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(NAPSA)—Think about the
last time you had a negative buy-
ing experience. Did an e-com-
merce site fail to respond to your
e-mail? Did a sales associate treat
you as if he didn’t really want to
help you? Were you left on hold for
a long time when you called a
mail-order house? 

Negative buying experiences
are almost always linked to
shoddy customer service. These
days it’s rare to find good cus-
tomer support, even though most
businesses claim that they put
people first. 

But customer service is making
a revival because business man-
agers are realizing good customer
service is essential for all busi-
nesses, according to AllBusiness.
com, one of the Web’s leading busi-
ness sites. AllBusiness.com pro-
vides small and growing businesses
with valuable resources, including
business guides, contracts and
agreements, business directory list-
ings, product comparisons and
product discounts. AllBusiness.com
also offers expert advice, such as
the following 10 rules for excellent
customer service:  

1. Commit to quality service.
Everyone in the company needs to
be devoted to creating a positive
experience for the customer.
Always try to go above and beyond
customer expectations. 

2. Know your products. Con-
veying knowledge about products
and services will help you win a
customer’s trust and confidence.
Know your company’s products,
services and return policies inside
out. Try to anticipate the types of
questions customers will ask. 

3. Know your customers. Try to

learn everything you can about
your customers so you can tailor
your service approach to their
needs and buying habits. Talk to
people and listen to their com-
plaints so you can get to the root
of customer dissatisfaction. 

4. Treat people with courtesy
and respect. Remember that
every contact with a customer—
whether it’s by e-mail, phone,
written correspondence, or face-to-
face meeting—leaves an impres-
sion. Use phrases like “sorry to
keep you waiting,” and “it’s been a
pleasure helping you.” 

5. Never argue with a cus-
tomer. You know darn well that
the customer isn’t always right.
But instead of focusing on what
went wrong in a particular situa-
tion, concentrate on how to fix it.
Research shows that seven out of
10 customers will do business
with you again if you resolve a
complaint in their favor.

6. Don’t leave customers hang-
ing. Repairs, callbacks and e-
mails need to be handled with a
sense of urgency. Customers want

immediate resolution, and if you
can give it to them, you’ll probably
win their repeat business.
Research shows that 95 percent of
dissatisfied customers will do
business with a company again if
their complaint is resolved on the
spot. 

7. Always provide what you
promise. Fail to do this and you’ll
lose credibility and customers. If
you guarantee a quote within 24
hours, get the quote out in a day
or less. If you can’t make good on
your promise, apologize to the cus-
tomer and offer some type of com-
pensation, such as a discount or
free delivery.

8. Assume that customers are
telling the truth. Even though it
sometimes appears that cus-
tomers are lying or giving you a
hard time, always give them the
benefit of the doubt.  

9. Focus on making customers,
not making sales. Salespeople,
especially those who get paid on
commission, sometimes focus on
the volume instead of the quality
of the sale. Remember that keep-
ing a customer’s business is more
important than closing a sale.
Research shows that it costs six
times more to attract a new cus-
tomer than it does to keep an
existing one.

10. Make it easy to buy. The
buying experience in your store,
on your Web site or through your
catalog should be as easy as possi-
ble. Eliminate unnecessary paper-
work and forms, help people find
what they need, explain how prod-
ucts work and do whatever you
can to facilitate transactions. 

To learn more, visit www.all
business.com.

10 Rules For Great Customer Service

Research shows that it costs six
times more to attract a new cus-
tomer than it does to keep an
existing one. 

(NAPSA)—A uniquely Ameri-
can institution—the supermar-
ket—commemorates 75 years of
innovation, choice, convenience
and value in 2005.

The supermarket  impacts
communities nationwide and
touches each of our lives nearly
every day. It keeps pace with
changing lifestyles by staying in
tune with consumer preferences
and demands. The supermarket
industry is responsible for gen-
erating many important innova-
tions over the years that con-
t inue to  enhance the high
quality standard of living that
Americans enjoy.  Here are a
few: 

Then
1930—Michael Cullen opened

America’s first supermarket in
Long Island, NY, and named it
King Kullen. That same year, the
first line of retail frozen foods is
rolled out in Springfield, MA, with
products manufactured under the
Birds Eye brand.

1937—Sylvan Goldman invented
the shopping cart, forever changing
the way we shop. 

1946—A&P introduced the
“store-within-a-store” concept by
adding in-store bakery shops
served from central bakeries.

1950s—During this decade, the
supermarket emerged as the pre-
dominant food retailer. The num-
ber of stores more than doubled,
from 14,000 in 1950 to 33,000 in
1960.

1974—A cashier scanned the
first product containing a Univer-
sal Product Code (U.P.C. or “bar”
code)—a pack of Wrigley’s gum at
Marsh Supermarkets in Troy,
Ohio.

1990—A handful of supermar-
ket retailers experiment with self-
checkout by installing lanes in one
or two stores. 

1999—The supermarket indus-
try joins other major industries in
preparing for Y2K, significantly
upgrading operating systems in
every store. The upgrades greatly
expand opportunities to use new
and emerging technologies.

Now
Supermarkets carry an average

of 35,000 items. This vast variety
is offered at affordable prices and
is the primary reason American
shoppers spend one-third as much
for food as they did 75 years ago.

