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High quality customer experience is key to turning one o�  

jobs into long-term relationships and adding value to existing 

contracts. That’s why professional service companies are 

investing big in improving this hugely important aspect of 

their operation. 

However, today’s customer has higher standards than ever 

before. Technology has empowered the consumer and they 

expect products and services delivered how, when and where 

they want them. 

How do you meet these high expectations, satisfy your 

customers and get the most value from every interaction? 

This eBook breaks down the most important aspects of 

customer experience for companies that use cars or vans to 

serve or deliver to their customer base, from technical service 

and maintenance operators to fi nancial service fi rms with 

corporate fl eets.

It takes a look at the modern consumer’s preferences and 

the steps you can take to optimise every touchpoint with 

each customer. It breaks down how to react when customer 

experience goes wrong. And it reveals the role telematics and 

fl eet management play in helping you do it all. 

It’s your handy primer for encouraging repeat business and 

winning your customers’ loyalty for the long term.

Introduction
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If you’re a professional service operator, it’s likely you 

know the value of customer experience. 

In a recent study, 76% of businesses in the industry 

cited ‘Improving Customer Experience’ as the most 

important strategic initiative for their company. When 

asked where they saw the biggest opportunities 

for revenue growth, three of the top four answers 

involved the customer: upselling, improving the 

value of existing contracts and customer experience 

initiatives.1

Last year, our own international survey of small and 

medium sized companies with car or van fl eets found 

similar results: 60% said ‘quality of customer service’ 

was the most important factor in the growth of their 

business.2

And customers agree. 80% say the experience they 

get from a company is as important as the product or 

service, while 68% say they’ll pay more for the same 

product or service with better customer experience.3

So, customers want a better experience and 

professional service companies want to give it to 

them. 

But that doesn’t mean it’s going to be easy.

Customer 
experience 2020
How do you please the most demanding customers ever?
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CUSTOMERS’ 
EXPECTATIONS 

AND AUTHORITY

CUSTOMERS’ 
PATIENCE 

AND LOYALTY

A more 
demanding 
customer
The rapid and massive technological innovations of 

the past twenty years have put power in the buyers’ 

hands. Things like ride sharing apps, free content 

sharing platforms and same-day delivery have 

raised expectations regarding how, when and where 

products and services will be delivered. 

They’ve also raised customers’ standards regarding 

the way companies communicate.

In a world of 24/7 online chat, anything less than an 

instant response to a query could send the customer 

running to the competition. And, in a world of social 

media and online reviews, an unsatisfying answer, 

impolite interaction or sloppy service could easily 

damage a company’s reputation. 

The net result: customer expectations and authority 

are both high while customer patience and loyalty are 

low.
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Companies 
falling short
Just 8% of customers say the average company gives 

them ‘great customer experience’, while 66% say 

it’s harder for businesses to impress them than ever 

before.3 And it’s a� ecting who they buy from. 

To underline how important these trends are, consider 

that 55% of customers now rely mainly on online 

reviews when choosing a product or service and 36% 

rely on recommendations from family and friends, 

compared to just 8% that rely on advertising.5

THE NEGATIVE

59% 
have switched company 
due to poor customer 
experience

62% 
have shared a bad 
customer experience with 
somebody else

THE POSITIVE

80% 
will recommend a 
company they feel o� ered 
a high-quality experience4

40% 
will post about good 
service on social media
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So, what experience does 
your customer want?

HUMAN-FIRST

One of the most interesting e� ects of mass-

digitisation is that it has put a premium on human 

interactions. 84% of customers now say being treated 

as a human being rather than a number by a company 

is important to getting their business.3

A majority also say that they want the companies 

they deal with to remember their preferences and 

previous interactions.

GOOD COMMUNICATION

Customers are now used to communicating with 

friends, family and businesses through a wide 

number of channels. When they communicate with 

a company, they expect to get the same level of 

clarity, speed and accuracy regardless of where the 

interaction takes place. 

However, 76% of customers say they’ve been given 

confl icting answers from di� erent channels at the 

same company when dealing with the same issue, 

while only 22% say that communications with a 

company are seamless from one channel to another.3

Customers also expect communication to happen 

right away, with the majority citing instant 

engagement as ‘very important’ in determining who 

they give business to. For example, the majority of 

people believe 6 hours is the maximum acceptable 

wait time for a reply when they email a business. 

