Lindenwood University
Digital Commons@Lindenwood University

Theses Theses & Dissertations

1997

An Investigation Into the Design & Implementation of a Customer
Service Manual for Laboratories in a Hospital Setting

Fay M. Kraft

Follow this and additional works at: https://digitalcommons.lindenwood.edu/theses

Cf Part of the Business Commons


https://digitalcommons.lindenwood.edu/
https://digitalcommons.lindenwood.edu/theses
https://digitalcommons.lindenwood.edu/theses-dissertations
https://digitalcommons.lindenwood.edu/theses?utm_source=digitalcommons.lindenwood.edu%2Ftheses%2F178&utm_medium=PDF&utm_campaign=PDFCoverPages
https://network.bepress.com/hgg/discipline/622?utm_source=digitalcommons.lindenwood.edu%2Ftheses%2F178&utm_medium=PDF&utm_campaign=PDFCoverPages

AN INVESTIGATION INTO THE

DESIGN & IMPLEMENTATION OF A

CUSTOMER SERVICE MANUAL FOR
LABORATORIES IN A HOSPITAL SETTING

Fay M. Craft, B.A.

An Abstract Presented to the Faculty
of the Graduate School of Lindenwood College in Partial
Fulfillment of the Requirements for the Degree of
Masters of Business Administration

1997



ABSTRACT

The following applied learning expository thesis
will focus on the design and implementation of a
customer service manual for reference laboratories in a
hospital setting.

The purpose of the manual is to provide direction
for the reference laboratory customer service
employees. Specifically, the manual consists of a
series of steps which will enable employees to better
service the hospital reference laboratory customers.
The manual was broken down into sections which
addressed characteristics, order taking, dispatching
phlebotomists, proper collection of specimens,
phlebotomy notification, registration of patient
specimens, processing and reviewing of specimens,
hiring, training, customer satisfaction, complaints and
expectations.

Three reference laboratories participated in the
study. Two evaluators read the manual and offered
comments and suggestions.

The results of the study was a manual developed to

facilitate serving reference laboratory customers.
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Chapter I

INTRODUCTION

History of Customer Service

A customer is defined as any recipient, client,
patient student or consumer of any kind of product or
service (Gutek 1). Customer service can be described
as expectations; the expectation that a product will
produce the benefits as promised. The expectation that
the service will be of the standard promised and that
if those expectations are not met, the service provider
will make good on the promise. Good customer service
is a continuing, mutually satisfying contract between
two entities (Dunckel & Taylor 1-2).

Customer service dates back to times when a local
town craftsman provided services for the goods he
produced (Trimble & Duncan 3). In the last century,
the habitat of customer service was almost entirely
local. As the customer quotient percentage increased,
the customer’'s habitat expanded to a regional
territory. In time, the habitat became national and
then global (Libey 36).

During the 1950‘s, the economy was blue-collar
based and those in the customer service industry were

1



the minority. Good services were more easily measured

and taken for granted. A person’s word and a handshake
were as good as a contract. By the mid 1950’'s, white-
collar workers in technical, managerial and clerical
jobs outnumbered the blue-collar workers. Good
customer service was still expected and it was
delivered (Dunckel 2).

In the 1960's, customers were interested in
product (Dunckel 3). The consumerism movement began in
the late 1960’'s with regulations to protect customers.
This response raised expectations even higher. 1In
response, hundreds of corporations set up consumer
affairs departments to meet these expectations.
Customers became better educated and more demanding
than ever before (Davidow 12).

By the 1970's, inflation caused businesses to cut
customer services in order to keep prices down.
Deregulation led to price wars and also to cutbacks.

An example of this occurred in the transportation
systems industry. It became difficult to hire
frontline service workers due to labor shortages. The
attitude toward service jobs deteriorated. 1In the
1970’s, customers were interested in marketing (Dunckel
i)

During the 1980's, two-income families were more
common than before. As a result, time and schedules

grew to be more important. In the 1980's, customers



were interested in unconditional quality service

(Dunckel 3).

During the mid 1970’'s to the mid 1980’'s, there was
a gap between perception and performance. This gap was
believed to be due to three factors. First, most
managers did not see the service crisis at hand or
comprehend its seriousness; second, measures of
customer service and satisfaction were misleading; and
third, very few managers appeared to understand what
customer service is (Davidow & Uttal 5). For example,
Management Horizons, a division of Price Waterhouse,
which is an accounting firm that consults to retailers,
cautioned in a 1986 report that rotten service was
undermining customer satisfaction. "Despite an
industry-wide ‘customer-first’ philosophy in retailing,
the level of customer satisfaction appears to have
deteriorated substantially over the past decade," as a
result of extreme pressures or profits, over-expansion,
under-staffing and an obsession with short-term cash
flow (Davidow 5).

In the 1990’s, customers demand quality service
and personal attention. The public insists on
convenience plus quick but personal service (Dunkel 3).
Customers were again better educated and more demanding
than before (Davidow 13).

Over the last two decades, business economics have

forced the change in managerial thinking that has



undermined customer service. High inflation occurred

in the 1970's followed by fierce competition from
foreign companies in the 1980’s. With the fear of
companies being taken over, managers accepted cost
cutting philosophies which turned out strong short term
financial results. Customer service seemed extraneous
(Davidow 7). As Walter Kieckel stated in the article
"Corporate Strategy for the 1990’'s" as published in
Fortune Magazine, managers have been advised to view
their business as a corporate raider would, always
sizing up the stock market value of their companies and
looking for under performing assets to sell off, and
inefficient operations to restructure. Stanley Marcus
of Neiman-Marcus Department Stores stated that
managers’ understanding of how important service is and
their motivation to provide it was being destroyed by
pressure from upper management to reduce costs which
included the salaries of customer service employees
(Davidow 7).

A customer services crisis is building throughout
the business world. Most customer service is poor, and
service quality generally appears to be falling
(Davidow 1) .

Customer loyalty has been eroding in part because
of poor customer service. For example, industrial
companies have been slashing the numbers of their parts

and materials suppliers to concentrate on just a few,



mainly to obtain better service from the survivors.

This was stated by Donald B. Thompson in Industrial
Week Magazine in September 1983 (Davidow 1).

Managers seem to know that customer service is
essential to the health of their businesses, yet the
services continue to worsen (Davidow 2). For example,
in 1987 the Gallup Organization working for the
American Society for Quality Control, asked 615 U.S.
Senior executives to select the most critical factor
for their businesses in the 1986-89 period, from the
loss of materials and labor to the availability of
capitol. Service quality was ranked first by nearly
half the sample (Davidow 2).

A host of polls reflect that consumers believe |
that service quality is getting worse (Davidow 3).
Examples include a study conducted by the Gallop
Organization of 2,575 consumers. The consumers ranked
the quality of service provided by different
institutions from 1 for very poor to 10, for very high.
Approximately half of the respondents ranked the
quality of service to be 7 or lower for supermarkets,
banks, airlines, restaurants, hospitals and hotels.
Approximately three fourths awarded middle scores to
department stores and real estate firms, while half
felt that auto repair shops and insurance companies
provided services of 5 or worse (Davidow 3-4).

Research conducted by Technical Assistance



Research Programs, Inc., on behalf of the U.S. Office

of Consumer Affairs revealed that at 200 giant
companies, customer service departments are currently
fielding over twice as many complaints as compared to
seven years ago (Davidow 4).

In part, the service crisis was caused by
technological change. Technology and the use of
automated machinery replaced the customer service
employees, but using more technology to service
customers has alienated the customer and tarnished
their perception of service quality. For example, the
fast growing use of technology in medical care has gone
hand in hand with the resurgence of demand for
personalized service from the family physician (Davidow
8-9) .

Even if the absolute quality of customer service
had not dropped, customer dissatisfaction still would
have grown due to the rising expectations of the

customer (Davidow 12).

Customer Service Today

Currently, two out of every three jobs are service
related (Liswood XXXVIII). By the year 2000, it is
expected that 90% of all people employed in this
country will work with service jobs (Desatnick 4).
Today we live in a service economy with over 50 million

people employed in some type of service giving jobs



(Gober 1). Managers and non-managers need to pay more

attention to service in order to stay competitive
(Wenrich & Koontz 350). Total quality involves
managing an enterprise to maximize customer
satisfaction in the most efficient and effective way
possible (Anfuso 60).

Included in customer service, from a broad point
of view, is usually some type of assessment of
determining what the client needs or an evaluation of
what the customer wants or expects from the services
provided. Customer service involves performing the
services accurately by creating a customer focus. It
involves a training program of the employees and
maintaining customer satisfaction. Customer service
involves measuring the results of the services being
provided through a questionnaire or survey, and then
interpreting the results in order to provide for
improved customer service (Dutka 7).

