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conversation with clients is the key
to customer satisfaction C-

BY KIMBERLY SWEET
Editor

Everyone agrees. Com-
munication is the biggest thing,” says
Ray Cichocki, a lead carpenter for
Great Renovations Inc. in Farming-
ton Hills, Mich. “When things go
wrong, it ends up being something
that someone didn’t communicate,”
says Amanda Johnson, the designer at
Small Carpenters at Large in Atlanta.
“Ninety-nine percent of the problems
in our industry are communication-
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NHS Award winner

ibreat Henovabons Inc
in: Farmington Hillks, Mich
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40-60
‘o have our cus-
lomers Teel ke they have receved value
for their investment. To serve them as we
would expect to be served ourselves. 1o

be polite and treat our customens and

their residence with respect. Our goal is

o sérve the customer better than thay
expect.”
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based,’ SAVS Chuck Russell |r.,

three COImpames in the MNational Home-
owner Satistaction study reveal that lis-
lening o clienls and Lt'i"l!lll]: theim
imtormed are the most imporiant compo-
nents of customer satisfaction. The simi-
larities don't stop there, 'The list of shared
beliefs and traits that make for h.||:l|'|'-
chients includes

® Customer sabstacbhon s a team
cffort. That starts with a customer
focused mission statement and hinng
people who already share the company's
philosophsy

B8 Thev believe that vou can’t satish
customers without first satistving vour
[ I1I|'||||'.|;'-;"- | hat means giving 1|.||e-]m.|,: 5
the tools, training and responsibility to do
their jobs well, and rewarding them for it

8 |he -.||1'-| M -l|l|:' ise soime vanalion
il H.!.ﬂl“ll'-lll]'l "vl.“llil:: which Feguures
becoming a client advocate by asking
fuestioms, e rxt.nu||||,-_', customers
needs and prow :'.|::|||';', solutions

| xpectabions are managed almost
daily before and l.|||.||||L'| a ||rn:-.'ar'- con
struction by the main sales, design and/or
|:|mlm tion contacts

;|
B Pre-construchon conferences are a
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must. Customers are wamed about the
possibility of fimding a surprise behind a
wall or other problems than can canse
budeet and schedule changes

® Schedules are padded to absorb
such problems without causing a delay

] i':-|]|n.1.-|.|]: |1hluu' calls, notes and
gifts, as well as continued ilL'lI.l with
handyman-type work, reassure clients
that they are customers tor life

\s a result of all of the above, these
companies eam the majonty of their busi-

ness from referrals and repeat customers

At a small company such as
Great Renovations, where every stafl
imember regularly has direct customer
interaction, having the right people in
|:|]-||.|. takes priority President Mark
Pouch looks for the righl pl!wlll.ihll. and
attitude when hinng carpenters by asking
-:l'|]1'|!|-|;|]|;||.'|.| 1JI!||.'~|H::I1:|~ b ~||Ill'|'| ]!ln'. Al
individual thinks, *1 want to serve my cus
tomers the Wil | want to be served,” he
sivs. " Remodeling is an intrusion, and il's
noisy and it’s darty. We want to make this
a% '|'|.|1H|L'H.'~ s |:H|H=\.|h-;1' tor them

His wile, othee manager Kathy Pouch,
calls past emplovers tor references, and il
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the person has been self-cmploved, will
Mark Pouch

poes to job sites and checks on candidates

call customer references

'|'-1I1L|II.J|I"~|I!|I. Onee hired, Great Reno
vations carpenters especially leads —
AT -.'x]n'-.lz-ul to manage themselves

Kathy takes imitial calls from prospecis
and asks about where thev hive and the
scope of the work they want done to he Ip
qualify them. Her 16 vears of expenience
as a resenvabionist and customer semvice
representative in a travel agency taught
her how to address customer wants and
needs. “You develop a compassion tor
people who are calling,” she says
“Thevre calling us tor llc_-||:u'

