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Once upon a time there was a king who dreamed that he was going to lose all his teeth. Full of worry, he summoned an interpreter: "O my king," said the interpreter, "I have a very sad announcement to make to you: All your relatives will die, one after the other."
The king was furious and had the man thrown into prison.
Finally, he summoned another dream interpreter. He listened to the dream and then said with a smile: "I am happy, great king, to 
be able to make 
you a joyful 
announcement: You will grow older than all your relatives. You will outlive them all!" The king was delighted and rewarded him handsomely.
)
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Dealing with complaints

The combination of a seller who has exactly the right goods and the one buyer in a million who never complains is probably quite rare. These ideal circumstances would mean that optimum satisfaction is achieved. The product may not meet all expectations, the delivery may be late, a fault may become apparent when using the product, a customer service visit that was required may not have been carried out at the right time. If you are lucky, the customer will complain. If not, he will silently go to the competition next time. 
There is a significant difference between having to deal with complaints and dealing with objections during the sales pitch. By the way you handle objections, you raise the customer's expectations that he will get exactly what he is looking for, and perhaps even more than he expects. 

However, complaints are made when expectations are disappointed. The cause of almost every complaint is faulty goods or services that do not deliver the expected benefits. Disappointed expectations that are not immediately rectified can turn a positive attitude towards you and your goods into antipathy and anger at your indifference. How you handle complaints and the emotions that arise at the same time can determine whether you can keep a regular customer or whether you have to write them off as a loss. 



A fundamental human characteristic can get in your way and have a decisive influence on your behavior. This is the tendency to avoid uncomfortable difficulties that present themselves. You shy away from any risk and want to avoid getting into a dispute with the customer you need for your success. Negative emotions are contagious, and when a customer complains, you get stuck with their 





"illness" easily. It's not that you will react by complaining about him, you will rather try to drag the matter out and wriggle out of it instead of facing up to the complaint and doing everything necessary to remedy his dissatisfaction.
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Self-confidence is not everything, but without it you will hardly make a career. In order to realize your ideas, you have to represent them to the outside world and assert them. And that only works with confidence in the 

own skills and the necessary steadfastness to push through his project even in the face of critical or negative arguments from others.

Not an easy thing to do, especially because there are two sides to the coin and overconfidence is quickly perceived by others as arrogance. Genuine self-confidence has nothing to do with egoism, prepotency or a lack of sensitivity. On the contrary: someone who has been awarded this coveted attribute generally appears serene and at peace with themselves. Why? Probably because they are absolutely aware of themselves and their position in their environment, know their strengths and weaknesses, can live with them and know what influence they have on others. A realization that is closely linked to one's own goals: If one can derive meaning and content from the current activity, a great deal of strength and motivation can be drawn from it. Dedication to a cause or a person is satisfying, makes you happy and gives you a positive aura. And since feelings are transmitted directly from person to person, this is one of the most important prerequisites for success.

Many people don't have such big problems with their self-confidence - it may be fine with friends - but even more so when it comes to communicating this to strangers. But this can be remedied. Work on your ego step by step and choose specific situations in which you don't feel so comfortable and which don't seem so easy to deal with. Give your opinion where you have previously held back. Make sensible suggestions and don't let yourself be dismissed so easily.



Don't be discouraged by initial rejections - the others first have to get used to your increased commitment - and be happy when you succeed in getting an argument across. Persevere with this approach, gradually push yourself further and further forward and after a while you will succeed much more than before.


The most important thing is perseverance: there are many ups and downs between the beginning and the end of a path, which is why you should never give up. I have never avoided obstacles and have always  forward in a straight line, even when it was difficult. The easy road diminishes success. Never lose sight of your goal, even if the situation seems hopeless. Even decision-makers are only human and things can always change quickly.
Robert Rogner
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Express understanding

Every customer complaint is associated with disappointment. The complainant experiences the disappointment on an emotional level, not on a rational level. That is why you must first address the complainant's emotional level. This is the first step! Express your understanding for the complainant's anger and disappointment.