Business success in today’s competitive market
requires that the business adapt to the customer’s
viewpoint. The services must satisfy the customer’s
objective and requirements. A true measure of a
company’s success is decided by the company’s customers
(Dutka 7).

In order to provide adequate customer service the
customer’'s expectations need to be determined. In

order to determine a customer’s needs, the customer



must be questioned as to what is important to them.

Table 1
List of Customer Needs

10.

1B

12.

3%

14.

x50

16 .

Customers need to feel that they are in control of
the situation.

They need to feel that they can make things come
out their way and that they are not being taken
advantage of, manipulated or being deceived.
Customers need to feel that whatever they are
doing is helping them move toward their goals.
Customers want to feel good about themselves and
their choices.

They like to feel that in any service transaction
they are being treated fairly and appropriately.
Customers like to feel good about those with whom
they interact.

They want to be trusted and have confidence in who
they are dealing with.

They like service providers to be friendly and to
deliver an enjoyable pleasant service transaction.
Customers always want to know where they are
headed and what is going on around them.

Customers have a strong need to feel safe and
secure.

Customers like to have the approval and acceptance
of others.

All customers like to feel that they are important
and that they are essential.

Customers like to feel that they are appreciated,
especially if they have invested a large amount of
time, energy or money.

They want to feel that their effort is appreciated
by those who benefit from it.

Customers like to know that their business is
valued and appreciated, especially if they are
regular customers.

Customers like to be identified with
organizations, they like to feel that they
contribute to others.

Source: AMA Handbook for Customer Satisfaction, A

Complete Guide to Research Planning & Implementation by
Alan Dutka 1995.

In short, customers have a strong need to feel

they can trust and have confidence in service providers



and in the service provider’s organization. This is

especially true today because so many customers have
been the victims of false advertising, of broken
promises or of poor service (Gober 10).

In order to determine the particular needs of an
individual customer, it is important to ask the
customer what is important to them, and to listen
carefully to what the customers says. Asking the
customer what their needs are is one way of determining
customer needs. Another method of determining what the
customer needs is by observing the customer (Gober 11).

Once a customer’s needs are established, it is
important to create customer focus throughout the
organization providing the services. To excel in
customer service, an organization must project a
commitment to providing superior customer service to
all the employees of the organization. A company can
insure this commitment by helping its employees to see
that service superiority is in the employee’s own best
interest. Employees will understand that their
personal job security is totally dependent upon the
company'’s ability to satisfy the customers and to see
that the customers will want to return. Building a
workforce committed to providing superior customer
service begins with the company’s image and mission
followed by recruiting and hiring people who share the

values of the company (Desatnick 66) .
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Superior customer service begins with the people
that are interviewed and hired, how they are hired and
how they are oriented into the organization.

During the interview process the values of the
organization need to be emphasized. The prospective
employee should be made to feel important. For
example, Marriott Corporation does a tremendous job in
this particular area. They make the job candidate feel
important from the time the person comes in for their
personal interview. Marriott provides the job
candidate with a comfortable surrounding, complete with
coffee, tea, cookies and fruit. The idea is to make
the employee feel important so that the customer will
also feel important (Desatnick 68-69).

According to author Robert Desatnick, when
conducting interviews, prospective new employees should
undergo what is called a behaviorally-oriented
interview. Desatnick believes that this type of
interview elicits information about the candidate’s
past job related behavior, life experiences and uses
that will predict how the candidate will behave in any

given job (Desatnick 69).




Table 2
Behavioral Characteristics That Indicate
A Service Orientation

1. Oral communication skills

2. Cooperation and teamwork

3. Problem-solving and decision-making skills
4. Sensitivity and concern for others

5. Dependability

6. Good judgement

7. Enthusiasm

8. A high energy level
9. Flexibility

10. Adaptability

Source: Managing to Keep the Customer; How to Achieve

and Maintain Superior Customer Service Throughout the
Organization by Robert L. Desatnick and Dennis H.

Detzel 1993.

As can be seen in the above table, these
behavioral traits are important factors in making a
good hiring decision for most any service position.
When interviewing prospective employees, more attention
should be given to their personalities (Fromm 33).

Just as hiring quality employees is critical, so
is orientating the new employees. Hiring and
orientation must complement each other. It is believed
that an effective orientation may mean the difference
between success and failure for the new employee
(Desatnick 72-73). The orientation leaves an immediate
and lasting impression upon the new employee. A
successful orientation process results in fewer
mistakes as well as improved customer service, higher
levels of productivity and more harmonious employee

relations. The orientation process serves to welcome

11



the new employee to a warm, friendly, caring
environment. The new employee who feels welcomed and
important will make the customer feel welcomed and

important (Desatnick 73).

Table 3
Orientation Format

Sample Orientation Format

T, First Session
A. Traditions program; about the company.
B. Tour of the facility.
II. Second Session
A. Orientation to the employee’s particular
department.
B. Orientation to the nature of the work, its
challenges and opportunities.
III. Third Session
A. Orientation to the employee’s specific job.
B. A review of the job description, performance
standards, expectations and responsibilities.
C. How the person’s work affects others.
D. Why the job is important and how it
contributes to business results.

Source: Managing to Keep the Customer; How to Achieve

and Maintain Superior Customer Service Throughout the
Organization by Robert L. Desatnick and Dennis H.
Detzel 1993.

According to author Robert Desatnick, since each
organization’s needs differ, a successful orientation
process should be customized to fit each individual

organization (Desatnick 73).

Author Robert Desatnick has written that

organizations that wish to acquire superlative customer

service must reinforce their standards, especially
those targeting customer service with respective

training. Customer service employees do not provide

12



superior customer services by chance. Customer service

employees need to be trained to provide superior
customer services (Desatnick 104).

Author Robert Desatnick wrote that organizations
should audit customer service employees in order to
ensure constant quality performance (Desatnick 117).
Author Stanley Brown stated that performance
measurement is an on going process. Reassessments
should be performed as well as assessments (Brown 174).

Customer satisfaction is important to an
organization’s long term health (Anderson, Fornell &
Lehmann 5). There are different methods of obtaining
information concerning customer satisfaction. One way
to measure customer satisfaction is through surveys or
questionnaires. Other methods include in-person
interviews, telephone interviews and mail
questionnaires. Additional methods for conducting
customer satisfaction include a process companies use
to control customer services internally within the
company. For example, American Express monitors how
long its operators take to answer the phone and how
quickly they respond to a request or a problem (Davidow
196) . Suggestion boxes or 1-800 lines are also methods
that can be used to obtain customer satisfaction and
information (Brown 159). Customer satisfaction surveys
are typically conducted on a quarterly or annual basis

(Dutka 110). Quality checks can also be randomly




monitored on a daily basis (Davidow 197). The Police
Department in Madison, Wisconsin sends out a customer
survey to persons from every thirty-fifth case they
handle (Brown 78).

Another method would be user groups, which are
customer focus groups. This is where members sit down
and work through problems they’ve had with a company
and consequently are able to articulate improvements

they would like to see (Brown 78).




Table 4
Sample Customer Satisfaction Survey

The
gerv

American EXpress
Customer Satisfaction Study

Eurpose of this study is to determine how well we provide

ce to you, our valued customer. Thank you for taking the

time to tell us.

3a.

3b.

What was your primary reason for calling American Express?

(Check all that apply.)

a. To inquire about my bill . . ¢ . . & & & o o o @ w
To find out my account balance . « + ¢ ¢ « « « « = »
To find where to send my payment . . . . . . . . .
To find out when my payment was due L =
To request a copy of my statement or charge S i
To report an error on my bill Lol R L
To dispute a charge T %W M M IR B W % & m e 8
Other

O
0
=

L 1 I T A
oUW WN

(SPECIFY)

b. To inquire about a Cardmember service or benefit . .
To ask a question about Express Cash . . . . . . . .

To ask a question about Sign & Travel o W G T W B

To ask about another Cardmember service S ——

To ask about promotional offer . . . . . . . . . . .
Other

1

(SPECIFY)
. To report a lost/stolen Card or request a replacement
. To ask a question about Bmerican Express merchandise
. To ask a question about an American Express magazine

. To return a call from American Express T T W T W& &
. Other

i

OoOoog 0O0000FQ 0000000
s W tlr\m-hwl:n—'

mrhopno

(SPECIFY)
Do you recall if you were able to get through to American
Express on your first attempt?

Yes, got through on first attempt o [J4-1 SKIP TO QUESTION 4
No, did not get through on first attempt [0 -2 SKIP TO QUESTION 3a
Don't remember . . . [0 -3 SKIP TO QUESTION 4

If you weren’t able to get through on the first attempt, was
it because:

The phone was never answered . . . . . . [05-1
You got a busy signal . . . . . . . . . 0O-2
You got the wrong number . . =

And, how many calls did you have to make before you finally
got through to American Express°

1 eall . . . . . o AW E R G
2 calls S E B R W R G G Ge R R 8 8 @ &
3 calls B R A
4 or more calls W s UM GNG 60 I €% F a
Don't remember . . -
When you did get through do you recall how long it took for
the telephone to be answered by a representative?