\fter Kathy discusses the call with
Mark, she sets up an appointment for an
initial meeting. Mark, who does all the
sales, takes along a book of before-and
after pictures as well as a packet prepared

by Koathin

duction, certilication of insurance,

that includes a letter of intro-
butlder’s hicenses and a hist ol relerrals
Mark does more l.|||.|||t-'- ing at the hirst
visil, looking especially for customers
who have done remodeling projects
before. “That’s when we stand out,”™ he

explams. He suspects that dissatistaction

. s . Sy i
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Overall salisfaction for each remodeler is
calculated as a weighted average of the com-
pany's satistaction scores across all cate-
gories. Survey respondents also were asked o
rate their willingness to recommend their
remodeler. Each remodeler’s score for this
question (s averaged with its overall satistac-
tion score to yield an NHS Index score.

Setting high standards

When it comes to setting standards for sat-
isfying homeowners, the remodelers who par-
ticipated in the inaugural NHS study have set
the bar high.

Each participating company has a great per-
centage of customers who would recommend
it to family and friends. Because all participat-
ing companies did relatively well, the willing-
ness to recommend a particular remodeler
does not vary dramatically. In fact, even cus-
tomers whose remadeler scored in the bottom
third for overall satisfaction report that they are
still likely to recommend their remodeler to
family and friends.

Nevertheless, one would expect remodelers
with the highest scores for overall satisfaction
to score the highest for the recommend ques-
tion, t00. Such a finding would be consistent
with research conducted in néw-home con-
struction, as well as in other industries, The
results of this study reflect that retationship.
Higher scores on overall remodeler satisfaction
resulted in higher scores on the recommend to

actual recommendations they had made. This
question is important because it relates more
closely to actual behaviors than to mere inten-
tions. The NHS study reveals that a high per-
centage of customers have made a significant
number of recommendations for their remod-
gler.

Since completion of your project, how many
actual recommendations of your remodeler

have you made 1o others?
Top 3 Bottom 3
companies
0 referrals % 1%
1-2 referrals % AR
3-5 referrals 32% 2%
Eutm 26% 21%

The top three companies have 92% of their
customers making actual recommendations,
while the bottom three companies have 82%.
Interestingly, the top three remodelers have
58% of their customers making three or more
recommendations, while the bottom three
remodelers have 50% in this category. These
results further confirm the importance of satis-
fied customers on a remodeling business even

among such high-performing companies.

Expectations versus reality
Satisfaction at any given point in the project
cycle is the sum of a customer's perceptions
minus his or her expectations. In this study,
respondents reported thal before they signed
contracts with their remodeler, their expecta-

family and friends question. tions tended to be lower than the actual satis-
faction scores reported after the project was
Overall, would recommend -
mmhuhﬁr“m;“‘ completed. Remodelers who scored highest on
Definitely yes 1% the NHS Index had the largest spread between
Most likely gy theirindex score and expectation score.
Uniikely P 1%  Rate the level at which you expected to be
Detinitely not 1% satisfied before signing a contract
dissatisfied 0%
Overall satisfaction averages - R TR
compared with willingness to Moderately dissa . S,
recommend averages Slightty dissatisfied =~~~ %
Top3  Bottom 3 Slightty satisfied %
companies companies Difference WM_ __’ﬁ“.
Overall Very satisfied 59%
salisioction  97.7 93.4 43
Willingness 1o NHS Index averages compared with
recommend  98.7 96.4 23 expectation averages
Top 3 companies The rest
In addition to tracking how likely clients are ~ NHSIndexscoe 982 852
\o recommend their remodeler to familyand ~ EXPectation priof g4 2B
Difference 6.6 (2.4)

friends, NRS asked customers how many

wwwe, houSINgzone, com
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NHs

National Homeowner Satisfaction

Award

Aligning expectations and perceptions is key
to achieving high customer satisfaction. This is
an important factor because many buyers have
unrealistic expectations. To achieve high cus-
tomer satisfaction, it is important that remod-
elers be realistic about what a buyer will expe-
rience. If a remodeler is doing a great job, then
aligning expectations with what customers will
receive is that much easier, and satistaction is
almost guaranteed. These survey results show
that those who did worse in customer satisfac-
tion set higher expectations and delivered less
than those who scored the best in customer
satisfaction. The old adage “promise less and
deliver more” rings loud and clear.

