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PART 1: Custom
er Service 

 PART 2: You 
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Custom
er Service is produced at the very instant of contact 
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Som
e utilities research and explore…

  

•
Core expectation of custom

ers  
 •

Service attributes and characteristics m
ost im

portant to custom
ers  

 •
G

eneral attitudes tow
ards public utilities 

 •
D

em
ographics and m

ethods of com
m

unications that are m
ost effective 

 •
Custom

er Service Surveys  
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Changing Expectations 

As society progresses, as changes occur and 
as dem

ands fluctuate, utilities m
ust be ever 

aw
are of the expectations of their custom

ers 
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Past Expectations 

•Tap w
ater is safe to drink  

 •W
ater w

ill com
e out of the tap w

hen it is turned on 
 •W

all bill w
ill be accurate 
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Current Expectations 

•
Levels of chem

ical in the w
ater (chrom

ium
, lead, fluoride, etc.)  

•
Potential issues w

ith w
ater (algal bloom

s) 
•

Color, taste, sm
ell and clarity of the w

ater 
•

W
ater pressure  

•
N

otification about disruptions in service (new
spaper, reverse calls, social m

edia, etc.) 
•

Readability of the w
ater bill 

•
Paym

ent options 
•

Location of custom
er service representatives  

•
W

ebsite 
•

Average w
ait tim

e w
hen a custom

er calls  
•

W
eekend hours and flexibility for those are w

ork during the day 
•

Advanced notice w
hen w

ater bill is high  
•

Facility tours  
•

Etc. 
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ATTITUD
E IS A CH

OICE 

8 



Sainsbury’s 
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The pow
er of custom

er service…
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W
hat are the benefits of excellent custom

er service? 

•
Saves tim

e (first-call-resolution concept) 
 •

Increases efficiency 
  •

D
evelops credibility 

  •
IT’S EASY TO BE N

ICE…
AN

D
 IT’S FREE 
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W
hat are the consequences of poor custom

er service? 
•

Increased tim
e by m

ultiple people to address a repeated concern 
 •

Organizational and personal sham
e 

 •
Em

barrassm
ent for staff and publically elected officials 

 •
Tarnished view

s from
 the public at large  

 •
Plum

m
eting m

orale to be associated w
ith w

orking for “that com
pany” 

 •
Increased turnover 

 •
Loss of custom

er confidence 
 •

D
ecline in integrity  
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The pow
er of Y

O
U
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212° 
 The extra degree…
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