DDDDQ

1
=2
=3

4

5

Immediately o . . o o e s s o= s e e e H7SL
T3 rings” ¢ v+ 5 ¢ w9 @ 4 @ wos % x @ w Bl =3
4 or more rings ot e e b By o M e O T R
You received a recorded message ¢ ow om @ i =4
Don’/t remember .« « « « & s » & o o @ 0O -5

Source: American Express by Consumer Card & Financial Services

Group (1990). As sited in Total Quality Service: How
Organizations Use it to Create A Competitive Advantage by Stanley

A.

Brown 1992.
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After the customer satisfaction surveys are given,
appropriate analysis of the results is critical in
understanding the customer’s perspective and importance
in developing strategies for improvement (Dutka 113).
Regardless, the point is to apply the result toward
creating strategies to continuously improve customer
satisfaction.

Continuous improvement means being on guard.
Companies must be in a perpetual state of readiness to
change the way they deliver customer services in order
to maintain customer satisfaction. A service process
that is effective in the workplace today may be
ineffective tomorrow (Brown 174).

Customer expectations and performance standards are
continuously changing. Companies should strive to meet
or exceed the customer’s requirements. Continuous
improvement is the secret in maintaining customer
satisfaction. Improving customer satisfaction must be
a priority for long-term business relationships (Dutka
203-204) .

Employee participation is essential in providing
customer satisfaction, whether the services are being
provided in a hotel setting, the retail industry or the

healthcare field.
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Providing Customer Services Within the Healthcare
Setting

As in other industries, it is important to provide
adequate customer services in the healthcare industry.

Before the twentieth century, hospitals were
independent institutions which controlled in their own
ways the quality of the care they provided (Grinney
74) . High quality care depended upon the effectiveness
of the hospital. There were no uniform standards. In
1915 the American College of Surgeons performed its
first surveys of our nation’s hospitals. Today, there
is a long list of standards that the hospitals must
meet (75).

Since the 1920’s, hospitals have been criticized
for being too expensive (Grinney 22). One reason
hospital care is so expensive is the prevalence of
sophisticated equipment used to monitor and treat
patients (Horowitz 103). Currently, hospitals are
attempting to become more economically efficient (80).
As facilities are striving to save more money, under
staffing of hospitals is sometimes deliberate (104).
High operating costs and labor problems provide
pressures which make it difficult for hospitals to
deliver quality care (111).

Some healthcare facilities provide patient
representatives. If a patient experiences

dissatisfaction, the patient can access the patient




representative (Grimmey 53). Hospitals are taking

patient satisfaction more seriously (Greene 31).
Patient satisfaction is necessary in order to maintain
profitability in health care facilities. A New York
hospital is now setting up a customer service program
for its nurses, residents, interns and lab techs
(Montague 8). Studies conducted in 1990 by Mishalanie
Layton & Associates, in Orlando, Florida indicate that
hospitals with a customer service component are
slightly more profitable than those which do not stress
customer service improvement (Greene 34).

It is easy to judge the quality of a hospital by
the people who support the medical staff. TIf the
support staff is professional, responsive and
responsible it suggests that the hospital has made a
real effort to manage its activities effectively and
efficiently (Vickery 53).

In response to the decline in hospital revenue,
hospitals have diversified and invested in more
lucrative areas. Some examples would include nursing
homes and neighborhood emergency centers (Long 71).
According to a study by Robert Pattison and Hallie Katz
as reported in the August 1983 New England Journal of
Medicine, huge profits were made in the ancillary
services such as pharmacy and laboratory services (Long
69) .

Another example of response would be Mount Sinai
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Hospital in Philadelphia. Mount Sinai, experiencing
declining revenue, reacted by closing its emergency
room and shifting emphasis to more profitable
specializations (Rolde 55).

Each of the individual departments within the
hospital setting is in need of an adequate customer
service program in order to maintain customers which
contribute to its financial well being. Each
department therefore needs to set goals and work out a
plan of action to increase customer satisfaction
(Greene 32).

Hospital laboratories which provide referencing
services need to maintain a stable customer base to
help support their institutions. Laboratory
referencing services are testing services provided by
the laboratory to private physician offices, nursing
homes and other medical care facilities. The testing
services are performed on patient samples which are
submitted from the facilities to the laboratory.
Proper order taking of these samples, dispatching,
collecting of specimens, registration and processing
are all necessary to provide acceptable customer
services.

The only way companies in service industries like
healthcare stay in business is by keeping customers
happy (Montague 64). If a patient isn’t treated well,

that patient may not return. Even worse, that patient



may inform friends about poor services (Greene 30).
The patient’s experience should be pleasant so that

they will want to return (Greene 33).

Statement of Purpose

Written guidelines must therefore be developed for
customer service employees in a laboratory setting in
order to provide adequate customer services, thus
providing a positive experience for the customer.

Customer service can be a competitive advantage.
Healthcare providers that render superior customer
service will stand out (Greene 34).

The purpose of this study, therefore will be to
produce a manual designed to aid customer service
employees in providing quality services to the
customers of a medical laboratory within the hospital

setting.

20




Chapter II

LITERATURE REVIEW

Customer Service Trends

Where once the customer was king, in some
instances the customer now seems to be barely
tolerated. Since over 50 percent of industries are now
service industries, customers have the luxury of being
able to shop around for services (Dunckel and Taylor
4). Customers are returning to those companies who
always knew what their customers wanted or anticipated
what they would want (5). Author Dick Schaaf, a
leading authority on the subject of customer service,
stated that companies should constantly reorient
themselves to the edge of their business in order to
remain competitive (Schaaf 108).

Due to booming global competition, customers have
little loyalty and plenty of alternatives. More

sophisticated customers are demanding better service

(Davidson and Uttal XVIII). Service standards keep

rising. As competitors render better services,

customers become more demanding (XXII). Paul Levesque,
an influential writer in the field of customer service,
made the point that customers expectations are going to

=]
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continue to rise (Levesque 18).

Customers in the ’90s may also change with the
growing number of professionals, single parents, new
immigrants and retirees. As the number of single
parents, immigrants and retirees increases, the need
for cooperative, accommodating customer service
employees increases. The companies that recognize good
customer relations will have a distinct competitive
edge (Dunckel and Taylor 5). Lisa Ford, a guest
relations specialist for hospitals added the important
point that if a company doesn’t become a fanatic about
meeting customer needs, a competitor will (Ford Vol I,
Baptel) .

The '90s will be the era when customer
satisfaction will distinguish the winners from the
losers in corporate America (Donnelly from inside
cover). Author Karl Albrecht, a pioneer of new ideas
in the service industry stated that outstanding service
organizations should understand the very basic needs of
its customers (Albrecht 66). Dru Scott, Ph.D. who is
an internationally known authority on customer service
stated that organizations that satisfy customers most
effectively have earned the right to survival (Scott
3). Dr. James H. Donnelly Jr., an internationally
renowned consultant stated that an organizations
survival depends on the combination of strong

management and strong organizational leadership
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(Donnelly 168).

Therefore, successful management in the ’'90s will
depend, in part, on the ability to effectively satisfy
customers. Customer satisfaction can be accomplished
by understanding the needs of the customers. Customer
satisfaction is essential to a company’s survival and
success. Therefore, the entire organization, including
the employees which deal with the customers, must be
customer oriented.

According to Selman and Selin, the customer
contact employees are the cornerstone on which a
company’s image is built. They have the potential to
project an "I Care" attitude or just the opposite.

They also have the power to affect what outsiders think
about the quality of service the company provides
(Selman and Selin 69). Richard C. Whiteley, a graduate
of Harvard Business School and one of the world’s most
sought after speakers on the subject of customer-
focused quality stated that creating a customer-keeping
vision means that everyone in a dynamic company is
committed to a mission for its customers (Whitley 15).

Today'’s health care market requires a significant
increase in customer or patient satisfaction.
Intensified competition for patients has shocked some
hospitals into taking customer satisfaction more
seriously. An increasing number of hospitals are

starting to document satisfaction out of fear they will




lose patients and revenue. Hospitals with higher
satisfaction, good quality and efficiency stand a
better chance (Greene 30).
In 1990, a study conducted by Mishalanie Layton &
Associates revealed that hospitals with a customer
service program were more profitable than hospitals

without a customer service plan (Greene 34).

