
A wise manager will ob-
serve his employees at 
work and ask his custom-
ers often what they like 
and how to improve. 
Some of these will pertain 
only to certain businesses, 
but many customer       
answers are universal, and 
here is a sampling from 
various surveys: 
 

• Customers  want 

knowledgeable, help-

ful staff. This means 
employees must know 
both the product and the      
company well. Your goal 
is to build trust and 
credibility in the workers 
as well as the rest of 
what you sell. If       
someone likes your 
brand of appliances but 
your service or delivery 
department has a poor 
reputation for timeliness, 
your whole company is 
o p e r a t i n g  a t  a             
disadvantage.  

 

• Customers  want     

flexibility. If a loyal 
customer needs help 
now, not tomorrow or 
the next day, what can 
you offer him? Do you 
know your customers by 
name – well enough to 
know their special 
needs, and do you listen 
when they have a     
problem? Or do you     
operate by a rigid set of 
one-size-fits-all rules? 

continued pg 3 

If anything strikes fear in 
the heart of a business 
owner who is proud of his 
company ' s  cu s t omer      
service, it's the unhappy 
customer telling others how 
displeased he is. The old 
adage was that one person 
upset by Company X's 
treatment told an average 
of eight to ten friends. 
Then those people told 
even more, and before 
long, maybe one hundred 
people knew of the bad      
experience at Company X.  
 

Now, one unhappy person 
can  t e l l  hund reds ,        
thousands, millions or more 
people just by typing his 
tale into a blog or a     
broadcast e-mail and 
pressing send. Soon the 
tale, fair or not, is on its 
way around the world! If 
the old eight to ten figure 
gave you chills, the eight to 
10 million is likely to knock 
you off your feet. If your 
company truly values great 
customer service and backs 
it up with actions, then you 
have a good foundation to 
survive the occasional      
dissatisfied customer. Loyal 
customers will forgive a 
stumble if you quickly put 
it right. But if you treat the 
mistake casually or repeat 
it, your most solid        
supporters are likely to    
remind you that they have 
choices, and take their 
money elsewhere.  

 

Given that the cost of      
acqu i r i ng  each new       
customer is ten times the 
cost of keeping the ones 
you already have, you need 
to get out the polishing 
cloth and burnish the skills 
of everyone in the           
organization. That's right – 
everyone. The customer 
sees you as Company X, 
not just a loose collection of 
departments under the 
same roof. If one                 

 
department errs, it's      
Company X's responsibility 
to correct the error as 
quickly as possible. That 
means no telephone tag, no 
sending the customer from 
person to person, no     
shoulder shrugging and no 
instructions to the customer 
that begin with, "You will 

have to" or "You need to". 
 

Because you know the    
a c t i o n s  t h a t  d r i v e           
c u s t o m e r s  a w a y ,            
emphasizing to employees 
the behaviors and qualities 
that keep your loyal        
clientele returning is a    
positive step you can take. 

I N S I D E  

T H I S  

I S S U E :  

Training Your 

Remote &    

Geographically 

Dispersed   

Workforce 

 

 

2 

New Laws   

Create More 

Challenges for 

Employers 

 

 

4 

Families in    

Business 

 

5 

    

A U T O M O T I V E H RA U T O M O T I V E H RA U T O M O T I V E H RA U T O M O T I V E H R     

M A R C H  2 0 0 9  V O L U M E  I I    I S S U E  3  

S P E C I A L  

P O I N T S  O F  

I N T E R E S T :  

• ...the cost of      

acquiring each new  

customer is ten 

times the cost of 

keeping the ones 

you already have… 

• More than 14% of 

the  American 

workforce is      

working remotely    

or virtually 

• Time to dust off   

the Employee        

Handbook 

Employer’s 

Advantage 

How to Keep the Customers You Have 

Edited by:                      
James A. Hazen, Ph.D. 

automotivehr.com         
1.888.202.1112 



P A G E  2  

“...managers said they 

expect the number of 

employees who work 

remotely to increase in 

the next five years.” 

Training Your Remote & Geographically Dispersed Workforce 

More than 14% of the American workforce is working remotely or virtually – outside the 
traditional office – according to an article by Douglas Gantenbein, featured on                    
Microsoft.com. In fact, a recent survey by OfficeTeam indicates that 69% of polled             
executives said it was common for their companies’ employees to work off-site.  
 