Areas of excellence

Based on the average of all responses to each
survey question, the following five categories
scored highest for salisfaction:
lemjmﬂuﬂnnlm
Knowledge of remodeling during the
sabes process
Dulmdnmhd
Ouality of materials
mmmm:lm

- %0
8715
87.3

Room for improvement
Overall, the five categories that scored the
lowest for satistaction are:
items identified for comection

Price/value

Mummmm
mumm
tunmmmmmmmm
by change orders

Results of the items identified for correction
question strongly suggest that this category
poses the greatest challenge for all the NHS
study participants. However, remodelers with
higher scores for the items identified question
also had higher NHS Index scores. As one
might expect, minimizing callbacks helps max-
imize satistaction.

PROFESSIOMAL REMODELER 71




NHS runner-up

a7.8
Atlania
gesign/buwbd remodel -

stying our customers’ needs. On
all of cur design/build projects, we seek
neet the functional needs ol our cus
S wWithin thedr Duagets, wi
ihancing the beauty of iheir homes and

ther lives

with ther prior contractors makes his
clients that much more impressed wilh
Creat Renovations. “You don’t want to set
thetr expectations too high,” Pouch says
“You want to sell them on what vou can
do but not over-exemplify it.”

He preparcs the estimate with one of
his leads. When he presents it to the cus-
tomers, he's already able to tell them who
will do the work, sethng up the handott to
production. Mark or Kathy, depending
on whom the clients seem more comfort-
able with, meets customers at '|1I|!|]|]L‘r'~1l'l
help wath selecthions

Mark and the |uh'\ bzl {'.LI]!II{_'I1|‘Q'I et
the customers at the pre-construction con-
terence. They review the contract, the
sCOpe of work, the order of events, where
materials should be located and cleanup
]milg'u"- Ht'fllrlul ::\.Ewﬁ.ﬂnun ferr I'ru||1|_'r|!
communication up front, Great Renova-
tions provides customers with work, cell
phone and pager numbers as well as e
mail addresses, and asks for the same in
returm

Ihen, unless Mark is serving as the
lead, he turns the project over to the lead
carpenter, although he remains available
to the customers and handles the nnan-
T2
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Small Carpentars al Large asks employees 1o

stomers. Photo: Robin Nelson
cial aspects of any change orders

Lead carpenter Cichocki joined Great
Renovations three vears ago, bringing a
penchant for cleanliness from his ime in
mlitary service, "When vou work with
me, voure going to have to bring vour
white gloves,” he savs. “l clean as | po.”
Whenever possible, construction areas
are boarded and/or ||I||'11'|I. ked ot

Rather thun plan a weekly meeting,
Cichocki prefers to talk with customers
almost daily, either waiting lor them to
come home, leaving a message on the
answering machine or calling them at
work to discuss progress, ofler suggeshons
and seek teedback. In addition, he makes
a daily |:||||Li.'|1l|~.| ol his own o minimuze
the punchlist at the end of the project

Final walk-throughs usually include
the lead carpenler, Mark Pouch and the
customers. Great Renovabions takes care
IO Imanagc X tations at this stipe, oo,
explaining, for instance, that as new lum-
ber shrinks i an addition, some cracks
will open up and the COMPany will fix
them. Cichocki adds that if he's working

tor a couple, he gets both partners to the
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ENUE Thhoer a5es

il the door™ and fos .

u.|||-.-l||tlll.|:_:|: (1] preve nt atter-the-tact dis-
agreements and callbacks

After each project’s completion, Kathy
or Mark Pouch follows up with a |1|||||1|.-
cill to the customers to make sure they
are happy with the project and to ask
them to call if anvthing comes up The
COTTNETTY has a written survey but doesn’l
use it regularly

When callbacks do ||.a|1|1-.-||, Mark and
his leads make sure the call is retumed the
same or the next day and an appoimtment
scheduled wathin two weeks. “[ look at it
as a request, not a complaint,” Mark savs
“The biggest complaint 've heard trom
Clstomers =|II,"_L'III'.'1.I.| Teod ounrs 1% Vil
can't get the contractor to come back.”