Table 5

Effect of Customer Service Program
on Hospital Profitability

Number 1989 Total

Profit

Margin

System hospitals with customer-service plan 19 4.9%
System hospitals without plan 3 4.8%
Freesdtanding hospitals with plan 16 1.8%
Freestanding hospitals without plan 12 0.7%
For-profit hospitals with plan 21 6.2%
For-profit hospitals without plan 2 5.8%
Not-for-profit hospitals with plan 24 1.7%
Not-for-profit hospitals without plan 13 0.7%
Hospitals with more than 150 beds with plan 3s 4.9%
Hospitals with more than 150 beds without plan 6 4.8%
Hospitals with fewer than 150 beds with plan 10 0.2%
Hospitals with fewer than 150 beds without plan 9 2.0%
Total with plan 45 3.8%
Total without plan 15 3.6%

Source: 1990 Survey by Mishalanie Layton & Assoc.

The critical issue facing hospitals today is the
quality of service, as hospitals compete for managed
care contracts. Patients have choices about where they
spend their hospital dollars. Patients are therefore
making more decisions now than they have in the past
(Greene 30).

Employers may elect to participate in a managed

care program offered by an insurance company .
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Employers listen to their employees and make decisions
when enrollment period comes around. Hospitals want to
be chosen as a care giver by employers (Greene 30).
It’s important to provide customer satisfaction for the
managed care contracts.

About 33 percent of the population is covered by a
managed care contract (Greene 30). The ability to
survive and thrive will depend on patient satisfaction
(Newslink 1). Therefore, steps to insure patient
satisfaction need to be taken. The following seven
step process will aid in providing satisfaction in the
lab setting for the managed car population as well as

the general population.

Seven Step Process

There are numerous steps involved in the process
of accurately servicing reference laboratory customers.
A general process includes seven basic steps.

Five reference laboratories were approached and
information was obtained from three of the
laboratories, for a comparison of steps involved in the
process of accurately servicing reference laboratory
customers. Metropolitan and Network Reference
Laboratories elected not to participate.

The five laboratories approached were as follows:

1. Smith Kline Reference Laboratories

2. Deaconess/Incarnate Word Reference
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Laboratories

3. Lab Corp, Incorporated

4. Metropolitan Reference Laboratories

5. Network Reference Laboratories

The reference laboratories that were selected were
chosen because they service the healthcare industry
versus laboratories which service the chemical or
environmental industries.

The first laboratory selected was Smith-Kline
Laboratories. They were selected due to the size of
the company. They are a nationwide laboratory.

The second laboratory selected was Lab Corporation
chosen for their recent expansion in the St. Louis
area.

The third laboratory selected was the
Deaconess/Incarnate Word Health System Laboratories.
They have three laboratories set up in each of three
hospitals located in the St. Louis area.

All of the laboratories follow certain steps to
process and serve their customers. Procedures in some
cases are expedited identically for each of the
laboratories, whereas other steps are accomplished
differently.

The first step involved in servicing an existing
laboratory customer is the order taking process.

One way of receiving orders from customers to

obtain patient samples is via the telephone. When a
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phone order is received, the customer service employee
should identify himself/herself clearly to the customer
and then proceed to take the customer’s order, keeping
a pleasant tone in the voice at all times (Dunn).

The customer service employee of the reference
laboratory should record the name of the customer
placing the order as well as the date the order is
taken, the patient’s first and last name, the tests
being requested and the date the specimens are to be
obtained, as well as patient location and any other
pertinent information. Deaconess/Incarnate Word Lab,
Smith-Kline Lab and Lab Corporation representatives all
utilize this methodology.

Most reference laboratories utilize paper requests
for orders. These paper requests are referred to as
requisitions (Frost). Lab Corp. Incorporated utilizes
hand written requisitions for requesting orders
(Fuesting). Deaconess/Incarnate Word Reference
Laboratories utilize phone ordering requests as well as
paper requests for ordering tests (Dunn).

Requisitions are advantageous because the
requisitions are a material piece of evidence of what
has been ordered. Whereas phone order requests are
verbal orders which can easily become confused with
interpretive errors. Paper can serve as evidence in a
questionable situation. However, verbal phone orders

are a more speedy process by which to place orders.




Dispatching phlebotomists is the second step

involved in the process of accurately servicing

reference laboratory customers. A phlebotomist is a
person who obtains blood samples from patients. The
phlebotomists who obtains the sample is to be contacted
either by telephone or beeper. All information
pertaining to the order should be relayed to the
phlebotomist in order to obtain the samples from the
patients for the customers. Reviewing the information
is advised.

Smith-Kline Referencing Laboratory staffs their
phlebotomists on site, dispatching the phlebotomists as
needed (Broth). Lab Corp. Incorporated also house

their phlebotomists and dispatch them as needed

~2 1

(Fuesting) . Deaconess Incarnate Word Health Systems
phlebotomists remain in the field and are beeped or
contacted by telephone when an order is received by a
‘customer (Dunn). The advantages of field phlebotomists
. ‘are that laboratories do not pay full-time
phlebotomists to remain on-site at the laboratories.

The phlebotomists are paid a lesser rate but are still

~ available upon request. A disadvantage for the

-y

laboratories would be that the laboratories are still
responsible for paying the phlebotomist for being
available even if the phlebotomists are not called for
duty. BAnother disadvantage for laboratories employing

field phlebotomists is that it is sometimes difficult
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to fill phlebotomy positions due to the fact that the
field phlebomists need to be available wherever they
are called upon for duty.

Proper collection of specimens is the third step
in servicing reference laboratory customers. Proper
tubes and collection methods are to be utilized when
collecting samples for testing. Reference sources can
be utilized to insure proper sample collection methods.
Reference sources can include printed reference
manuals. These reference manuals list the requirements
for each sample or test being requested.

See a sample reference manual sheet below.

b ADULT REFERENCE
TEST RANGE AND
TEST NAME CODE SUBMISSION REQUIREMENTS METHODOLOGY
Protein, Total
CSF 755 1 mL CSF — Plastic vial. 15-45 mg/dL
[Spectrophotomelry]
Serum 754 2mL Serum — Plastic vial 6.0-8 5 g/dL
|Spectrophotomelry|
Urine
Qualitative Sea Urinalysis.
Urine -
‘Quanitative 757 15 mL Urine — Plastic conlainer. <150 mg/24 hes
' Aliquot from a well-mixed, 24-hour (Spectrophotometry]
collection. No preservative. Refrigerate
during collection. Record lotal volume
on both the specimen container and
the test request form.
Prothrombin Time 761 5 mlL Chrated Whole Blood — 1 full blue See laboratory report.
T top tube (BD #6419) Mix gently. Cerrect ratio A therapeutic index of 1.2-1.5
of blood lo citrate (9:1} Is critical Do not uncap.  1s recommended for patients
Stable 48 hours at room lemperature. receiving oral anticoagulation.
i specimen will be delayed longer than Anindex of 1.5-2.0is
48 hours, centriluge specimen, Iransfer recommended for patients

plasma 10 plaslic vial and Ireeze immediately. with mechanical hear valves
or recurrent systemic embchsm.

[Photo Optical or Mechanical
Clot Datection]

Source: Smith-Kline Reference Laboratory Reference manual ,
) 1996.
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Another reference source can be the laboratory
requisition. Some laboratories list information on the
requisition which can be a source of information in
order to insure proper sample collection methods. The
information contained on the requisition would be
summarized in a key on the requisition.

See a sample client requisition sheet on the

following page.
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A final source of reference in order to insure

proper sample collection would be to contact a

laboratory representative via telephone. Information
concerning proper sample collection can be obtained
through this means.
Smith Klein Laboratories believe that correct

patient preparation, specimen collection, specimen

packaging and transportation are essential factors in

obtaining accurate test results. If errors occur in
specimen collection, specimen packaging, or
transportation, the patient results could be inaccurate
(Smith Klein Packet).
The fourth step involved in the process of
accurately servicing reference laboratory customers is

the dispatching of couriers. The purpose of

dispatching couriers is to retrieve patient samples
from customers.

If the courier is on site the request can be
directly verbalized to the in-house courier. If the
courier is in the field, the courier can be reached by
a beeper or car phone. Commercial couriers can also be
utilized in order to pick up customer samples.

When utilizing a commercial courier service
adequate information should be relayed to the
commercial courier in order to complete the specimen
pick up. This information should include the customer

account number, the location of the customer and the



specimens, and any other pertinent information
concerning the pick up. Record the name of the

commercial courier employee taking the pick up request.
Smith Klein Laboratories utilize their own courier

gservice for customer pick up as well as commercial

couriers (Frost). Deaconess Incarnate Word Health
Systems employs in-house couriers as well as commercial

Deaconess Incarnate Word Health

couriers (Dunn) .

Systems and Smith Klein found that it was more
economical to utilize commercial couriers at times
rather than employing an overload of courier staff
(Frost and Dunn) .