What is perhaps more telling is that 82% of these managers said they expect the number of 
employees who work remotely to increase in the next five years. With ever-increasing        
technology and communication tools, and the rising costs of travel, working remotely is      
becoming a fast-growing trend in companies around the world. With more employees        
geographically dispersed and working from home, we need to ensure that our organizations 
are providing quality training and development for organizational growth in today’s           
non-traditional work environment. Here are three elements for providing a high-quality and 
engaging distance learning experience. 

• E-Learning Essentials Pt. 1 - E-Learning and Successful Strategy—en_US_48301_ng             
This Course is designed to cover the broad offerings within the scope of e-learning and the vari-
ous challenges that arise in implementing an e-learning solution. It places           e-learning within 
the context of learning and knowledge management and the role of     e-learning in harnessing an 
organization's intellectual and human assets. The course    covers the importance of a clear and 
effective strategy in successfully implementing an e-learning solution, the need to link the strategy 
to organizational business goals, and pointers that direct translating the strategy into an action 
plan. 

• E-Learning Essentials Pt. 2 - Marketing to Your Key Players—#en_US48302_ng         
This course covers the aspects of marketing that are essential to marketing an e-learning solution 
within an organization. It focuses on the required change of organizational mindset to one that 
supports anytime, anywhere learning. The three important marketing channels are covered - 
through a champion, culture change and communication plan. The course then looks at each of 
the key player groups within an organization that need to be    understood and brought on board 
for an effective marketing and implementation of your e-learning solution: Executives, Learners, 
HR, and Trainers. The most common concerns of these groups are identified, and guidelines for 
winning their support. 

• E-Learning Essentials Pt. 3 - Deploying and Measuring Your Solution—en_US_48303_ng  
The third course in this curriculum focuses on issues of deployment and measurement of an         
e-learning solution. Regarding deployment, technological, interoperability and multi-site challenges 
are addressed, as well as using the Internet, choosing the right platform, managing learners and 
learning objects. The final area to be covered is that of measuring the e-learning solution,         
integrating measurement with the solution deployment, how to carry out effective measurement 
and present results. The course closes with some consideration of directions within e-learning and 
encouragement to the learner to remain open to developments and continually maintain their 

solution. 

Be the Dean 

of your own 

College! 

ABOUT E-LEARNING FOR EMPLOYEES 

e-Learning for Employees provides affordable training solutions for small and          
mid-sized organizations nationwide. Unlike other training solutions built and priced for 
large organizations, our e-learning system was designed specifically to meet the 
needs of smaller businesses. The solution includes a state-of-the-art Learning       
Management System, over 4,000 world-class online business and computer training 
courses, as well as services to assist our clients in the marketing and implementation 
of its e-learning program. e-Learning for Employees offers high-quality e-Learning 
that is cost-effective, easy to use, and results-oriented.      

Learn more at www.elearningforemployees.com or          

call us toll free at 1.888.202.1112 
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• Customers want to feel they 

are getting an item equal in 

value to the price they paid. 

If you sold an expensive     
product that doesn't hold up 
under normal conditions, your 
customer will likely feel 
cheated. If she brings the     
product back for a refund, you 
might have to swallow the loss. 
But you will have gained a     
customer for life, and probably 
learned an important lesson 
about the product – and maybe 
about your vendor, depending 
on what he does about the 
product.  

 

• Convenience. Are you easy to 
find in the phone book? If    
someone wants to visit your 
store, is your address clearly 
visible from the street? Is your 
parking lot cramped and      
always  

full, or is parking always       
available? If customers dial your 
number, will they talk to a real 
person? If you use an automated 
phone system, is it clear and 
easy to operate?  
 

• Help when you need it. 

Twenty-four hour service is 
only good if it's actually 24 
hours. Don't promise more 
than you are willing to deliver. 
If you prefer not to have  
someone answering the phone 
at ten at night and seven in the 
morning, or on weekends, 
don't advertise 24-hour       
service. Don't put phone      
customers on hold for "a     
minute" that stretches into 
five, then seven, then more. If 
researching the issue will take 
longer than a minute or two, 
offer to call the customer back 
the same day.  

This customer wish list is        
deceptively simple. Just because 
it makes sense does not mean 
every worker agrees with it and 
does everything on it. Good    
leaders will state specifically 
what they want – but that's only 
half of the job. The next step is 
hiring people who buy into your 
organization's values and training 
them continually to deliver what 
your customers want. Monitoring 
customer service behavior 
throughout the organization and 
correcting missteps quickly are 
always good ideas.  
 
The excellent customer service 
you offer may mean you are 
soon worrying about another 
kind of math – so many happy 
customers telling so many others 
about you that you and your 
workers almost can't keep up 
with demand.  