Creal Renovations will do small
handvman jobs for existing clients, and
Kathy helps maintain contact with them
by sending fruit baskets or boxes of candy
iinrlus_ﬂhq winiter holidavs. "We Lake care

of those who've taken ¢ are of 1is.” shie savs

Communication among mter-
nal |1L'p.1rllln.'1|.r- becomes critical at a bige-
ger company, such as 14-person Small

WAL NDLUESINO DS, COIm



Where the leaders stand out

One of the most valuable aspects of this study is its insight into the best practices of remodei-
ers who satisfy customers. The following table ranks the NHS questions that yielded the greatast
difference between the top three companies and the rest of the companies in the study. Excelling
in these areas seems to separate the companies that are great at satistying customers from those

that are merely good.

Factors that separate the good from the great

Category Top 3 companies  The rest  Difference
1. Communication of price changes caused by change orders. 89.1 89.2 29
2. Nlems ideniified for correction _ 86.3 S 18

3. Adherence to production schedule 96.4 892 72

4. Time taken fo maka corrections 9718 90.9 6.9

5. Cleanliness of work site - 96.5 g 84
6. Communication of progress ; 978 = ®@9 48

7. Timeliness of responses to questions during construction 98.7 944 43

1. Communication of price changes caused 4. Time taken to make corrections

by change orders
How salisfied or dissatisfied are you with your
remodeler's communication of price changes
caused by change orders?

Very dissatisfied 1%
Slightly dssatishied

Much less than expected 4%
Less than expected 28%
e o
ﬂm’ﬂrumm_:__amd : %
Much greater than expected 0%

3. Adherence to production schedule

remodeler's adherence to the production

T

How satisfied or dissatisfied are you with the
time it took your remodeler 1o make corrections?

Very dissatisfied D
Moderately dissatisfied =N ol
Siightly dissatisied = 0%
_______ siet K.

5. Cleanliness of work site

How satisfied or dissatisfied are you with the
cleanliness of the work site during the project?

Vory dissatishied — 1%
Mogeratelydissatsfied 1%
Siightly dissatistied =1
Moderately satisfied 2%

6. Communication of progress

remodeler's communication of progress?

Very dessatistied %
Moderately dissatisfied 5 0%
e e
Slighty satistied SRR
Moderately salisfied 1%

7. Timeliness of responses lo requests

Stightly dissatisfied 0%
Slightty satisfied e .
Moderately safisfied 10%
Very satisfied 85%

|ISEPTEMBER 2002]

Of the seven categories listed as breakout
areas for the top three remodelers in this
study, success with communication issues is
most prevalent. Accurately communicating
prices changes on change orders, keeping the
homeowner abreast of work progress and
promptly responding to requests are all oppor-
tunities to maintain or enhance customer sat-
istaction during the construction process. Keep
in mind that the homeowner is on top of the
work and might get increasingly anxious about
the project as time progresses. It is vitally
important that project managers position
themselves as on-site consumer advocates for
their customers. To do 50 requires constant
communication with the homeowner, as well
as a commitment to accuracy when estimating
change order costs and work progress. Fre-
quent, accurate communication is a key 1o
keeping customers happy, especially while
you're in their homes.

One objective of the NHS study was to apply
statistical validity to what many remodelers
might have already known to be key factors
that influence customer satistaction. Uitimatety,
mast of the remodelers in this study perform
very well across all the categories measured
and indicate that they have working knowledge
of what it takes to turm customers into raving
fans. This first NHS study is one snapshot in
time of how the participating companies per-
form for customer satistaction, but to plan and
navigate for improvement, it is crucial that
snapshots be taken reguiarly. The key to
improvement is to focus on one or two areas at
a time, and to make sure that you measure
your customers' satistaction and monitor your
company's performance over time.