This way you take the complainant seriously as a person. Instead of "I'm sorry", say something that sounds more effective:

-	"I understand that you're annoyed."

-	"Yes, I can well understand that."

-	"I can imagine how annoying that is."

-	"That's bad for you - I understand."

-	"If I were you, I'd be annoyed too."

-	"I understand your anger."


Pay attention to the tone of your voice, because it's not just what you say, but also how you say it. Expressing understanding does not mean making a concession. However, use only one sentence to express your understanding and do not repeat it later. That comes across as exaggerated.

Note: Before you deal with the customer complaint from the factual side, first express your understanding. Take a short break after this statement to increase the effect.
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Ask open questions

To find out the facts, ask W questions, preferably with the help of a checklist. Then start with the What question, which provides information about the facts of the complaint. Then continue with the When question so that you are informed about the course of time. Then the How question should follow to find out about the nature of the damage. W-questions will tell you much more, such questions cannot be answered with yes or no. Ask the most important question of all at the beginning of the statement of facts.

Examples:

-	"What happened in detail?"

-	"When exactly did this happen?"

-	"How did that make itself felt?"

-	"What measures have you taken?"


Avoid closed questions that can only be answered with a yes or no. Closed questions begin with a time word.


wrong
closed questions

-	Did you misbehave with me?

-	Has the employee been rude?

-	Did you read the description (correctly)?

-	Is this the first time this has happened?

-	Have you already spoken to the accounts department?




Open questions

[bookmark: _Toc167501671]-	How did you behave?

[bookmark: _Toc167501672]-	How did the employee behave?

[bookmark: _Toc167501673]-	Which description do you use?

[bookmark: _Toc167501674]-	How often has this happened?

[bookmark: _Toc167501675]-	How did you make your presence felt?


Before you make assumptions, express opinions or offer suggestions for solutions, ask about the facts. In medicine, too, the motto is: first the diagnosis, then the therapy.


Remember: Do not suggest a solution to rectify the problem until you have found out the exact facts by asking open questions.
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Responding to demands

Immediate help better yesterday than today! A typical customer request that you cannot fulfill. Don't be taken by surprise when someone demands and threatens. So what should you do? Neither agree nor cancel! Ask for a few minutes of your time and clarify what is feasible. When you call back, explain why the complainant's request is not feasible. However, give very detailed explanations and combine each rejection with a new proposal.

Cancel unfulfillable requests immediately. Don't put off a rejection. And: cancel yourself, don't delegate cancellations and bad news to employees or ladies with a pleasant voice. This will not make the news any better. Don't wrap up bad news in friendly phrases. If possible, cancel by telephone so that a dialog can take place. In the case of a written rejection, a dialog is not possible unless the customer calls after receiving the letter. He is usually already "loaded" and threatening.

So: First make a phone call, then you can confirm the facts in writing. However, you cannot force anyone to understand! Your only chance is to provide them with so much information that it becomes rationally and emotionally impossible for them to continue to take a stubborn, intransigent position.




 Remember: Reject unfulfillable demands from the complainant with detailed background information. Do not delay refusals. Make rejections yourself. And don't raise false hopes. "I can try again" if you know for sure that there is nothing more to try.
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Reject complaints

If the customer is at fault, tell them this with a great deal of tact. In the event of technical faults, hold such a discussion on site and, if possible, in private. Every complainant is embarrassed when it is proven that the fault lies with them. To avoid repeating a reading error at a bus stop, for example, explain exactly how to do it correctly. Did the customer understand the instructions? Is the documentation easy to understand? Ensure that your texts, graphics and explanations in the documentation are improved. If everything is clear here, errors can be avoided.

