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Customer Satisfaction
By John Parise, Market Manager, Niagara Frontiewers Cooperative

Customer satisfaction has long been the main guhl a
objective of businesses that truly want to prosper become
successful at what they do. A satisfied customenaswho
will become a loyal and significant part of any ingss
success. Without a loyal and growing customer base,
business will struggle and ultimately suffer botioeomically
and socially within its own community.

What is customer satisfaction?
First, let's define the wordatisfaction ... satisfaction is a
sense of gratification and happiness that resuiswva need
or desire is fulfilled through a pleasurable expece

As we look at this particular definition, let’s
remember that_satisfactiosithe_end resuthe
customer experiences when we have done all that is
necessary to meet and exceed their expectatians in
timely, responsible fashion, on a consistent bdisis.
ultimately the experienceur customer has, that
defines their level of satisfaction.

Basic Steps in the Dynamics of Customer Satisfactio
Let’s begin by taking a simple step by step proteaswill
enable us to achieve success in the area of cussandce,
which ultimately leads to customer satisfaction.

It All Starts With the Right Attitude!
Acknowledging the importance that customer sattsfac
plays in the success of any business is vital. #ceatrated
effort by management will go a long way in develapa
culture of customer service and satisfaction.

Management must clearly and effectively communitiage
importance that customer satisfaction plays in your
organization’s strategy for success.

Remember: Everything we do, will in some way impauat
customer. A positive impact will help ensure trsatisfaction
and loyalty.

These are some basic steps that will immediatebaththe
customers experience in a positive way!

As simple as it sounds, providing a clean, saférenment is
a very important part of the customer’s experience.

Check list: Are the grounds well kept?
Can you mow the lawn so that it appears to be
well manicured?
Hanging baskets and flowers go along way to
improve aesthetics
A fresh coat of paint will certainly perk up your
appearance
Banners and flags can make an immediate
impact
Is debris picked up and removed?
Well swept and clean roads and walkways make
a difference
Clean restrooms that are fully functional and
adequately supplied are provided as a courtesy
and convenience for the customer.

Programs Must Benefit and Enhance the Customer’s
Experience!

Programs, policies and procedures are implemenitid w
inteqrity.

All rules and programs concerning quality, condarad
procedures should be carried out with integritplider to win




the customers’ confidence and trust. Gaining ttetaguer’s

confidence and trust goes a long way in buildingyal and
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Let your customer know their input is important!
Carefully listen to what they are saying and how
it can enhance their overall experience of the
market.

Design your questions to get the maximum input
from all concerned.

Look at other markets and observe what is
working for them. Chances are the same will
work for you.

Asking for input, listening, and observing is
important. However, effective implementation is
the key in following through.



Tell Them What You Told Them!
Remember to continually remind everyone in the oizgtion
of the importance that friendly, courteous serylys in the
overall scheme of attaining customer satisfaction.

When we repeatedly made a conscious effort to applye
principles, they become a habit and a way of dbugjness.
There are not too many customers that won't respond
friendly and courteous service.

Continual reminders to all market members concerttie
importance of friendly, courteous service shouldrbihe
form of vocal and written reminders. Perhaps arasional
flyer or letter will help keep the message alive.

Check list: Making friendly and courteous
service a way of life at your
market will help build a
loyal customer base. Any
customer who experiences this
kind of treatment will certainly
come back again and again.
Are you effectively communicating the
importance of customer satisfaction on a
consistent basis?
A written reminder of customer service and
customer satisfaction should be in any flyer or
communication to market growers and vendors.
Don't over do it ... if it is over done it becomes
just another cliché and looses its potency.
Communicate once or twice a month by just
giving little reminders.
Always extend a compliment or congratulations
to any growers or vendors who are making a
genuine attempt to improve the market
experience through exceptional customer
satisfaction.

Back to Basics
Let's reiterate what customer satisfaction is. Relner the
definition of satisfaction?

Satisfaction: a sense of gratification and hapgsrtbat results
when a need or desire is fulfilled through a plealie
experience.

Notice the need or desire is fulfilled through agdurable
experience!

Not only does the customer want a specific produet also
wants to have a great experience in the processrohasing
that product. Providing a clean, safe, friendlyyrteous and
professional environment should be the catalykiuach any
customer service program or strategy.

Remember: Customer satisfaction is the end result!

Doing all the little things right, add up to a ségd and loyal
customer.

Are we meeting and exceeding our customer’s needls a
expectations in a timely, responsible fashion gormsistent
basis?

Consistency is the key word. Any organization thants to
grow its customer base must perform with excelleoca
consistent basis.