Methodology

The application process for the 2002 NHS
research study began in early spring 2002.
Remodelers across the country submitted
information on each customer from 2001. All
participating remodelers closed at least 25
projects of $2,500 or more in 2001, and every
customer from that year was mailed a survey.
About 30% of the total survey population con-
tributed data fo the study. NRS Corp. devel-
oped and deployed the survey, collected the
data and analyzed the findings. NRS and Pro-
fessional Remodeder jointly verified the infor-
mation provided by participants.

PROFESSIONAL REMODELER T3
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Carpenters at Large, where customer sat-
isfaction requires more emplovee inler-
dependence. “l tell people to leave their
egos at the door when they work here,”
says president Danny Feig-Sandoval, CR.
He looks for people who make eve con-
tact, listen well and are willing to laugh at
themselves. “That tells me thev're not too
lost in themselves,” he Savs.,

Feig-Sandoval is responsible for most
sales, but construction coordinator Rick
Wadsworth, CR, and designer Johnson
usually accompany him in the initial
meeting with clients, Johnson savs much
of the meeting focuses on asking the
clients about what they want in their proj-
ect and explaining the design/build
process. “The most important thing is for
customers to be comfortable,” Feig-
Sandoval says, “having customers feel like
they can tell you their thoughts and that
this doesn’t have 1o be adversarial”

Johnson pays another visit to measure
and photograph the existing home, and
then brings the customers into the office
to view three preliminary drawings and
photos of similar projects. “Thev get a feel
for what they're paving for and how much
detail there is,” she savs. She does her ini-
tial space drawings by hand, feeling that
sketches are less threatening to customers
than “hard-line computer drawings™ that
scem final and unchangeable.

Customers” needs come before com-
pany revenue, Johnson savs, One recent
customer chose SCAL over another
remodeler that had pressured her to use
all high-end matenials, whereas Johnson
was willing to suggest a solid-surface
material instead of granite. Feedback
from Feig-Sandoval and Wadsworth as
well as the customers helps Johnson stay
on budget rather than upsetting the cus-
tomers by presenting an oplion they love
but can’t afford.

The signed contract imcludes a
detailed budget and scope of work, Selec-
tions are done up front, and allowances
are seldom given. Lead carpenter Tim
Blakely says expectations are set well up
front. “Or proposals are very specific
about what we're going to do for how
much money,” he says.

74 PROFESSIONAL REMODELER

Wadsworth promises customers a start
time within a two-weck window, usually
abouit a month out. A week before the ear-
liest possible start date, he calls the cus-
tomers to let them know when the actual
start date will be. Pre<construction meet-
ings take place a week or two before then,
with Wadsworth, Feig-Sandoval, the lead
and the homeowners in attendance. They
discuss the process to come, the impor-
tance of regular communication and the
hours when the crew will be on site,

SCAL keeps a detailed schedule in
house to keep it on time and on budget,
but customers see only a general sched-
ule. Wadsworth doesn’t want to upset
customers if a family situation arises or
another job runs over and a subcontrac-
tor can't make it to the project on a prom-
ised date. Building in extra time in case
things go wrong means SCAL often fin-
ishes up to two weeks early. Wadsworth
and the lead carpenters give the home-
owners heads-ups along the way in addi-
tion to reporting progress. “You have bad
news, you share it with the customer
right away,” says Wadsworth. “That goes
for good news, too.” One lead is on call
every weekend to handle emergencies.

Leads also designate an area within
the house for leaving messages for the
homeowners, and vice versa. Blakely
even leaves bills there if the customers
aren’t home, along with a thank-you note.
Leads are on site every day, even if run-
ning multiple projects. Wadsworth visits
twice a week, and Feig-Sandoval usually
stops by weekly. When necessary, John-
son and Feig-Sandoval come to the site to
meel with the lead and the homeowners
to work out detals.