Registration of the patient is the fifth step

involved in the process of accurately servicing

Patient’'s first and

reference laboratory customers.
last name should accurately be recorded in the
registration process, the correct date should also be
recorded as well as all other pertinent patient
information such as the sex, age and date of birth of
the patient, and the diagnosis or problem that the
patient is experiencing. The tests being requested
should be noted. The requesting physician name should
also be recorded. This is to help insure that the
patient’s results are returned to the proper customer
or to the ordering physician. The priority of the
testing should be recorded, whether routine or stat

(Dunn) .
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Smith Klein Referencing Laboratory, Lab Corp.
Incorporated, and Deaconess Incarnate Word Health
Systems Laboratory all utilize a computerized
registration system (Frost, Fuesting, Dunn).

An alternative would be manual paper systems.

This system would be more time consuming, and increase
the chance of error from interpreting hand written
results verses typed or printed computer results.

Step six is the processing and reviewing of
specimens. All specimens should be correctly labeled
and routed to the appropriate testing area of the
laboratory. Correct labeling is essential to providing
results that match the patient samples submitted.

After testing is performed, all results should be
reviewed for accuracy before being verified.

Reviewing for accuracy is done in order to
eliminate obvious errors in testing, such as zero or no
results calculated by the testing machinery due to an
air bubble in the system, a power surge, or a
mechanical error. If results are reported without
being reviewed for accuracy, inaccurate results could
be released to the laboratory customers. The purpose
of reviewing for accuracy before releasing (or
verifying) results is to eliminate errors.

Smith Klein Laboratory and Deaconess Incarnate
Word Health Systems perform most of their testing in

the local St. Louis area. Tests which are not
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performed locally are packaged and sent to an out of
area testing site (Frost and Dunn). These out of area
testing sites provide an economical advantage, some
tests are performed on such a rare occasion that
testing equipment and the chemicals and supplies used
in testing would be costly to stock and could not be
utilized before the chemicals expire. Lab Corp.
Incorporated does not perform any testing on a local
basis. Lab Corp. packages and transports all specimens
to a distant testing site due to the added expense of
setting up testing sites in the St. Louis Area
(Fuesting) .

The seventh step is returning reports to the
clients, which are the customers. The client reports
can be delivered via courier, fax machine, or by mail.
Automated printers can also be utilized to return
customer or client reports.

Smith Klein Laboratories utilize courier, fax
copies, mail, and printers for returning reports to
their customers (Frost). Lab Corp. Incorporated also
utilize courier, fax copies, mail, and printers for the
delivery of their customer reports (Fuesting).
Deaconess Incarnate Word Laboratory also utilizes
courier, fax copy, mail, and printers for returning
their reports to the customer (Dunn).

In order to successfully complete the seven steps

previously mentioned, the hiring and training of




customer service employees is equally important.
Hiring employees that are interested in meeting the
customers needs are essential to the company'’s success

(Ford Vol I, Part I). If the customer service

employees do not satisfy the customers, then the

company may not survive (Scott 3).

Hiring Customer Service Employees

Denton stated that if a company wants to provide

good service, they have to find good people to deliver

good services (Denton 151). Linda M. Lash noted, in

summary, that when immediate replacements of employees
are needed, managers have admitted to hiring any person
who is willing to take the job (Lash 32).

R. Lee Harris stated that it is important to hire
employees who are intuitively service minded (Harris
9) . Rodney Cron wrote in his book "Assuring Customer
Satisfaction," when choosing people to fill customer
relations position, first consideration should be given
to those qualifications derived from their ability to
work with the customers (Cron 288).

Denton states that quality service begins with the
interview, that hiring the right people is essential.
Characteristics needed for an organizations’s front
line personnel include positive communication

attributes, positive problem-solving abilities and
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empathy. Service providers should exercise good
judgement, should be dependable and should have enough
desire and energy to want to serve (Denton 101-102).

Downs, Smeyak and Martin state that communication
is a mutual process. What each person contributes to
the interaction and the effectiveness of their efforts
depends on their mutual cooperation (Downs, Smeyak and
Martin 8) .

Zemke and Schaaf state that in order to maximize
performance, a company must start with the right kind
of people. These people should be interested in the
kind of work the organization is doing. For example,
Zenke and Schaaf stated that Four Seasons Hotels and
First Federal/Osceda are notable among a number of
companies that look first for evidence of the right
kind of attitude in prospective employees (Zemke and
Schaaf 60).

Lash states that managers must first have a clear
idea of the job to be done and the skills required to
do that job. Customer contact employees should be
professional, pleasant, efficient at handling inquiries
and should possess service skills and attitudes desired
by the company (Lash 33-40). Attitudes of genuine
concern for customers and people in general should be
ascertained during the hiring process (Lash 40).

Employees providing services for customers should

possess an ability to serve and should also possess the
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willingness to serve (Zeithami, Parasuraman-Berry 136).

Birsner and Balsley also support the statement
that managers must know what the job is that is to be
done (Birsner and Balsley 46). They also support the
previously mentioned set characteristics of a customer
service employee by listing the following
characteristics:

1. The ability to get along with others,

25 A positive attitude toward the company,

3. Self confidence,

4. Self-reliance,

5. Self-discipline and

6. perseverance (Birsner and Balsley 56).

The Webster’s Medical Office Handbook lists in
addition, accuracy, dependability, a courteous pleasant
manner, patience and a respect for the confidential
nature of medical information as necessary traits for
healthcare employees (Webster 9). Additional
characteristics listed are cooperativeness, tolerance,
honesty, enthusiasm, responsible and ethical
characteristics (Webster 14).

When screening applicants for customer service
employees, Smith-Kline Laboratories looks for the
following skills: coping skills (the ability to cope
with the customer), communication skills (the ability
to communicate with the customer), problem-solving

skills, versatile interaction skills (the ability to




work as a team) and perceptivity to the needs of the
customer (Frost/Smith-Kline). The previous skills were
selected by Smith-Kline Laboratory because they
believed that applicants who possessed the skills would
fulfill the needs of their company.

Once the hiring process is completed, the new

customer service employees must be adequately trained.

Training Customer Service Employees

According to Harris, when it comes to training,
there are two primary objectives. One objective is to
provide quality services in the most efficient and
profitable manner, and the second objective is to
instill a sense of customer awareness and sensitivity.
Harris suggests to do the job right the first time and
to do so in a way that satisfies the customer (Harris
35). Harris also suggests that job descriptions be
written, but do not need to be so rigid that employees
activities are totally restricted. Harris states that
instead, they should basically define employee’s duties
while remaining flexible enough to become more
encompassing if necessary. Harris adds that job
descriptions should also provide enough latitude that
employees can act with some degree of autonomy whenever
appropriate (Harris 37). To train employees, according

to Harris, audiovisual productions can be used as well

39
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as seminar/classroom training and by written manuals.
(Harris 40).

Zemke stated that the training process should
include formal and on-the-job training, guided
experience, effective supervision, performance review
and organizational support. Zemke quoted Federal
Express’s James Barksdale as saying, "If you train your
people well enough, you can just get out of the way and
let them do the job" (Zemke 61).

Lash makes an important point by stating that the
delivery of a training program cannot proceed when
procedures are not agreed upon, don’'t exist, or are so
weak that they inevitably result in customer
dissatisfaction. Lash stated that companies with a
commitment to superior service must train and develop
employees to deliver superior service. And, training
must be given to all employees at every level so that
they perform at a maximum capability toward the overall
goal and service strategy. All training must result in
customer satisfaction, in order to maintain customers.
Lash commented that most good service companies do not
allow new employees to service customers before they
have been trained, in order to avoid having the
customer contact employee experience intense
frustration of facing a customer and not having the
answers (Lash 73). Lash stated that some companies

have put new employees to work serving customers to try
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them out or let them get the feel of it before
investing money in training them. They found that this
leads to a high turnover due to the employees
experiencing frustration in front of the customers.
Lash also noted that it exposes the company to error
and lost customers (Lash 74-81). Lash suggested using
case studies, films, video tapes, external consultants
and on-the-job training for training employees (Lash
73-81) . Authors Thomas K. Connellan and Ron Zemke also
support that errors lead to a loss of customers
(Connellan Zemke 117). Author Warren Blanding stated
that customer service techniques should minimize
failures by providing the right service at the right
time at the right price (Blanding 3). This process
includes working with the customers to meet their
needs, anticipate what failures may occur and then
having a plan of action or alternate route in place.

Smith-Kline Reference Laboratories has an
extensive training program for new customer service
employees. New customer service employees work for a
period of 6 weeks to 3 months if necessary, along side
an experienced customer service employee. Training

components for new employees are as follows:
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Table 6
Smith-K1i Traini nents
X Welcome the new employee.
2. Job-in-brief (explains job performance
expectations and gives a job description).
- I8 Simply Better Service (The Seven C’s)

a. caring

b. confidence

c. consideration

committed

creative

controlled

. contagious

Simply better communications (how to respond) .
Typical calls (a review of routine phone calls to
be made to customers).