Supermarket companies are
rolling out “smart carts,” comput-
ers on wheels that can download
shopping lists, scan products, help
customers locate items, place deli
orders and provide nutrition infor-
mation and recipes.

Supermarkets offer an incredi-
ble variety of products and ser-
vices, including pharmacies, pre-
pared foods, floral services, movie
rentals, photo developing, sea-
sonal items and greeting cards.

Food retailing is a $500 billion
industry, employing 3 million
workers nationwide. The typical
supermarket sells nearly 11 mil-
lion products per year.

The U.P.C. symbol is scanned
more than five billion times daily,
and over one million companies in
more than 100 countries use U.P.C.
scanning in over 20 industry sectors.

More than 35 percent of super-
market companies use self-checkout
lanes. Technological innovations
abound, with supermarkets now
exploring biometric payment and
security systems, radio frequency
identification, electronic shelf tags,
interactive computer kiosks and
online shopping services.

To learn more about the food
retail and wholesale industry,
visit the Food Marketing Institute
Web site at www.fmi.org.

Happy Anniversary: The Supermarket Turns 75

In 1937, Sylvan Goldman changed
the shopping experience with the
invention of the shopping cart.

(NAPSA)—Here’s some news
parents will enjoy waking up to.
Now there’s a new way for parents
to provide their kids with stimu-
lating activities that promote
healthy eating habits.

Chock-full of colorful arts and
crafts ideas and interactive
options, the Cre8tivity Corner
Web site is designed to entertain
kids while educating them about
the benefits of eating a cereal
breakfast each day. 

Studies confirm that eating
breakfast such as cereal can di-
rectly affect a child’s energy lev-
els, memory and focus. Taking the
time to eat a bowl of cereal before
they leave the house may help
children do better in school and
enjoy play time more. 

The site’s highlights include: 
• Teasers and crossword puz-

zles to keep kids exercising their
brains

• A new kind of recycling pro-
gram: ideas to turn empty cereal
boxes and milk jugs into cool art
projects 

• Placemat templates to be
printed out and personalized to
make breakfast time fun

• Fun Facts on how breakfast
can fuel the day

• A personalized shopping list
for kids to play an active role in
planning breakfast.

The site also includes features
that stress the importance of
parental involvement—even in
something as easy as sharing
breakfast with their children.

Cereal can provide a simple
way for families to start the day
together and for parents to help
their children work toward getting
the recommended daily allowance
of vitamins and minerals. 

The one-stop Web site to keep
kids busy and on the right track is
just a click away at www.american
cerealcouncil.org.

Activities To Help Kids Start The Day On The Right Foot

A new site for kids provides fun
activities and promotes healthy
eating habits.

(NAPSA)—Quick to make and
full of homemade goodness, Piña
Colada Bars mix up in minutes.
Because the recipe starts with deli-
cious Krusteaz Lemon Bar Mix,
most of the work is done, so all you
do is toss in pineapple, coconut,
water and eggs and then bake.

For pizza lovers who prefer a
thin crust, the makers of Red
Baron pizza, introduced Gold Edi-
tion Thin Crust Pizza frozen
pizza. For information on the his-
tory of pizza and pizza products,
visit www.redbaron.com.

Products like Tyson® refrigerated
fully cooked chicken and steak
strips are a convenient ingredient to
have in the refrigerator; they make
it easy to prepare delicious meals
with less effort. For convenient
recipes, such as Fiesta Chicken
Salad, visit www.tyson.com.

(NAPSA)—It’s important to
teach your children about after-
school safety. 

According to the U.S. Depart-
ments of Education and Justice,
the gap between parent’s work
schedules and their children’s
school schedules can result in kids
being home alone after school for
20 to 25 hours each week. In addi-
tion, the Department of Education
says 19 percent of kindergartners
through eighth grades spend time
before or after school in self-care
at least once a month.

So how do you keep your chil-
dren safe? Try these expert tips: 

• Secure Home—Consider
installing locks that use numbered
combination pads to open the door,
instead of keys. This can keep kids
from getting locked out should
they lose their keys. For instance,
Kwikset’s Powerbolt 1000 is a key-
less entry system that can replace
a door’s existing hardware. It has
a touchpad that is easy for young
children to use with over 390,000
security code combinations. The
lock runs on four AA Alkaline bat-
teries with no wiring necessary.

• Know The Facts—Be sure
your child knows their full name
and address and how and when to
make an emergency telephone
call. Also, your child should know
your full name, the exact name
and number of the place you work

and your cell phone number. In
addition, give your child the name
and number of a friend or neigh-
bor who you trust and tell your
child to contact that person in an
emergency if you can’t be reached.

• Take A Look Around—Tell
your children to always be aware
of their surroundings. If they
think they are being followed
home, they should run to a previ-
ously designated safe place. If they
can’t get to it, they should seek
help from an adult. Kids should
also know to do a quick check of
the house before they go in. 

For more information on home
safety, visit www.kwikset.com.

Are Your Kids “Home Alone” After School?

Installing locks that open using a
touchpad—rather than a key—
can help keep kids from getting
locked out. 