Check list overview:
Have you provided a clean, safe and aesthetically
enhanced shopping environment for your
customer?
Partner with your growers and vendors to ensure
customer satisfaction.
Recognize the importance and input of every
customer.
Make customer service and customer satisfaction
a way of life.

Service Recovery

Service recovery can best be described as winrang your
customers confidence and loyalty after they hacarned a
problem with your company or organization.

Invariably there will be some bumpy roads alongwlag in
our attempt to achieve total customer satisfactighen a
customer has a complaint or encounters a probleheat
market, we must move swiftly to resolve the issue.

Always get all the facts and listen intently to witee
customer is saying concerning their issue. Sometizne
customer may be inadvertently wronged by a grower o
vendor at the market.

There will be times when you must act as a mediatdoehalf
of the customer and the grower. Respecting botrssaehd yet
coming to a mutual understanding and resolutionbzan
challenging. However, most conflicts or challengas be
resolved if both parties are willing to be coopieat

Right or Wrong?

When a problem arises, don't fall into the trapratking it
only a right or wrong issue. Quickly identify theoplem and
solve it to the satisfaction of all parties conegtnThe
customer really isn’t concerned about being rightraich as
having their problem resolved in a quick and coaute
fashion.

Check list: Take the initiative to satisfy your
customer when problems arise.
Apologize to the customer and accept
responsibility for any error or mistake that has
been made.

Identify the problem and do what is necessary to
resolve it.

Be sure the customer is completely satisfied with
the solution to their complaint or problem.



Finally, apologize for any inconvenience this has
caused and thank the customer for their patience
and understanding.

Observe Through a Customer’s Eyes
Sometimes the easiest way to understand custonisfiasdon
is to put yourself in the role of the customer! &irall
customers have just about the same desires ang waen it
comes to their shopping experience, this perspestivould
help a lot.

To get a different perspective on customer satiigfacjust go
shopping or stop in to a local convenient store eraduate
your experience. When you dine out take time tduata the
entire experience. You will certainly become monaee of
what is and what is not a good experience.

Many people think that exceptional customer sersiog
customer satisfaction is reserved for big busindsshing can
be farther from the truth. People want to have @dgo
experience anytime and anywhere.

Consider the following questions in relation to leraéing a
great experience when doing business with a company
organization.

How were you greeted?
Were you greeted in a friendly manner? Did you feelcome
and valued as a customer?

Was the place of business clean and safe?

Cleanliness speaks volumes about other aspedts of t
business! When dining out there are health issustake. A
dirty and unclean environment could be an indicatid
deeper issues and concerns to the customer.

Were the frontline employees helpful and eagedtress any
issues or guestions?

Nothing takes the place of a friendly, courteous halpful
staff. Any customer who is treated with these @gtin place
can't help but have a positive experience!

Check list: After you have evaluated your
experience, what is it that you, as
a customer, would

like to experience? What have
you learned?

Apply to your organization any or all of the
strategies of other organizations that created a

positive customer experience for you.

Make Customer Satisfaction a Way of Life
Developing a service culture will go a long wayyour
mission to satisfy your customer.

The definition of culture that we want to use hisra set of
shared attitudes, values, goals and practicestizabtcterizes
a company or organization.

There must be an unwavering commitment from thetddpe
bottom in order for the service culture to be dffex
Remember as we said earlier, it is up to managetoent
effectively communicate this message to everyorithén
organization.

Remember that customer satisfaction is the goabajettive.

With constant repetition and practice it will becomway of

life. Any organization that does not attempt to iempent a

customer satisfaction strategy will continuallyusfgle in its

attempt to solidify a significant and growing custr base.
Check list: Any organization that

continually makes a conscious

effort to satisfy their customer

will add stability to their own

experience.

There must be genuine commitment from

everyone in the organization.

To ensure customer satisfaction, a service culture

which is driven by a set of core values, attitudes

and practices must be instituted.

When core values, attitudes and practices are

determined, they must clearly be communicated

to everyone in the organization.

Executing or implementing the service culture

strategy with a daily passion and belief in the

values that drive it, will separate the champions

from the rest of the field.

Satisfying the Customer with Consistency

The true mark of an organization’s ability to sitiss
customers is in the consistency by which it debver
exceptional service. This is what separates thmang from
the extraordinary.

The true art of customer satisfaction is determised
measured by the consistency of effort put forthiHzy
organization in its attempt to satisfy its custosnéf customer
service and satisfaction is important to your orggtion,
there must be a constant evaluation on performance.

When evaluating your service performance, be hanegiur
evaluation. Have their been many complaints frostmmers?
What areas of service performance can you imprgea®

Growing a service culture and a service mindsahis
evolutionary process which will take time, effortch
commitment. However, the rewards will come in thef of
many loyal and satisfied customers.