Communication doesn’t min between
the homeowners and subs, though. “You
can talk to a customer all vou want about
the Braves or the weather, but don't talk to
them about the project,” Wadsworth tells
them. He instructs subs to direct home-
owners' questions to the lead carpenter
rather than offering opinions without
knowing about all the conversations that
have taken place.

Onece the gypsum board is up,
Wadsworth regularly points out actual or

|ISEPTEMBER 2002)
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NHS runner-up

YY1
L '.'1|: |r'

NHS Index: 9/7.8
Location: Woodinville, Wash.

' company: design/build remodeling, occasional custom home

Irs in business: 28
Number of employees: 26
001 sales: $3.8 million

Annual jobs: 30-70 (job size has decreased in past year)

ompany philosophy/mission statement: “Commitment to highest-quality construction stan-
dards and practices. Professional competence and responsible business practices. Honest
and equitable service in all aspects of a project. Strive to deliver 100% of what is promised
on time. Keep the best interest of our client in mind at all times.”

Photo: Krogstad Photography

potential problems to the leads to pre-
vent open items at the end of the project.
Feig-Sandoval comes to most of the
walk-throughs as a final quality assur-
ance measure. "l don’t know the numbe:
of times that we've redone things the
homeowner never catches,” Blakely says.
“Danny has a vern critical eye.”

SCAL provides a two-year warranty
JIH‘.' *-.t'lnix out a customer sun Ch IIIHIH.'t]i-
;Ht_'h atter projecl L'n|1||1|f_*linn_ Felg-
Sandoval points out that the company did
unh S1.500 worth of warrantv work in
2001; however, if he thinks the company
was at tault for a problem, SCAL will fix
it for tree even after the warranty has
expired. Wadsworth says that even after a
job is completed, about 50% of SCAL’s
clients let the company Lr:v}‘.r house Lr:jm
in case they need handyman work or any-

thing else.
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Feig-Sandoval is developing a formal
homeowners packet as a leave-behind. He
already makes a point of buving each cus-
tomer a gitt, such as a handcrafted
wooden bowl. at project f.'nmph*timl. “Itny

to make 1t appropnate tor the customer.”

Larger companies cquire
more formal systems for ensuring cus-
tomer satisfaction and might even have
H}H‘L'ITH' ]u*n])h' Or {]L']LIT“HL'IHH devote
most of their time to these tasks. Such is
the case with Westhill Inc., which has

developed a program called Finishing

Touch.

\ sale begins when office manager
Sue lTughan takes the mitial call and
qualihies it using a formatted lead sheet.
I'hen sales manager Tim Russell, the
brother of president Chuck Russell Jr.,
calls back within 24 hours to set up an

‘SEPTEMBER 2002

ance system. If a company’s aim is to maxi-
mize profitability, why risk missing the tar-
get?

Consider what a lost referral costs. How
about several? If we look at opportunity
costs versus the cost to go the extra dis-
tance to satisfy — even delight — cus-
tomers, it's apparent that an indifferent or
dissatisfied customer is more expensive.

The science of satisfaction

Satisfaction relates to emotions, and
although a project can be compartmental-
ized into processes (sales, construction,
etc.) and categories (workmanship, knowl-
edge, etc.), in the customer’s mind the proj-
ect is perceived as one, big, evolving emo-
tional experience.

The emotional trajectory the customer
experiences depends on how well a
remodeler meets or beats the customer’s
expectations every step of the way. Maxi-
mizing a customer’s profit potential
requires a commitment to regularly audit-
ing perceptions of quality and aligning
expectations of quality in order to provide
the customer with the most favorable emo-
tional experience possible.

What your customers say about you as
time goes on — the synopsis of your busi-
ness from their perspective — is a rolled-
up assessment of everything they experi-
enced while working with you. This includes
both the tangibles (such as product quality)
and the intangibles (such as messy job
sites).