Which brings up a good question: what is the 

average time it takes for your company to respond 

to customers via your communication channels (e.g. 

email, forms, phone calls, social, live chat, etc.)?
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SPEED

Today’s customer values their time highly. In a 

Zendesk study,6 customers were asked what made 

a recent service interaction positive and cited the 

following: 

•  The problem was resolved quickly: 69%

•  The person who helped me was nice: 65%

•  The problem was resolved in one interaction and I 

wasn’t passed on to multiple people: 63%

SIMPLICITY

62% of consumers say they would pay more for 

a product or service that came with a ‘simple’ 

experience. In the same research, 61% of respondents 

said they would recommend a brand that o� ered a 

simple proposition. 

Ask yourself another key question: how easy is your 

company to deal with?

TRUST

It is true that inspiring customer loyalty in modern 

buyers is di�  cult. However, when they truly trust a 

company, today’s customers stay with them for the 

long term. 

How do you establish that long term trust? One way 

is to pay attention to the entire customer experience 

cycle. 

Customer service is only one aspect of this. Customer 

experience as a whole is made up of multiple 

touchpoints and interactions, each of which is a 

chance to either increase or decrease the level of trust 

the customer has in your business. 

The majority of decision makers at professional 

service companies say:

•  They fail to reach their destination within the fi rst 

ETA given to customers on 1/3 of occasions 

•  They do not know if their workers behave safely on 

the road

Here we see two touch-points with customers 

or potential customers where the majority of 

professional service companies are regularly 

damaging trust, by failing to meet the agreed upon 

ETA and by behaving unsafely on the road in front of 

the general public.
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Optimising 
customer 
experience
Build stronger customer relationships and 
stay ahead of the competition
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What’s your customer journey?

1 2

To fully understand the various aspects of the 

experience your customer has with your company, 

let’s visualize their typical journey. 

While this will vary from business to business, a 

typical journey with a professional services company 

can be broken down into four steps. 

CONSIDERATION EVALUATION 
AND DECISIONThe customer has an issue or a demand 

you can solve. They reach out to various 

companies in your industry in their area 

seeking information.

The customer receives replies from 

various companies. They assess them 

and decide which company to use for 

this service

ASK YOURSELF 

•  How easy is it to fi nd our business 

online? 

•  How easy is our company to contact? 

•  Is it possible to communicate with 

us through the customer’s preferred 

channel? 

•  How do we monitor in-coming requests 

to ensure we respond in the soonest 

possible time?

ASK YOURSELF 

•  How quickly do we respond to inquiries 

on all channels? 

•  Do we personalise our responses 

using the customer’s name and other 

information from their inquiry? 

•  How quickly can we schedule an 

appointment and how fast can we solve 

this customer’s problem? 

•  How do we ensure the customer feels 

valued in this phase and not like a 

number in our queue?
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3 4

SERVICE POST-SERVICE
A member of your team visits the 

customer’s home or workspace to deliver 

the product or complete the service as 

requested.

The job has been completed.

ASK YOURSELF 

•  Is the ETA we gave our customer 

usually accurate? How do we ensure we 

meet it? 

•  How do we keep in contact with them 

between the time they make the 

appointment and the time we arrive at 

their door? 

•  How does the customer feel they 

are treated by our team member 

throughout the appointment? 

•  Does the problem usually get solved 

in one visit? If not, is the customer 

expecting that? 

•  If there is some unexpected disruption 

– ETA not met, appointment cancelled, 

second visit required – how is this 

communicated to the customer? Do 

they get this information in a timely 

manner? Is the reason for the disruption 

clear?

ASK YOURSELF 

•  What steps do we take to encourage 

repeat business? 

•  Do we keep the customer engaged with 

our company after the service? How do 

we do so? 

•  Do we proactively follow up to fi nd out 

how positive or negative the customer 

found our service? 

•  If the customer contacts us again, will 

they get the feeling we remembered 

them and are still valued by the 

company? How do we ensure that?



12

Taking steps to improve
Once you have an understanding of a typical 

customer journey, you can zero in on improving the 

experience. This is an area where fl eet management 

solutions can be vital. 

A fl eet management solution like WEBFLEET gives 

you access to all your vehicle and driver data. This 

gives you the information you need to improve 

scheduling, respond faster, communicate clearer and 

improve the behaviour of your team, all of which are 

vital to delighting your customers. 

Here are some key steps. 

SCHEDULE ACCURATELY

Cancellations, late arrivals and missed appointments 

all kill your customers’ trust in you. An accurate, 

realistic schedule helps you meet customer 

expectations, encouraging repeat business and 

renewed service contracts.

How can fl eet management help? 

A fl eet management solution helps you identify the 

driver best suited for each job, based on real-time 

tra�  c information, vehicle status and order status. 