Repair costs will be incurred if the customer is at fault. Make an exact cost estimate, in writing. If you cover part of the costs as a gesture of goodwill, write this clearly in the estimate! Encourage your service staff to always emphasize goodwill. If you have to refuse a customer's request over the phone, do it in person! Make the call back yourself, do not ask a third party to make the rejection. A word to the bosses: If a complainant wants to speak to the boss on the phone, they must allow themselves to be spoken to. Being brushed off by the secretary is very bad style.


[bookmark: _Toc167501679]Note:	Complaints are often linked to poorly formulated technical documentation. Gratefully accept the customer's suggestions for improvement. If you have to reject complaints and charge for repairs, then only by means of a cost estimate, preferably in writing. It is also your job to clarify whether a repair is worthwhile or whether a new purchase is better.
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Grant discounts

The discount is quickly forgotten by the complainant, but the damage to the product remains. The customer must therefore process or sell a defective product. It is easy to imagine what end customers think when they find out that part of the delivered product is damaged and the processor has received a discount for it.

However, there are customers who attach particular importance to a discount. Such customers want a purchasing advantage and initially accept the damage. Now, of course, you can argue about the amount of the discount. Customers always want a little more, you grant as little as possible. The well-known negotiating technique in these cases:
The customer sets their own claim higher than the actual damage. You set your claim extremely low, offering only a few percent, even though you know it should be more. A maximum claim is set against a minimum offer. This leads to a long, tough discussion. For this reason alone, the price reduction is a makeshift solution. Always justify the amount of the discount you are offering. This is more convincing than if you start negotiating discounts like in the Orient.

However, it is particularly important that you never reject the customer's request for a specific discount as unreasonable. In practice, it is often the case that customers are almost laughed at or that you react insultingly. Discounts that have been agreed are best confirmed immediately in writing. It should be noted that the discount is one-off and may not give rise to any further claims on the part of the customer.

Note: Only give a discount for visual defects, not for malfunctions. Emphasize the uniqueness of the discount. Above all, remember that a discount does not strengthen confidence in your company. On the contrary! A discount means you can't do any better.
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Dealing with anger

Occasionally, customers get particularly upset about a complaint. They don't have their emotions under control, resulting in the well-known adrenaline rush. The result? The complainant becomes aggressive, loud and angry. They are often unaware of this and later regret the upset and the attack on the supplier. But first there is the personal attack. Those who are angry are anything but balanced. They show more or less their rough side. Angry customers threaten and demand. They are extremely impatient when it comes to getting rid of their anger.

Don't get upset if someone gets loud and personal with you. It's best to ignore attacks, because any reaction to them would be useless. Just imagine someone saying to a loud, agitated customer: "Calm down, will you?" Do you think he will calm down now? The sentence: "Now why don't you be objective?" also has no effect whatsoever. No one will with such a request, on the contrary. Such a statement leads to a further adrenaline rush.

You can also repeat statements made by angry customers: "So you think we're sleeping pills." This makes the provocative customer realize what they have done. Another method is to show that you are concerned about the attack and reply: "But you've just hurt me." This can lead to a retreat, the complainer then says that he didn't mean it that way. Remember that the attack is not actually directed at you, but at your company's performance. You are merely the target. Once the customer's anger is over, he will no longer attack you. Eliminate the anger, do not allow yourself to be provoked by aggressive customers.




[bookmark: _Toc167501682]Note: Attacks on your company, your product or on you personally are best ignored. If aggression continues, you can also express concern: "That's very hurtful what you just said about us, Mr. Customer. "Under no circumstances should you calm down an angry complainant with the words: "Don't get so upset".




It is better if the complainant reacts angrily and tells you - then you can deal with the anger and respond to it. Angry customers who don't say anything swallow their anger and can't deal with it. Would you prefer that?
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The justified complaint

The most important principle is that you admit a complaint that is undoubtedly justified and do not spend a long time justifying yourself. But also explain the background if the complainant asks about it. This is not so easy, because often you don't know the factual background exactly or you are not allowed to reveal it. You also need to know what you can and cannot say. In the case of justified complaints, quick help is particularly important. Whoever is right should be given priority when dealing with the matter. If you or your company are responsible for the error that led to the complaint, then apologize personally.