Typical incoming calls.

Difficult callers.

Problem solving.

Site specific procedures (legal issues).

0. Simply better self care (handling job stress).

TS
Qo Q

HwooJon

OURCE: Frost/Smith-Kline

93]

Smith-Kline Reference Laboratories utilizes video
tapes, manuals and on the job training to train new
customer service employees in order to thoroughly and
completely train them. By reviewing and reiterating
the training information, the new customer service
employee learns company procedure (Frost/Smith-Kline).

Deaconess/Incarnate Word Health Systems utilizes
manuals and on the job training to train new customer
service employees. The training process continues
until the new employee is thoroughly trained (Dunn).

Lab Corp. Incorporated utilizes video tapes,
manuals and on the job training to train new customer

service employees. Support staff continues to be




available for future reference for any new employees
(Fuesting) .
Customer Satisfaction

David Cottle in his book, "Client Centered

Service," list ten commandments of good business.

Table 7

Ten Commandments of Good Business

O Clients are most important people in any business
- in person, by mail, or by phone.

2. Clients are not dependent on us; we are dependent
on them.

3. Clients are not an interruption of our work; they

are the purpose of it.

4. Clients do us a favor when they call; we are not

_ doing them a favor by serving them.

5. Clients are a part of our business, not outsiders.

6. Clients are not cold statistics; they are flesh-
and-blood human beings with feeling and emotions
like our own.

7 & Clients are not people to argue or match wits
with. Nobody ever won an argument with a client.

8. Clients are people who bring us their wants; it is
our job to fill those wants profitably to them and
to us.

3., Clients are the life blood of this and every
business.

10. Clients are deserving of the most courteous and
attentive treatment we can give them.

SOURCE: Cottle, David W. Client Centered Service: How
to Keep Them Coming Back for More. New York, Wiley and

Sons (1990) .

Hanan and Karp stated that the customers must
first be satisfied if the business is to be
satisfactory. Hanan and Karp stated that satisfaction

is a derivative, derived wholly from the satisfaction
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of your customers (Hanan and Karp) .

The customer is the only reason for being there.
Knowing that the customer is always the customer, and
not the problem or enemy, helps focus effort where it
belongs and that is on the customer. The goal of every
business transaction is to satisfy the customer in a
way that will keep them coming back (Anderson & Zemke
40) .

Michael G. Wing recommended in his book "Talking
with Your Customers," that all businesses should
undergo regular customer-service check ups. Wing
suggested some of the more common methods such as
personal interviews, focus group, telephone surveys and
mailed guestionnaires (Wing 5).

John Martin, in his book "Command Performance,"
lists customer satisfaction as the very key to growth
and profits. Martin studied different companies
strategies for ensuring customer satisfaction. One
business owner, Timothy Firnstahl described his
successful strategy for ensuring customer satisfaction.

Firnstahl believes customer satisfaction starts
with a guarantee. The guarantee has to be that
customers will be satisfied with their experience with
the company’s service. The satisfaction strategy
continues on to a system for giving employees complete
responsibility and authority for making the guarantee

stick. The satisfaction strategy ends with a process



for identifying failures within the system, failures
that include problems within the organization (Martin
121) .

The following tables are an example of a customer
guarantee.

Table 8
Example Guarantee

TOYOTA - Customer Bill of Rights

1. The right to a clear explanation of the reasons for
all recommended repairs and adjustments.

2. The right to know in advance of the cost of repairs
to your car.

3. The right to approve any work done on your car
beforehand.

4. The right to a clearcut, understandable schedule of
charges.

5. The right to quality repairs

6. The right to the lowest cost repairs with good

gquality, safety of operation, and compliance with

emission control and safety legislation.

. The right to delivery of your car when promised.

8. The right to deal with courteous and concerned
people.

Source: Toyota 1992. As sited in Total Quality
Service; How Organizations Use it to Create a
Competitive Advantage. Stanley A. Brown 1992.

45
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Table 9
Example Guarantee

Credit Union Central of Ontario
Quality Service Migsion Statement

Credit Union Central of Ontario (Central) is a co-
operative organization committed to delivering
excellence-in-service, to ensure a strong, unified
credit union network in the Province of Ontario and to
support and further the collective interests of its
customers/members.

Our Quality Service Commitment

Central employees recognize that each of us has a
customer/member, internal and external, in everything
we do, for every business process. Each
customer/member has the right to receive timely and
reliable service from all Central employees and
departments, all of the time.

Our Customers/members have the right to:

¢ speak to the appropriate department without
waiting, and receive timely, accurate feedback and
resolution of problems or concerns.

¢ receive courteous, empathetic and equitable
treatment at all times, regardless of the
reasonableness of the request.

¢ Dbe kept informed and be treated with extra care in
the event of any delays.

® receive superior quality, innovative and
competitive services.

. receive regular, current communication about the
financial services industry in general, and
Central’s services in particular.

¢ question our services and offer suggestions for
improvement .

Source: Credit Union Central of Ontario, 1992. As

sited in Total Quality Service: How Organizations Use

it to Create a Competitive Advantage. Stanley A. Brown

1992.

Smith-Kline Laboratories provides a team of

representatives in a client or customer response phone
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center who serve as personal contacts for customers to
enhance customer satisfaction (Frost/Smith-Kline).
These specially trained personnel provide a direct,
efficient communication route between the customer and
the laboratory. These select employees assure that
questions, reports or concerns are handled promptly or
are channeled to appropriate technical or professional
staff (Smith-Kline packet).

For example, a customer may not have a clear idea
of the significance of an abnormal test result. The
customer can contact the client response center and ask
for a clearer explanation of the significance of the
test in question.

Deaconess Incarnate Word Health System Laboratories
and Lab Corp. both have a staff dedicated to enhancing

customer satisfaction.

Customer Complaints and Expectations

A quality measurement system is a system that is
utilized to measure the quality of the customer service
that is being provided to a company’s customers.

Albrecht and Bradford stated that customer
complaints form an important part of your service
quality measurement system, and that most customers who
become dissatisfied with services will probably never

tell you about it. They’ll just go quietly away



(Albrecht and Bradford 196) .
Studies show that only 4 percent of dissatisfied

The other 96 percent simply

customers ever complain.

go to another company. Ninety-one percent of that 96

percent never return to the first company (Vavra 135).
Studies also show that more than 40 percent of
customers who do go to another company do so listing

poor service as the number one reason for going to

another company (Sonnenberg 191). Eight percent list

price as a reason (Sonnenberg 192). Other reasons
listed for customers leaving one company for another
are dissatisfaction of product, lack of knowledge and
price advantage (Martin 77-78).

Cron in his book "Assuring Customer Satisfaction,"
stated that it is far more important to anticipate and
solve any problem in advance (Cron 286). It is easier
and five times cheaper to keep an existing client than
to recruit a new one (Somberg 192).

The following table lists key factors which can

assist a company in avoiding problems with customers.



Table 10

Seven Key Factors That Can Help to Exert a Little More
Control Over Client Expectations:

1. Avoid the promotional temptations to over promise.

2. Learn to spot extremist clients in advance.

3. Don't oversell the service outcome.

4., Scale down the client’s expectations.

5. Introduce the client to the idea of multiple
factors.

6. Educate the client and other advisors.

7. Stay in touch with the client throughout the
service process.

SOURCE: Cottle, David W. Client Centered Service:
How to Keep Them Coming Back for More. New York, Wiley

and Sonsg, 1990.

Cottle stated to not let your client think you are
a superhero; you just create higher hurdles you have to
jump to impress them. If they think you are perfect,
they will be disappointed when you make a mistake.
Cottle further stated that making unrealistic promises
may obtain more business initially, but it raises
unrealistic expectations. This invariably leads to
client disappointment (Cottle 188).

Companies must be careful to avoid over promising
or making claims that are unlikely to be achieved
(Webster 284). The bottom line is to deliver what is
communicated (Griffin 76).

An average person having been burned by a company
tells nine to ten colleagues about the experience.
Thirteen percent of dissatisfied customers will spread

the bad news to more than twenty people (Sonneberg
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192). The danger of losing clients is critical.
Whereas good service enhances the attraction of new
clients (Sonneberg 192).

Reilly, in his article, summarized an idea by
stating that providing superior customer service is
crucial to the success of any operation (Reilly 25 and
26) . Zeithaml, Parasuraman and Berry sum it up by
stating that what is promised must be delivered
(Zeithaml, Parasuraman and Berry 115).