It can then optimise the sequence of jobs on your 

schedule automatically, lowering the chance of 

disruptions and cancellations.

https://www.webfleet.com/en_gb/webfleet/fleet-management/workflow-management/
https://www.webfleet.com/en_gb/webfleet/fleet-management/workflow-management/
https://www.webfleet.com/en_gb/webfleet/fleet-management/workflow-management/
https://www.webfleet.com/en_gb/webfleet/products/webfleet/
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MAKE GOOD BEHAVIOUR A PRIORITY 
FOR YOUR TEAM

Regardless of your fi eld team’s core job, they are 

a key part of maintaining a positive image of your 

company in the minds of both your customers 

and your potential customers. When out in public, 

your team are representing your company and so 

good behaviour must be encouraged alongside 

productivity.

How can fl eet management help? 

A fl eet management solution gives you access to all 

the most important data related to how your drivers 

are behaving on the road, including potentially 

dangerous elements like speeding and harsh braking. 

This helps you take steps to discourage dangerous 

behaviour and protect your company’s reputation in 

the minds of the general public.

MOVE QUICKLY

Quick service is not only preferred but expected by 

today’s customers. If you’re waiting longer than six 

hours to respond to an email enquiry, there is a high 

chance your competitor already has your potential 

customer’s business. The same principle applies to the 

speed with which you can setup an appointment and 

deliver the service.

How can fl eet management help? 

A fl eet management solution gives you complete 

visibility over where your drivers are located at any 

given time. It also displays up-to-date, accurate tra�  c 

information, so you can see where potential delays 

might occur. When an urgent request for service 

comes in from a customer, you can quickly see which 

of your team is in the best position to deal with it and 

get them to the location at the soonest possible time.

Your team are representing your company 
and so good behaviour must be encouraged 
alongside productivity

https://www.webfleet.com/en_gb/webfleet/fleet-management/pro-navigation-and-traffic/
https://www.webfleet.com/en_gb/webfleet/fleet-management/pro-navigation-and-traffic/
https://www.webfleet.com/en_gb/webfleet/products/webfleet/features/optidrive360/
https://www.webfleet.com/en_gb/webfleet/products/webfleet/features/optidrive360/
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COMMUNICATE CLEARLY

Your customer expects to be in the loop. While 

missing an ETA is obviously not good, missing an ETA 

without giving your customer any further update is 

far more serious. As soon as there is a disruption to 

the schedule or a change of plan, it’s essential the 

customer is updated.

How can fl eet management help? 

A fl eet management solution helps improve 

communication with your team in the fi eld. They can 

send messages and notifi cations back to the o�  ce 

as soon as there’s a disruption, so you can keep the 

customer informed at the soonest possible time. Also, 

with a clear view of your team’s locations on the road, 

you can easily answer if a customer wants to know 

where their driver is.

While missing 
an ETA is 
obviously not 
good, missing 
an ETA without 
giving your 
customer any 
further update 
is far more 
serious

https://www.webfleet.com/en_gb/webfleet/fleet-management/workflow-management/
https://www.webfleet.com/en_gb/webfleet/fleet-management/workflow-management/
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How to handle 
di�  cult customer 
interactions in 
10 steps
How you and your team can stop a bad customer 
experience from damaging your business
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1

LISTEN
While your fi rst reaction might be to 

instantly defend yourself, instead sit back 

and listen. If you don’t understand a part 

of the customer’s explanation, ask them. 

They’ll appreciate that they’re getting 

their chance to speak and, often, just 

describing why they feel dissatisfi ed will 

help calm them down.

TIP 

Stay personal. Always frame 

your responses in the fi rst 

person: “I understand… Let me 

try to fi x this…I think I can help 

you.”

In a world where people choose companies based 

on personal referrals and online reviews more 

than advertising, giving your customers a positive 

experience is obviously important. In fact, for a small 

or medium sized business, a happy customer could 

be one of the most e� ective advertisements you ever 

have. And they won’t cost you a penny! 

But what do you do when things don’t go so well? 

Occasional negative and di�  cult customer 

interactions are a fact of life for every professional 

service company. If you or your team in the fi eld fail 

to deal with them well, however, it could damage your 

reputation. 

Here’s 10 steps to  handling a customer who has a 

complaint, a di�  cult request or negative feedback.
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REPEAT BACK 
WHAT YOU’VE 
BEEN TOLD

ASK THEM WHAT 
THEY WOULD LIKE 
TO HAPPEN

When you fully understand the 

customer’s issue, repeat it back to them 

summarising why it was a negative 

experience for them from their point of 

view. This helps clarify that they’ve been 

heard.

