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Objectives/ Learning Outcomes:

1. Explore the concept of how innovation can result from working at the intersections between seemingly non-related fields.

2. Share valuable strategies for achieving excellence in customer service. 

3. Apply successful business models for customer service to academic settings.

4. Generate practical and useable suggestions for improving customer service, which can be immediately utilized by participants.

5. Infuse humor into the lives of participants, enlivening and enriching a potentially dreary and humdrum existence.

Major Points or Conclusions: 

1. The best innovations occur at intersections between different disciplines, cultures, or domains.

2. Many resources, people, or processes that made you successful in the past may be holding you back.

3. Customer service is all about building relationships with people.

4. Great customer service requires the recruiting, hiring, and training of exceptional staff.

5. Preparation is a key to providing the best customer service possible, and obtaining exceptional results.

6. Your customers are not always who you think they are.

7. Find out your customers’ needs and wants, and address them.

8. If a customer has a problem, take action to solve it.

9. Think “outside the box” when seeking solutions to problems, so as to provide future benefits to your customer, as well as to your business.

10. Customer service is rife with “moments of truth” that can make or break your business.
11. Great service is a choice, begins with anyone, and brings customers back.
12. Academia and business communities have much to offer one another in learning how best to meet the needs of their constituents.
The Golden Rule should form the basis for all customer service interactions.

“A customer is the most important visitor to our premises.”—Mahatma Gandhi
“Aim for service and success will follow.”—Albert Schweitzer
“Always give the customer more than they expect.”—Nelson Boswell
“And then some. . .these three little words are the secret to success.”—Carl Holmes
“Cherish your vision and your dreams.”—Napoleon Hill