At Lab Corp., Incorporated, customer complaints are
addressed, depending on the problem, either the same
day or the following day (Fuesting). At Smith-Kline
Reference Laboratory, customer complaints are resolved
within the shift the complaint is received or by the
next day. If a complaint cannot be resolved within
that time frame, the complaint is directed to a

supervisor (Frost).

Written guidelines must be developed to assist
customer service employees in providing adequate
quality customer services. A customer service manual
is therefore necessary in order to assist the reference
laboratory customer service employees in maintaining

the laboratory customers, and in providing them with

quality customer services.
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CHAPTER III

METHODS AND EVALUATION

Materials

The manual was created and designed to better serve
the laboratory clients. It was written in a step-by-
step sequence to perform error free customer services
to the clients of the laboratory.

The scope of the manual included laboratory staff,
entry staff members, technological staff members and
courier staff members.

The manual began with the order taking process,
followed by the next process necessary to dispatch
phlebotomists. Proper collection of specimens was the
next Section of the manual. Once the client specimens
had been collected and had reached the laboratory, the
processing of the specimens took place. This process
is covered in the sections of the manual which refers
to the registration, processing and reviewing of the
specimens.

The final steps in servicing the clients deal with
returning the patient reports to the specific clients,
followed by the billing process.

The manual was designed to aid the customer service
employees in performing error free duties which in turn
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enhanced the prospect of maintaining the laboratory’s

¢clients contracts.

There were two evaluators of the manual chosen for
their professional abilities and expertise in the area
of customer service. The following gives a complete
description of the evaluators, their professional
status, education, professional experience and their

years of experience.




EVALUATOR #1

Name of evaluator: Nancy Dunn
Address: 3545 Lafayette, St. Louis, MO 63104
Professional Status: Laboratory Customer

Service Representative
Expertise: Laboratory Customer Service
Education: BS in Medical Technology

St. Rung of the Plain, Dodge City,

Kansas
Years of Experience: 20
Creditability: American Society of Clinical
Pathologists

Professional Experience: Laboratory Customer Service

Representative

Nancy Dunn is the Laboratory Customer Service
Representative employed by Incarnate Word Hospital in
St. Louis.

Ms. Dunn supervises the reference services at the
hospital laboratory.

She manages all aspects of the customer service
functions at the Incarnate Word Hospital location which
is a member of the Deaconess/Incarnate Word Hospital

System. Ms. Dunn specializes in customer service.
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EVALUATOR #2

Name of Evaluator: Cathy Auer

Professional Status: Medical Technologist

Education: B. A. in Medial Technology

Years of Experience: 14

Credibility: American Society of Clinical
Pathologists

Professional Experience: Cathy Auer is a Medical
Technologist with Supervisory
experience. She has been
responsible for writing
manuals, reviewing them and

also updating manuals.

As a supervisor, Cathy has performed trouble
shooting problem areas and has worked to solve interior
and exterior customer complaints. Interior customers
as being the nurses, doctors, and departmental
employees. Exterior customers as being the patients,
their family members and other health allied
professionals.

She was chosen by the researcher to evaluate the
ﬁanual due to her experience in customer service and
her expertise in manual composition. She was also
chosen as an evaluator for her upstanding professional

ethics.
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Instrument

The instrument used to evaluate the manual was a
questionnaire. The questionnaire encompassed five
questions, which focussed on evaluating improvements in
customer service.

The questionnaire was directed toward two
evaluators and questioned if the manual met its intent
of providing the reader with the proper techniques for
employee assistance to enter and manage client
procedures. The questionnaire asked the readers to
evaluate conciseness and thoroughness, as well as the
organization of the manual. The issues were directed
toward the evaluators in the form of simple-dichotomy
questions, requiring the evaluators to choose one of
two dichotomous alternatives, also leaving space for
comments. The questionnaire included a cover letter
identifying the purpose and the method.

The questionnaire asked two open-ended questions to

allow the evaluators of the manual to respond in their

own words.

Simple conversational language was used to ask the

questions and avoided any degree of complexity. The

researcher phrased the questions in order to avoid
leading or loaded questions. The questions were

designed to be specific in order to avoid ambiguity.
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Procedure

The researcher verbally approached the evaluators
of the manual and explained the research project and
its purpose. A follow-up letter was written to each
evaluator, explaining the researchers status as a
masters student composing a manual concerning customer
service.

The researcher explained to the evaluators that
they were chosen to evaluate the manual due to their
expertise in customer service and manual composition.

The letter directed toward the evaluators asked
them to read the manual and answer the questions
pertaining to the manual. An approximate time was
given that it would take to complete the reading and
evaluation of the manual.

The researcher and evaluator #1 met in a local
restaurant to enable the researcher to gather and
confirm information about the first evaluator.

A brief history about the clients and the customer
service

problems was verbalized thus revitalizing the purpose
of the manual to the evaluator.

The researcher confirmed and collected information
about evaluator #2 via the telephone for the first

meeting. A second meeting was held at the researchers

place of employment to collect and confirm information
about the evaluator.

The evaluators were asked to read the manual and




|
complete the questionnaire and return it within two

I weeks.

A letter of thanks was written to the evaluators

for their time.
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CHAPTER IV

RESULTS

Both Auer and Dunn returned the completed
questionnaire. Comments written into the Manual are
incorporated in the answers reported for each section.

Question number one asked the evaluators opinion as
to whether or not the sections of the manual would
improve customer service.

Question number la asked the evaluators opinion as
to whether or not the section on reference laboratory
service will improve customer service. Auer'’s response
was yes. Reasons offered were that "the section
adequately describes step by step what needs to be done
in a clinical setting to take a service call from A to
g

Dunn’s response was also yes. A reason offered was
that it "makes one aware of what customers are about."

Question number 1b asked the evaluators opinion as
to whether or not the section on hiring will improve
customer service. Auer’'s response was yes. Reasons
offered were that "it is extremely important to have
the right person for the job and this section very
clearly describes the qualities necessary to have good
customer relations," and "consistently hiring the wrong
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people will hurt customer relations."

Dunn’'s response was yes, the section is "concise on
qualities needed by newly hired employees." An
additional response offered by Dunn was that the
section "emphasizes the importance of service
qualities."

Question number 1lc asked the evaluators opinion as
to whether or not the section on training will improve
customer service. Auer’s response was yes. Reasons
listed were that "training qualified employees is the
key to good customer service, this section adequately
describes the types of training available and the need
for intense training."

Dunn’s response was yes, the section "emphasized
training and explained results of a lack of training."
Question 1d asked the evaluators opinions as to

whether or not the section on customer satisfaction
will improve customer service. Auer'’s response was
yes. Reasons offered were "because this section
touches on the human elements of customer relations"
and "is a vivid reminder that customer service is more
than just a job."

Dunn’s response was also yes, she "liked the ten
commandments approach" and the section "emphasized
customer first ideas."

Question le asked the evaluators opinion as to
whether or not the section on complaints and

expectations will improve customer service.




Auer's response was yes. Reasons offered were that
"this section is the heart of the manual, so much that
it could very easily be the start of the manual."

Dunn’s response was yes, the section offered a
"good summation of the outcome of poor service." Dunn
also responded that the section "makes one realize how
important the service is."

Question number two asked the evaluators if the
individual sections of the manual met the intent of
providing a broader perspective on customer service.

Question 2a asked if the section on reference
laboratory service met its intent of providing a
broader perspective on customer service.

Auer’s response was yes. The questionnaire asked
the evaluators to list several responses on how the
sections broadened their perspective on customer
gervice. Auer’s reply was that the sections "clearly
explained how important each step of the process of
providing customer service."

Dunn listed responses on how the sections broadened
her perspective on customer service. Dunn’s first
reason listed was "the importance of being thorough in
obtaining information." Dunn’s second reason listed
was "the importance of courtesy in first dealings with
the customer."

Auer replied that the section on reference
laboratory service "is very descriptive of every step

of the process needed to acquire and maintain good
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customer service in a clinical setting."

Dunn’s response to question 2a was yes, the section
was a "good summation of reasons for better service."

Question 2b asked if the section on hiring met its
intent of providing a broader perspective on customer
service. Auer replied that "good information was
provided on hiring." "Being in a clinical setting with
this move toward customer service, managers expect all
the employees to be customer service representatives.

Dunn’s response to question 2a was yes. Dunn
commented that the section on hiring was "concise and
emphasized the importance of service qualities."

Question 2c asked if the section on training met
its intent of providing a broader perspective on
customer service. Auer replied that "good information
was provided on training." Auer responded "since
managers expect all lab employees to be customer
gservice representative as well as technicians,
gecretaries, phlebotomists, etc., training is of utmost
importance," "these people chose their fields, they
didn’'t choose customer service fields, so they need
gpecial training to meet the new job description."