Summary:

Nothing will ever take the place of serving youstmmer with
the utmost respect and dignity. If there is onagdtihat will
win a customer’s trust and loyalty, it is the wauytreat every
one of them in every transaction. Everything fromeaam and
friendly greeting to resolving any conflict or ptetn will
certainly win the confidence of your customer. Talhtdds
up to a satisfied customer.



Farmers’ Markets: Building Blocks for

New York’s Communities
Community Leaders learn the values that farmerketsr
bring to communities

The“Farmers’ Markets: Building Blocks for New York’s
Communities"conference, held MarcH'&t the Doubletree
Hotel in Syracuse, brought together 150 commumeigglers
from across the state to learn about the valuarofiérs
markets to our state’s communities. Norman Mirtie, t
keynote speaker and a pioneer in the Main Stregement,
inspired the audience to think of farmers marksta a
fundamental ingredient in a redeveloped commumiBaving
the colorful threads of neighbors, food, and conumer
together into a rich tapestry that brings downtaligtricts
back to life and nurturing a strong sense of conitydar
area residents.

Other noted speakers shared Norman'’s thoughtspguaiir
own touches. David Haight from the American Farrdlan
Trust, encouraged us all to “eat our landscapedwing that
supporting local farmers has a multiplier effectthupports
local economies, maintains greenspace and pratacts
environment. One significant way to support loeahfers is
to host a community farmers market. Steve Daviesn f
Project for Public Spaces, showed how markets ean b
centerpieces for community building, creating pabli
gathering places that enhance community spiritanec
neighborhoods and parks and reverse urban deazySado,
Executive Director from the Rural Health NetworkSiuth
Central NY, emphasized the connection of healththad

foods we eat. The dramatic progression of the tpesi
epidemic in the US brought home the need for clrantiie
dietary habits of our population. Jack’s suggesti@s to start
in our communities. Farmers markets offer a varidtiresh,
healthy and wholesome foods and community partifssh
with markets can help to make the changes needeahtbat
obesity, as well as other health and nutritionaldse

EBT News to Share

While we are still working with CardService
International, Ted Fabis will no longer be workingh
the farmers and markets enrolled in the New YogkteSt
Farmers Market Wireless EBT project. Please dizegt
problems or concerns that you may be experiencitty \
your terminal or service to the Federation offidée
hope to make the 2007 season as smooth as pdssiblg
all EBT participants.

Phone : 315-475-1101
Email: diane.eggert@verizon.net
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Sources for Biodegradable Products
The following is a source for biodegradable proddot farmers markets arj

their vendors. The list is not inclusive and carme implied endorsements for

these companies. Please visit their websites dintbttheir representatives
for further information.

BlOgroupUSA
Bioplastic bags
www.biogroupusa.com

Earthware Biodegradables
Food service cutlery
www.earthwarebiodegradables.com

Eco-Products
Bioplastic bags, food service supplies
www.ecoproducts.com

Eco-Safe/Envision
Bioplastic bags
www.degradableplastics.com

Green Earth Office Supply
Bioplastic bags, food service plates, cutlery, dhetls
www.greenearthofficesupply.com

Nat-ur
Bioplastic bags, food service cups, cutlery, clagtish
www.e-biodegradables.com

Simply Biodegradable
Bioplastic bags, food service plates, cutlery, dhetls
www.simplybiodegradable.com

jon

The afternoon sessions were a rush of informaton f
developing new farmers markets and creating programd
strategies for increasing the capacity of existiraykets.
Speakers from farmers market managers to Cornell
Cooperative Extension Educators and NYS Dept of
Agriculture and Markets program specialists spoke o
community farmers markets.

Round table discussions held at the end of theetente
brought many questions from community leaders. Ques
such as how to find and retain farmers for theirkats, how
to effectively communicate with other communitydees
about farmers, markets and agriculture and hownto |
farmers markets with other community programs arahts.
Conference attendees were given partnership agresiee
review and pledge to return to their communities/tok with
their local farmers market or to pull communityocesces
together to develop a new farmers market. Pledgee w
completed by many of the conference attendeesmatte
expected in the days ahead. Market managers wilbkiéed
of any pledges of support within their community.



Farmers Market at the
New York State Fair

The 2007 New York State Fair will feature a New Kor
Farmers Market display in the Horticulture Buildiriche
Farmers Market Federation has contracted for sfzaset up a
farmers market exhibit to promote the farmers miarkad
their array of products to the hundreds of thousasfd
consumers attending the 12 day event, August 2@igfr
Labor Day, September 3.