Keep the Customers...from page 1 

NEXT Webinar: 

April 15, 2009     
2:00 EST.—1pm CST   

12pm MDT & 11am PST 

Theft in the 

Workplace 

♦ Evaluating people 
BEFORE you hire 

♦ Promoting ethical 
behavior 

♦ Responding to 
problems 

“When I left Southwest Airlines, there was a guy there who said I was a revolutionary in a 

company that didn't need a revolution. But I think every company needs a revolution, all 

the time.”  
– David Neeleman, founder of JetBlue 

Watch for your    

invitation…  Need FREE 
    Answers 
    To  Your 
    Human 
  Resources 
 Q  uestions? 

Call the AutomotiveHR Helpline! 
 

The AutomotiveHR Helpline delivers 

quick, reliable answers to your human                          

resources management questions. 
 

Your questions about harassment, discrimination, 

wrongful discharge, family and medical leave, drug 

testing, pay, benefits, and more will be answered 

immediately or within 24 hours. 
 

Unlimited access to Member Participants 

Contact the HR Helpline! 

 

1.888.202.1112 

info@automotivehr.com 
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AHR Helpline 

These three small business       
owners should be concerned 
about the laws. According to       
preliminary reports on the Federal 
budget for fiscal year 2010, one 
priority in the plan is increased 
funding for enforcement of labor 
laws. 
 
The proposed budget for the DOL 
states that “for the past eight 
years, the department’s labor law 
enforcement agencies have     
struggled with growing workloads 
and shr ink ing  s taf f .  The           
president’s budget seeks to       
reverse this trend.” The new     
administration promised to       
increase fund ing  for  the             
Occupational Safety and Health 
Administration, the Wage and 
Hour Division and the Office of 
Federal Contract Compliance    
Programs (OFCCP). 
 
In addition to increased funding for 
these federal agencies, there have 
already been a number of 
changes to existing regulations 
and laws and even some new    
developments.  It is important that 
all employers stay on top of 
changing      regulations and     
ensure their procedures and     
practices are in line.  Even if a 
company falls under the threshold 
for Federal laws based on its size, 
states have similar laws and         
regulations that often apply to any 
employer. 
 
COBRA Changes 
If a business offers benefits to its 
employees and it has 20 or more 
employees, it falls under the     
Federal Consolidated Omnibus 

Budget  Reconc i l ia t ion Act 
(COBRA).  This laws requires the 
employer to offer continued      
medical benefits coverage to     
employees who have terminated 
from the organization for any      
reas on o ther  than  gross             
misconduct (laid-off, got fired, quit).  
The employee is expected to pay 
the total cost of the premiums (plus 
the employer can charge 2% for 
administrative costs).  The recent 
Economic Stimulus provided fund-
ing that had temporarily changed 
this situation. 
 
The funding assists employees 
who lost their jobs “through no fault 
of their own,” by providing 65% of 
the cost of the premiums for 9 
months or until they get coverage 
through a new job or spouse, etc.         
Employers are expected to change 
the former employee only 35% of 
the premium and then they can 
recover the 65% through paying 
lower payroll taxes.  Employees 
who lost (or loose) jobs between 
September 1, 2009 and December 
31, 2010, are covered.  Employers 
are expected to inform employees 
about this and to post certain      
notices. The definition of “no fault” 
is not clear and most legal counsel 
are advising great care in           
assuming who is and is not        
covered. For more information    
employers should check out:     
http://www.dol.gov/ebsa//faqs/
faq_compliance_cobra.html 
ht tp : / /www.do l .gov/ebsa/pdf /
joblossposter2.pdf 
ht tp: / /www. irs.gov/newsroom/
article/0,,id=204505,00.html 

New Laws Create More Challenges for Employers 
…..Time to dust off the Employee Handbook 

FMLA 
Last year there are additions to the 
Family and Medical Leave Act that 
provided coverage for families of 
active duty or injured military         
personnel. These sections provided 
unpaid leave time for activities      
related to the military service of a 
family member and for caring for an    
injured serviceperson.  Employers 
are covered if they have 50 or more 
employees within a 75 mile radius.  
New posters adding this information 
are required and can be found on: 
h t tp : / /www.do l .gov/e laws /asp/
posters/industry.asp 
 
In addition, the DOL has issued 
some new “rules” in how it applies 
the FMLA.  One important aspect is 
the definition of a serious health    
condition: 
Serious Health Condition:   
The final rule retains the six          
individual definitions of serious 
health condition while adding       
guidance on three regulatory       
matters. One of the definitions of 
serious health condition involves 
more than three consecutive, full 
calendar days of incapacity plus “two 
visits to a health care provider.”     
Because the current rule is        
open-ended, the Tenth Circuit has 
held that the “two visits to a health 
care provider” must occur within the 
more-than-three-days period of      
incapacity.  
 