This does not mean you are going to 

do whatever they ask and you shouldn’t 

pretend you will. However, this will at 

least give them a chance to feel heard 

and give you a full view of what it is 

they’re expecting.

YOU MIGHT SAY 

“OK, I understand. We were late 

arriving at your workplace and 

so you had to cancel another 

appointment to wait for us. I 

see why that would be really 

frustrating.”

YOU MIGHT SAY 

“What do you feel would be the 

right way to resolve this from 

your side?”

Asking your 
customers what 
they would like 
to happen gives 
them a chance 
to feel heard 
and gives you a 
full view of what 
it is they’re 
expecting
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54

APOLOGISE AND 
MOVE ON TO THE 
SOLUTION

IF A CUSTOMER 
BECOMES ABUSIVE, 
BE PREPARED TO 
WALK If your company is in the wrong you 

must, of course, apologise. However, 

the apology is probably not what the 

customer is looking for. Move on to the 

truly important part: the fi x. 

Customers who are insulting or 

threatening are probably not going to 

be able to rationally discuss a resolution. 

And you and your team shouldn’t have 

to deal with it. If you feel the customer 

has crossed the line into full on abuse, 

keep calm and tell them you will end 

the conversation if they continue in this 

manner.

YOU MIGHT SAY 

“First o� , I’m really sorry you 

didn’t get the service you 

expected. Now, here’s what I 

think we can do.”

YOU MIGHT SAY 

“I am trying to do all I can to 

help you <FIRST NAME> but 

I’m not going to be able to do 

that if you keep using abusive 

language.”

The apology 
is probably 
not what the 
customer is 
looking for. 
Move on to the 
truly important 
part: the fi x.
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76

DON’T THROW 
BLAME ELSEWHERE

GIVE A CLEAR 
EXPLANATION

The urge to lay the blame on somebody 

who isn’t on the call or in the room 

is understandable. It might even 

be accurate. But, from a customer 

experience point of view, it doesn’t 

help matters. In fact, it makes them feel 

like they’re getting excuses rather than 

resolutions and that your company isn’t 

on top of its working processes. 

If you need to explain why something 

the customer didn’t want to happen 

happened, be frank and direct. Avoid 

technical jargon that will make the 

customer think you’re trying to confuse 

them. 

TIP 

The answer to “We didn’t 

have the part needed for your 

repair because our supplier let 

us down,” is typically “I’m not 

dealing with your supplier, I’m 

dealing with you.”

TIP

Explain the situation the way 

you’d explain it to a friend.

Avoid technical 
jargon that 
will make the 
customer think 
you’re trying to 
confuse them
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IF YOU HAVE 
TO SAY NO, BE 
HELPFUL

EXPLAIN THE NEXT 
STEPS

It might be the case you simply can’t do 

what you’re being asked to do. Perhaps 

they are requesting something that 

goes beyond your company’s services 

or expertise. If so, can you recommend 

another course of action for the 

customer to take to get what they want? 

Be helpful, even if it won’t make you any 

money right now. When the customer 

does want what you can o� er, they’ll 

remember you helped them out.

If you are in a position to give the 

resolution on the spot, great. Be clear as 

to what happens next and how you are 

going to fi x this issue. If you need more 

time, reassure the customer that you will 

get back to them specifying the time, the 

date and the method of communication 

you will use to do so. Also, explain why 

you need more time and what result 

you’re hoping you can achieve for them.

YOU MIGHT SAY 

“What you’re asking for is not 

a service we o� er. I do know 

a really good specialist in that 

area, however, and I could pass 

on their details if you like.”

YOU MIGHT SAY 

“I’m going to check with my 

manager to see if we can refund 

the full amount. He’s on the 

road this morning but he’ll be in 

the o�  ce this afternoon. I’ll talk 

to him then and I’ll call you back 

with an update before 5pm.”
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GET BETTER
Negative feedback can be one of the 

most e� ective things for developing and 

improving your business. Understanding 

why a customer was unhappy or let 

down by your service highlights precisely 

the parts of your customer journey 

that can be improved and how you can 

improve them.

TIP

Whether an appointment went 

good or bad, a quick post-

service call, message or email 

to get feedback is valuable 

on two levels. First, it assures 

the customer that you value 

their opinion and are always 

improving your service. Second, 

it gives you the insight you 

need to develop.
Negative 
feedback can 
be one of the 
most e� ective 
things for 
developing and 
improving your 
business
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