The display will replicate a farmers booth at arfars market,
with tables, market baskets, tents, farmers matisplay
materials, and farm products from across New Y dateS
Signage at the market will identify each produtdng with
the producer and key information to help NYS faego
choose fresh NYS products for their family’s meals.
Additional materials will help fairgoers to locdgmers
markets nearest their homes, so that once thexperienced
the farmers market at the NYS Fair, they can wstr local
farmers market and continue to enjoy all that Newky
State’s farmers have to offer.

The Pride of New York program, through the NYS Deft
Agriculture and Markets, will be assisting the Fadien to
make this display exciting. They will be helpingdieate an
interactive display that will educate consumersuaihoy'S
farm products, programs available at farmers’ malsich as
EBT and FMNP, offer interactive education for chéid,
statistics on the growth and importance of New Y8tite
farmers markets and help fairgoers to locate tbeal farmers
market.

To effectively showcase New York’s finest produtte
display will need to be refreshed each of the teelays of
the fair with fresh product. We can display fruitegetables,
baked goods, value added products, plants, freshncudried
flowers, maple products, honey products, wine andather
farm product that is available at a farmers manét.are
working on ways to display products that requirfeigeration,
such as, eggs, cheese, dairy products and meats.

While we have cooler space available to store prtsdand the
Federation staff can refresh the display dailyneed to have
volunteers to collect product from farmers and ratsland
deliver them to Syracuse. If you are interestegeitting your
products or the farmers in your markets productsén
Farmers Market at the State Fair exhibit or if yam help
with delivery, please call the Federation offic845-475-
1101 or send us an emaildihne.eggert@verizon.néthe
success of the display depends on all of us worlaggther.

On Labor Day, the final day of the Fair, the Farendiarket at
the State Fair will be a live farmers market. Piidwn
display will be available for sale to NYS fairgoelPairchases
can be left behind at the Pride of New York displagated
across the aisle, for pickup later in the day. Th&sn
opportunity to showcase fresh, local New York Sfaten
products available at farmers markets all acrossthte!

NYS Fair Encourages Producers to
Enter New Competitions for Cash
Premiums

Over the past few years fewer producers of fruits a
vegetables have participated in the annual conmpresit
offered by the New York State Fair. County orgatixzs,
who once put up elegant displays of fruits and tedgles that
rivaled the best-dressed windows of Madison Avemase
disappeared. Independent producers, stressedheith t
everyday efforts of production and marketing, havebeen
as active in entering the New York State Fair catitipas.
State Fair goers have missed out on seeing thetyamd
quality of fruits and vegetables that New York'sgucers are
so well-known for.

To remedy this, the New York State Fair has maadeeso
changes to encourage more producers to particilmate.
conjunction with the new Farmer’s Market exhibitlire
Horticulture Building, the New York State Fair ifering a
new competition open only to growers who sell tipeaduct
directly to the consumer through a farmers market o
independent vegetable or fruit. Total premiumet for
this competition is $3,850.

For more information and entry rules, gosew.nysfair.org.
Go to the State Fair Home Page and click on “coitipes”.
Scroll down to “Agriculture Farm Products” — “Comrail
Fruits &Vegetables, Maple and Honey. You can doadl
the rules and regulations and entry form. If yauéhany
guestions, call (315) 487-7711 ext. 1337 or e-malil
maryellen.daino@agmkt.state.ny.U&/hat better way to draw
consumers to your stand than by having a blud,dlese
ribbon from the New York State Fair.




Seeking Participants
NYS Thruway Authority Tailgate
Farm Market Program

Since 1996, the NYS Thruway Authority has
operated a Tailgate Farm Market Program at seleirtact!
plazas with the assistance of NYS Department ofckiure
and Markets. Program objectives include:

Promoting public awareness of New York State’s
agricultural products

Providing fresh farm produce to Thruway
travelers at selected travel plazas.

Providing farmers with the opportunity to sell
their products at selected travel plazas.
Promoting agri - tourism in the region where the
travel plaza is located.

Increasing business activity at Thruway travels
plazas.

The farm markets operate from Mother's Day through
November I depending upon the availability of fresh
produce. Products sold must include fresh fruited a
vegetables, edible herbs, horticultural and othedpcts by
special arrangement.

In addition to selling their farm products at famnenarkets,
farmers distribute agri-tourism promotion materjasvided
by the NYS Department of Agriculture & Markets.

To promote the Tailgate Farm Market Program, signag
preceding the travel plaza is erected to identify farmers
market.

Tailgate farm markets are sponsored by organizatsuch as
local chambers of commerce and county cooperakitension
offices that operate farm markets in areas adjatenthe
Thruway.

For further information regarding the Authority'sailgate
Farm Market program, contact Ellen Fogarty, Offioé
Travelers Services at (518) 436-2831.