Under the final rule, the two visits 
must occur within 30 days of the     
beginning of the period of incapacity 
and the first visit to the health care 
provider must take place within       

 
continued pg 6...                            

 

Jane, Tom, and Chuck were having their usual morning coffee at the Corner Coffee Club and discussing the      
economy and challenges they were facing to stay afloat.  Tom, who has about 25 employees, noted that he had 
laid-off one of his shorter term employees but was concerned because the guy is in his 60’s and implied that the 
layoff was because of his age.  Jane and Chuck agreed that they felt the need to tighten up budgets and adjust the 
number of employees they have but the information they keep seeing in the news makes them concerned about 
getting in trouble with the labor laws.  
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Families in Business…                                    Families in Business…                                    Families in Business…                                    Families in Business…                                    
A question from one of our readers 

According to Challenges, Inc. When 

i t  c o m e s  t o  s u c c e s s i o n                    

planning, many family businesses 

will begin by incorrectly handling a 

number of issues. Three very        

common challenges to avoid are:  
 

• The lack of identifying the role 

each family member could play in 

the company.  

• Not having compensation policies 

that identify position, skills sets 

and market place average wages.  

• A mindset that the family can 

“cure” interpersonal issues.  
 

Remember, two thirds of family    

businesses don’t make it through the 

second generation. We have found 

that the failure to address the       

emotional issues surrounding         

position, title and authority are top 

reasons for those failures.  

Here are some “quick tips” for      

addressing the aforementioned     

challenges:  
 

1. Identify a potential role for each 

working family member by defining 

in writing, their position, duties and 

responsibilities. There must be a 

true clarity of role for each working 

family member. Lack of this clarity 

is a frequent problem. If everyone in 

the family does everything in the 

business (which is not unusual) then 

when something falls between the 

cracks, everyone can point a finger 

at someone else, finding fault.      

Arguments start, nothing gets done 

and no one wins except the other 

employees who love to see the family 

fighting because when the family 

fights, no one is watching them! 

Clarity of the role for each family 

member in business MUST include:  

a. The ability to do and/or learn 

the position.                                  

b. The desire to do or learn the    

position.  

each generation to view one another as 

equals must be a common, understood 

goal. Keeping the business focus is 

essential to the success of each family 

business but it must also be blended 

with the emotion of the family. One 

without the other ends up in a win/lose      

situation. Either the business wins at 

the expense of family relationships or 

the relationships win by giving up 

good business practices.  
 

Here is one suggestion on what TO 

do and one suggestion on what NOT 

to do:  

a. Get outside advisors; people who 

are successful in their own right; 

people who can be objective when 

it comes to the family. These people 

are decided upon by the entire 

working family, not just by one 

person. Choose people who will 

“talk straight” and not “pull 

punches.” They will offer advice 

for the good of the family and for 

the good of the business. One    

without the other will not work. 

Interview the prospects just like 

you would a key employee joining 

the company (ok there are two   

suggestions!).  

b. Attorneys, bankers, insurance 

representatives that you are       

currently doing business with, 

should not be on your board. They 

have a vested interest in the        

decisions you make. You already 

pay them for advice and someday 

your board may recommend that it 

may be time to move on to someone 

more qualified to meet your      

growing needs.  
 

There you have it, a few quick tips 

with “how to” action steps. All you 

have to do is make it happen. You 

can start by talking about this with 

your other working family members. 

Your family relationships and your 

business will both profit from it. 

c. Defined responsibility and 

accountability.  

d. Clarification of contribution 

to the “big picture.”  

e. Understanding of what it will 

take to move to the “next” role 

in the company.                             

Leave any one of these out of the 

equation, and conflict will take 

place.  

2 .  The  rea l i zat ion  tha t              

employment in the family business 

is NOT a perk of being in the    

family. A leadership position will 

not be filled because of who you 

are. This should be understood by 

all working family members. If 

pay is tied to the emotion of any of 

the working generations, than 

how much a family member is 

paid will be related to being loved. 

Here is one suggestion on what 

NOT to do and one suggestion on 

what TO do:  

a. Paying someone less because 

they don’t have kids yet or still 

live with mom and dad rather 

than compensating them based 

on their contribution to the 

business is a sure way to “dig 

up” the personal issues that will 

eventually sink the company. A 

lower pay may result in feelings 

of not being treated fairly and 

give rise to jealousy, resentment 

or bring on feelings of           

deprivation among family   

members.  

b. Pay the family member for 

their performance and the    

overall contribution they make 

to the success of the family    

business.  

