems and challenges (his own and those of his clients)
and to discover opportunities in threats and, occasionally, in tragedies.
Every problem has a solution; sometimes it’s easy to find.
With others, it takes a little longer.
But how does one stay in a positive frame of mind? To begin with,
respect yourself and recognize your true worth. Make a list of everything you have accomplished in your life since you were a child, including economic, professional, personal and family, sports and
school-related goals. Big or small, write them all down.
Surround yourself with successful people, and stay away from
negative and pessimistic influences. Unfortunately, this is not always
easy, as sometimes the most striking example of negativity and pessimism is oneself. You can start by ceasing to watch and read negative
news; it only negatively affects your mood, attitude and behavior. Also, when you start to feel any signs of negative attitude, write them
down and immediately replace them with positive ones.
Also recommended are reading books, listening to audio CDs and
attending motivational and personal development seminars. To main-
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tain a positive attitude, have fun in a healthy way —find ways to smile
and be happy every day. But above all, do all things with joy and passion.
It’s your attitude, not your aptitude, which determines your altitude.
You know what positive and negative attitudes are. Now I will explain what aptitudes are. These relate to the skills you have, which
have been learned and developed through practice. For example, one
person may have the ability to type eighty words per minute, another
to juggle the ball or to play a musical instrument, and so on.
The original statement says that attitude rather than skills or
abilities determine how high you will go. This applies to a professional field, at work, in any practiced sport and in one’s personal life.
Better yet, when someone combines a positive attitude with extraordinary skills or abilities, that person is placed into privileged areas
that very few manage to reach.
The famous basketball player, Michael Jordan, displayed a remarkable positive attitude, both in and out of the game. This, combined with a great athletic ability that few possess, put him into areas of recognition, rewards and financial success that few have
achieved. In fact, he is considered one of the best athletes in history.
With regard to customer service, it is essential to have an excellent aptitude for determining what the real issue is. Equally important is to remain positive at all times, which ensures a sincere and
outstanding customer service experience.
One statistic from a human resources magazine revealed that
most often an employe e is laid off for his or her negative attitude;
less often for a lack of skills. Normally, people want to deal with people with positive attitudes, who are willing to cooperate and to serve
others. People do not care to interact with those who know every-
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thing, have a negative attitude or create problems and conflicts within an organization —especially with customers.
Two things that complement and relate to one’s attitude and behavior are the passion and excitement evidenced in everything you
do. These are the food, the fuel and the energy with which we maintain a positive attitude.
But if you are always discouraged and pessimistic, with a negative
attitude, if you see only problems, people will choose to keep their
distance from you and will not want to offer their help.
Therefore, from now on remain optimistic. Show passion for your
dreams and for your work, as simple as these might be. Get excited
and keep a positive attitude toward all the things you do. Help will
come, sometimes in a magical way, and o ften as an inspiration.
I can talk much about the importance and benefits of having a
positive attitude. But you are the only one who can make it happen,
and choose to live it. I hope you will always choose to live with a positive attitude.
And remember...
A positive attitude is the key to success and to maintaining extraordinary relationships with others, whether they are your
partner, your children, your boss, your associates, your employees,
your suppliers or customers.
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WELL, NOW WHAT?
Dear reader,
I hope you found this book useful. How do you use these ideas and
this information? What do you plan to do today to improve your personal, business and career relationships?
The goal is to make people around you feel happy, so they will
want to stay with you for life and become your “raving fans.”
I suggest that you write down five specific actions you will implement to make people at home (spouse and children), in the workplace (employees and manager s) and your customers, HAPPY.
Here are some examples and ideas that may be useful to reduce
pain while increasing happiness of people around you:








I will use a polite and respectful tone of voice
I will be on time for meetings
I will listen more carefully
I will tell my partner, my children and my family
that I love them
I will stay positive at all times
I will give more recognition and better treatment
to my employees
I will be an example of what I preach.

Also, you might discuss with others how to impro ve customer service in your business:
We will review and improve systems and processes to make our
customers more satisfied and happy.
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Write your plan of action —with concrete steps —for:
My spouse:
1.
2.
3.
4.
5.
My children:
1.
2.
3.
4.
5.
My boss:
1.
2.
3.
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4.
5.
My employees:
1.
2.
3.
4.
5.
My clients:
1.
2.
3.
4.
5.