But how do you know where to invest in
your customers’ profit potential? Remodel-
ers must first determine what their cus-
tomers’ satisfaction levels are at the begin-
ning of a relationship, during the
construction phase and after project com-
pletion.

Perceptions can change every step of the
way. It is important that a measurement
system ensures that data at all points are
actionable, and can be used to establish
trends over time and across all projects.

Normally, satisfaction tends to run high
at contract signing. Monitoring your cus-
tomers’ perceptions during this phase will
inform you of how well you are managing
their expectations of the sales process, as




| CUSTOMERS |

appoimtment. On the sales call, he brings
along a portfolio of past jobs that match
the type of project and budget the
prospects seek, plus a company résumé
that includes Westhill's history and phi-
losophy as well as client references.

Cood communication starts here,
with Tim doing more listening than talk-
ing. When he does talk, it’s to ask about
the potential project and to explain West-
hill’s process. Prior customers do the rest
of the selling for him. “If a prospect calls
the references, I've usually sold the job,”
he says. He also takes prospects to visit
jobs in progress if they ask. After receiving
the contract and initial deposit, Tughan
sends a thank-you letter.

The pre-construction meeting takes
care of any remaining customer guestions
or concerns, as well as introducing the
customers to the production crew. Of spe-

references, I've usually

sold the job.”

cial concern 15 the schedule: Westhill
presents clients with a job schedule in
bar-graph form — slightly padded to
allow for problems — as well as a selec-
tions schedule notifying them what they
have to pick and by what date. The com-
pany also explains the impact of any
delays in selection on the clients” part.
“Try not 1o sel expectations too high,”
Chuck says. “If you're pretty sure you're
going to meet or exceed them, as the proj-
ect goes along you become a hero.”
Lead carpenters conduct weekly on-
site job meetings with the customers and
production manager Chuck Russell 111,
CGR. In addition to reviewing what hap-
pened the prior week and what's coming
up, discussion of schedule and budget is
mandatory. Written notes are kept on file
in the office, with copies going to the
clients. “When customers are too busy to
attend meetings, those are the jobs that
have problems,” Tim says. "It opens the

BO PROFESSIONAL REMODELER

door for misunderstandings.”

Tughan sends thankyou letters after
every deposit, and midway through each
major job she sends a survival packet con-
taining a feather duster, t.'lrplugs. aspinn,
gift certificates for dinner out, and a cook-
book for crockpot meals. That's also about
the time that customer service represen-
tative Dave Coster, who is also a lead car-
penter, stops by to address any construe-
tion issues that have anisen.

Near the end of the project is when
Finishing Touch kicks in. Coster joins
leads on all the big jobs to do a walk-
through a week before the homeowners'
walk-through, serving as an advocate for
the customers. “I'm probably harder on
us, meaning quality and workmanship,
than our customers and our leads,” he
savs. "Clients reallv appreciate it when |
find something they didn't notice.”

After the homeowners” walk-through,
Coster completes any final items and
then leaves the clients with a homeown-
ers manual that includes such items as
warranty information, Westhill's emer-
gency contact number, paint choices and
other product selections, pamphlets on
home mamtenance, and a letter of con-
gratulations and thanks,

Ten davs after the final billing state-
ment is sent, Tughan sends customers a
survey with a cover letter and a self-
addressed, stamped envelope for retumn-
ing it. Onee she receives final payment,
she has a gift delivered to the customers.

Five months later, she sends a letter
notifying each client that Coster will call
within two weeks to discuss the project
and schedule an appointment for six-
month warranty work if necessary, Coster
does all of Westhill's warranty work,
returning calls as soon as he receives a
message and acting on pages within the
hour in emergencies.

For the next 10 years, on the anniver-
sary of his or her project, each client
receives a “congratulations” card from
Tughan that includes a reminder of West-
hill’s painting and handyman services. It
takes time and money, but Chuck Russell
Jr. builds it into his overhead as a market-
ing cost. PR
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