3. Mom and dad will always be 

mom and dad. The kids will      

always be the kids no matter how 

old they get! Working on getting 

“When it comes to succession planning in our Family Business what are the 
main challenges we need to address early in the process?”  

continued pg 6...                                          
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Laws….from pg. 4 

 
seven days of the first day of          
incapacity. A second way to satisfy 
the definition of serious health          
cond i t ion  under  the cur ren t            
regulations involves more than three 
consecutive, full calendar days of     
incapacity plus a regimen of           
continuing treatment. The final rule 
clarifies here also that the first visit to 
the health care provider must take 
place within seven days of the first 
day of incapacity. Thirdly, the final 
rule defines “periodic visits” for 
chronic serious health conditions as at 
least two visits to a health care        
provider per year since that provision 
is also open-ended in the current 
regulations and potentially subjects 
employees to more str ingent           
requirements by employers.  
(from -  http://www.dol.gov/esa/whd/
fmla/finalrule/factsheet.pdf) 
 
Other information on FMLA can be 
found: http://www.dol.gov/esa/whd/
fmla/ 
 
Lilly Ledbetter Fair Pay Act 
This law was the first signed by the 
new president, just days after he took 
office.  The law  enacted in response 
to the Supreme Court’s May 29, 2007, 
ruling in Ledbetter v. Goodyear Tire 
& Rubber Co. (550 U.S. 618 (2007). 
 
In Ledbetter, the high court ruled that 
a compensation discrimination charge 
had to be filed within 180 days of a 
discriminatory pay-setting decision, or 
300 days in jurisdictions that have a 
local or state law prohibiting the same 
form of compensation discrimination. 
The law restores the pre-Ledbetter 
position of the Equal Employment 
Opportunity Commission (EEOC) that 
each paycheck that  del ivers            
discriminatory compensation is a 
wrong actionable under the federal 
EEO statutes, regardless of when the 
discrimination began.  
 
What this means to employers, is 
that if there has been unfair pay      
anytime since May 29, 2007, an      
employee, ex-employee, or retiree, 

can still file a complaint.  Each time 
that a new payment/check is/was    
issued, the time available to file 
starts over again.  The law applies 
to any pay discrimination law, fed-
eral, state, or local so it covers 
most any      employer.  
 
It may be wise for all employers to 
take a good look at their current 
pay practices and make sure that 
they have good, documented       
reasons for paying what they pay 
to each employee.  Equivalent jobs 
should have equivalent pay and 
differences should be for well     
defined reasons that the employer 
can defend. Establishing a         
compensation strategy (paying 
based on the job, performance, 
seniority, skills, education, etc.) 
should be clearly defined.  If       
discrepancies are found it is wise 
to correct them NOW rather than to 
wait till more time lapses since the 
costs can only go up if you are 
made to pay damages and back 
pay if a claim is filed. 
 

Employers Need to Stay Alert 
If not before, certainly now is the 
time that employers should be      
paying attention to labor laws.  In a 
tight economy it is critical to have 
well thought out Human Resource 
policies and practices.  Before 
making decisions about who to      
lay-off or whose pay should be cut, 
the above issues should be        
considered.  Employees who are 
fearful about their income or who 
lose jobs may be looking harder for 
some recourse in a tight job       
market. 
 
Tom’s concern about the age of 
the employee he laid off is        
leg i t im ate  s ince  the  Age             

Discrimination in Employment Act 
does cover employers with 20 or 
more employees.  In addition,      
recent statistics released by the 
EEOC indicate a rise in Age       
Discrimination cases in 2008.  If 
Tom was careful to define why he 
laid off the individual (based on 
seniority) and he did/does the 
same for younger workers he has 
some defense.  This doesn’t 
mean he will not get a compliant 
but he may have a much better 
shot at winning a case.  If he was       
compassionate in the lay-off      
p roc ess ,  p rov id ing  som e           
resources and information to the 
former employee, allowing        
collection of unemployment       
compensation (even giving the 
employee the phone and e-mail 
information for applying), etc., the 
risk can be minimized. 
 
The keys in this difficult economy 
are:  
 
♦ treat everyone as fairly as         

possible 
 
♦ have well defined processes 

and policies  
 
♦ document decisions. 
 
 

Phyllis G. Hartman, SPHR 
HR Consultant 

The Employers’ Advantage is 

published for the purpose of 

informing its clients and friends 

about HR related issues. It 

should not be construed as     

imparting legal advice on any 

matter. 