The customer is also right if your colleague caused the damage. Your colleague is your business! So don't pass the buck and take the blame even if your driver caused the damage. The customer has a contract with you, not with your driver or your colleague. Make sure that something like this doesn't happen a second time, that complaints don't happen all the time. Then no excuses will help, the customer will certainly look for a new means of transportation.


-Note: You can learn from justified complaints. Internally, pass on every complaint for which the supplier is responsible. Your purchasing department must react. Reparation is not enough, compensation is not enough. Preventive measures are required. Because prevention is better than cure.
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Internal meetings

Certain complaints, e.g. from A-customers, must be discussed internally by the boss and his employees. Make it your task to set up a regular discussion group. The task must be to find the causes of complaints and discuss how they can be eliminated or reduced, or how you can be informed in advance via an "early warning system". Every customer complaint is an invitation for you to take action. Don't just rectify the damage that has occurred, consider what needs to be done at the root of the problem. Complaints offer learning opportunities, use every complaint to improve.

This also affects the service department. Customers complain about repairs taking too long, incorrect information, missed deadlines, breakdowns. The supervisor also takes part in such a meeting as the mouthpiece of his team.

Hold meetings during working hours, not after 5.30 p.m., and ensure good moderation. This is the only way to achieve results. More frequent short meetings are more appropriate than the monthly mammoth meeting lasting several hours.





Note: A complaint meeting is successful if...

-	all arrive on time,
-	everyone keeps it short and avoids unnecessary repetition,
-	critical comments are expressed constructively,
-	everyone respects the opinions of others
-	concrete, feasible proposals are made,
-	digressions are avoided and everyone stays on topic
-	Discussions may not be used for personal purposes,
-	the participants adhere to resolutions,
-	Individuals should also take on tasks and not delegate them out of convenience,
-	there is a positive atmosphere for discussion, so that everyone is motivated to actively participate.
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After completion

A customer is only satisfied when he expressly confirms this. An acceptance report or a signed service report is not enough. After making amends, new breakdowns can occur, which in turn trigger a complaint from the customer.

A consultation has decisive advantages. The complainant feels looked after and has respect for your call. You also receive information about the customer's level of satisfaction. What are you actually risking? The only risk is that the customer will tell you again that they are still not satisfied. Then take the opportunity to talk about the renewed dissatisfaction and look for a solution.




Note: Call a few days after a complaint has been dealt with and ask about the complainant's satisfaction. This is particularly important with A-customers or large orders.
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Last but not least: make a note of complaints

In the case of complaints, it is worth writing down the points at issue. Your customer will then realize that you take him and his complaint very seriously. He will think twice about whether he is exaggerating when describing the facts, because he expects you to write everything down. Rash insults, threats and unjustified demands will be reduced as soon as you take notes. By taking notes, you also avoid interrupting the customer: You can only talk or write.

While you're taking notes, you can't comment, pass judgment or make promises. If you take notes, no details are lost and you don't forget anything that needs to be done. Another advantage of taking notes is that the complainant can no longer claim the opposite later. Later additions no longer have to be acknowledged. Repeat all the information you have received, but do not pass judgment. List the facts without any indication as to whether you consider the complaint to be justified or not.

This achieves two things:
Firstly, you make sure that you have heard everything correctly and have not overlooked any important details.
Secondly, the customer is given the opportunity to rectify their complaint. He can soften his presentation and reduce his claims without losing face.






Note:	Use a company-specific acceptance form
The purpose of a form is primarily to systematically record certain information and facts for completeness and accuracy. Notes in the form relieve your memory, lead to systematic acceptance and save you from having to think about the question content each time.







We wish you every success in dealing with your customer complaints in the future.
	                                                                                                            Beatrice I. Seum   
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