And you will be happier!!
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APPENDICES
HISPANIC BUSINESS CONSULTANTS
OUR OBJECTIVE
The goal of Hispanic Business Consultants (HBC) is to work with
entrepreneurs and managers to assist them in creating more profit,
growth and permanence for their businesses. This is achieved
through inspiring employees to give their best, both inside and outside the company, using personal development programs, b usiness
leadership and motivation.
SEMINARS AND TRAINING:
Our training programs help companies to:











Increase productivity
Teach supervisors and employees to work in harmony
Improve relations between management and employees
Create a positive workplace environment
Develop better teamwork
Generate synergy and cooperation
Reduce conflicts, and the resultant inefficiency and stress
Reduce sabotage and claims
Reduce employee turnover
Avoid absenteeism.

HBC offers courses on self -motivation for employees, leadership
development programs for supervisors and sales personnel, and customer service workshops and “coaching” for business owners. This
training takes place through several weeks of courses consisti ng of
three-hour seminars and workshops . Among the subjects taught are:
Personal and business growth, Effective sales, Extraordinary customer service, How to be a successful manager, How to attract and retain
customers, Employee motivation, Teamwork, Communications, How to
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be an effective supervisor, How to discipline, Positiv e attitudes,
Leadership, Stress management, Conflict resolution, How to handle
complaints, and others.
We are Committed to Helping You Achieve Your Success

EDUARDO FIGUEROA
Employee Trainer
Business Consultant and
Public Speaker
Eduardo Figueroa is a dynamic public speaker, with a reputation
as one of the most experienced bilingual trainers in California. His
style of teaching is both practical and entertaining, and has earned
him the respect and admiration of scores of participants in his courses.
He is the author of numerous articles on business, personal development and customer service, some of which have been published
in such magazines as Entrepreneur and ARITHAC Mexico, and in the
Mexican language newspaper, La Opinion. He has been invited to do
“Business Council” segments on the Univision and Telemundo television networks.
Mr. Figueroa has trained supervisors, managers, directors and
business owners on the issues of leadership, change, communications, teamwork, effective delegation, conflict resolution, complaint
management, time management and leadership styles, among others.
He has worked with such varied industries as restaurants, insurance,
real estate and telemarketing, both in the United States and in Mexico.
In his seminars and training sessions, Mr. Figueroa likes to include stories and examples of motivation and self -esteem. He works
with participants in exercises of self -analysis, to determine how your
attitude, communication, leadership and other qualities relate d to
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your success. This encourages people to make positive incremental
changes, both at work and in their personal lives.
Mr. Figueroa holds a Master’s in Business Administration from the
Instituto Panamericano de Alta Dirección de Empresas, in Mexico
City.
He has been honored by important organizations in the United
States at the local, state and national levels. The Small Business Administration and LULAC (League of United Latin American Citizens)
have also recognized his achievements, as has Chapman University
with its “Ethics in America Award.” In 2005, the National Society of
Hispanic MBAs awarded him the “Brilliant Award.” He was also nationally recognized as “Entrepreneur of the Year,” and in 2006 the
Hispanic Chamber of Commerce presented him its “Star Award” as
best member. That same year he was selected as one of the fifty most
influential men in Orange County, California.
Contact Mr. Eduardo Figueroa at:
eduardo@eduardofigueroa.com
Visit his page on the Internet at:
www.betteremployees.net
Hispanic Business Consultants
2510 N. Grand Ave., Suite 101
Santa Ana, CA 92705
(714) 516-1111

WHO STOLE MY

?

FANS

In general, people like to stay in relationships (either at home, at
work, or with other businesses) where they feel comfortable and
accepted and are receiving the attention that they are looking for. In
other words, people stay in relationships where they feel happy and
are the most content. On the other hand, people will do all they can to
get away from relationships that provoke pain, lack respect, or create
unwanted attention.
Unfortunately, in most cases we are the cause of others leaving the
relationship. We are often unaware of our bad behavior and poor or
indifferent attitudes and the negative effect they can have on our
relationships. Under these circumstances, it is normal for people to
leave us for the “competition” in search of the support they need
either personally or commercially. The situation is even more serious
in the case of consumers: it is their negative experience with us that is
most often shared with family, friends, neighbors and coworkers.
So, what can we do to keep these important people in our lives? This
book is an analysis and practical guide on how to treat others –
whether partners, spouses, children, friends, employees, or
customers – so that they want to stay in a relationship with us and
become our devoted fans.
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