Dunn’s response was yes, the section detailed the
"importance of how proper training can greatly improve
customer service."

Question 2d asked if the section on customer
satisfaction met the intent of providing a broader

perspective on customer service. Auer’s response was



yes, the section provided "good information on customer
satisfaction." "This section is a much needed reminder
for all employees not to exclude the human element of
the jobs. If this is lost, good customer relations are
also lost."

Dunn’s response was yes, the section "makes one
realize the importance of satisfying each customer."

Question 2e asked if the section on complaints and
expectations met its intent of providing a broader
perspective on customer service. Auer replied that
"the section provided good information." Auer
responded that "the section is an eye-opener for new
employees." Auer said the information in this section
"should be posted by every phone that is used to take
customer calls."

Dunn’s response was yes, the section reveals or
"brings out the pitfalls of promising too much." Dunn
also responded that the section brought out the
"importance of having measuring systems in place."

The questionnaire gave the opportunity to specify
the reasons why a section failed to broaden their
perspective on customer service. The questionnaire
asked the evaluators, in addition, to cite "real world"
examples of customer services that the evaluators
believe might be of assistance to managers. Auer and
Dunn listed no reply since the sections did broaden
their perspective on customer service.

Question number three asked the evaluators if they
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found the information in the sections useful in future
dealings with subordinates.

Question 3a asked the evaluators if they found the
information on reference laboratory service useful in
future dealings with subordinates.

Auer’'s response was yes that she found the
information useful. Auer commented that the
information was "very detailed for all employees."

Dunn’s response was that the section made her "more
aware of the importance of dealing with subordinates
and she would emphasize the importance to subordinates.

Question 3b asked the evaluators if they found the
section on hiring useful in future dealings with
subordinates.

Auer’s response was yes and she commented that the
"interviewing process will be expanded to include
qualities more than just technical skills." Auer also
commented that, "customer focused questions should be a
part of the interview process."

Dunn’s response was that she found the section on
hiring useful and she would "look for qualities needed
to fulfill positions more thoroughly" and "emphasize
these qualities" to subordinates.

Question 3c asked the evaluators if they found the
information in the section on training useful in future
dealings with subordinates.

Auer responded yes and commented that "it is

important that managers realize that people learn in
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different ways and that what is helpful for one
employee may be totally ineffective with another."

Auer suggested "to keep this in mind when teaching
personal skills such as customer relations." Auer also
stressed "the importance of training current employees
on how to be more customer service oriented."

Dunn’s response was that the section was helpful in
making her aware of "various training methods" and the
"importance of proper training."

Question 3d asked if the information in the section
on customer satisfaction was found to be useful in
future dealings with subordinates.

Auer replied that "people come first. That is
important for employees and managers to remember."
"Clients should not merely be viewed as a number or
dollar amount."

Dunn’s response was that the section made her "more
aware of the importance" of customer satisfaction and
she will "emphasize the importance to subordinates."

Question 3e asked the evaluators if the information
in the section on complaints and expectations was found
to be useful in future dealings with subordinates.

Auer commented that she found "it very useful in
dealing with customers" and that "employees would all
be required to read these eye-opening statements."

Dunn responded that the section made her "aware of
pitfalls that can happen," and made her "aware of

reasons for complaints." Dunn also commented that the
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section made her aware to "not over promise." Dunn
said she "believed the information on the section was
helpful in relaying proper and accurate information to
subordinates."

Question number four asked the evaluators if they
thought the sections of the manual were well organized.
Auer responded that in her opinion, the sections were
well organized.

In addition, question number four asked for the
evaluators to offer reasons why they believed the
sections of the manual were well organized. Auer gave
three reasons as to why she believed the sections of
the manual were well organized. Auer’s first reason
listed was that the manual was easy to follow. Auer’s
second reason listed was that the manual follows a step
by step process. Auer’s third reason listed was that
she believed the manual was well organized because it
began with the order taking process and concluded with
the delivering of the customer reports.

Dunn responded to question number four, that in her
opinion, yes, the sections of the manual were well
organized.

Dunn offered two reasons as to why she believed
that the sections of the manual were well organized.
Reason number one stated that the manual followed the
flow of laboratory customer services from beginning to
end. Dunn’s second reason as to why she believed that

the manual was well organized, was that the manual was
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logical and thorough.

Auer and Dunn both listed no reasons as to why they
believed that the sections of the manual were not well
organized.

Specifically, question 4a asked the evaluators if
the section on reference laboratory service was well
organized.

Auer responded that it was "very easy to read," and
an "easy to follow, step by step, spelled out for the
reader."

Dunn responded that the section was well organized
and that "it has a progressive flow," and "it states
reasons for good customer service."

Question 4b asked the evaluators if the section on
hiring was well organized.

Auer responded yes that it was a "very good outline
of the qualities necessary to establish good and
ongoing customer service relations."

Dunn responded yes that the section was "well
organized" and that the section "flows from the initial
qualities to a summation of needed characteristics."

Question 4c asked the evaluators if the section on
training was well organized.

Auver responded yes, her opinion was that the
section was well organized because it gave a "step by
step outline of what is necessary to have complete and
effective customer service."

Dunn responded yes the section was well organized



and that it "emphasized training and explained the
results of a lack of training."

Question 4d asked the evaluation of the section on
customer satisfaction was well organized.

Auer’s response was yes the "section is a good
descriptive outline of what makes the customer service
field so valuable to business."

Dunn’s response was also yes. The section on
customer satisfaction was well organized, and that
there was a lot of "emphasis on the customer first
idea."

Question 4e asked the evaluators if the section on
complaints and expectations was well organized.

Auer responded yes, her opinion was that the
section on complaints and expectations was "well
organized."

Dunn responded yes and her opinion was also that
the section was "well organized."

Question number five asked the evaluators if they

would recommend the use of the manual to customer

service employees in the laboratory profession. Auer’s

response to question five was that she believed that
the manual was a good training manual for
phlebotomists. Auer also believed that the manual was
a good training tool for clerical workers in customer
service positions.

Auer commented on the fact that in order to be

useful at the managerial level, the manual would need
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to be more explicitly directed toward service. Auer
said the manual focused on phlebotomy staff adequately.
Auer also commented that customer service could be
discussed as it relates to all customers, including
physicians, nurses, other medical staff members,
patients, and co-workers.

Dunn responded to question five by commenting that
she "would not recommend the use of the manual’' by other
professionals in management positions but would for
non-management personnel." The manual appeared to be
directed toward the clerical customer service employee.
The manual was a useful tool for management to
understand the duties of the laboratory customer
service employee.

Question number six asked, from a corporate
management perspective if the evaluators believed that
they had learned anything about what it takes to
service customers that they did not already know from
reading the reference laboratory customer service
manual .

Auer’s response to question six, was yes, she did
feel that she learned some helpful information from the
manual. Auer’s first response was that undergoing
regular customer services checkups was something she
never gave much thought to. BAuer stated that it seemed
like it would be worthwhile. Auer also stated that any
feedback, even if it is provoked or solicited, is

useful information on how to expand on the good
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qualities and how to remedy the problems.

Dunn responded yes in reference to question number
six. Dunn stated that from a corporate management
perspective, she believed that she learned something
about what it takes to service customers that she did
not already know from reading the manual. Dunn stated
that she learned the importance of recording correct
information from the customer. Dunn "thought it had a
great flow from the section on hiring to final steps of
satisfaction."

Dunn commented that she would, if given the chance
to replicate the study, create a manual of similar
type, which would offer a few more management tips.

Dunn also remarked that she would like to see more
documentation in the manual on the subject of helping
co-workers, and assisting them to better serve the

laboratory customers.



CHAPTER V

DISCUSSION

Question number la asked the evaluators if the
section on reference laboratory service will improve
customer service. An interpretation of Auer’s response
is that since the section adequately describes a step
By step, what needs to be done, section la will improve
customer service.

An interpretation of Dunn’s response is that in
order to service customers, it is necessary to have an
understanding of the customers needs. A good
impression and delivering good customer service in the
beginning of a business relationship is important to
future dealings with the customer.

The meaning of the evaluators’ answer to question
la confirms that the section would serve as a good tool
to improve customer service.

Question 1b asked the evaluators if the section on
hiring will improve customer service. An
interpretation of Auer’s response is that the qualities
necessary for good customer relations were very clearly
described in this section. It is necessary to hire
employees who possess those qualities. A person with
those qualities is needed ¥Hrause hiring the wrong

people will do harm to customer relations.




An interpretation of Dunn’s response is that there
are certain qualities that customer service employees
need to have and the section on hiring was concise in
listing those qualities. Dunn meant that when hiring
customer service employees, good service qualities
should be emphasized.

Question 1c asked the evaluators if the section on
training would improve customer service. An
interpretation of Auer’s response is that the section
pointed out the need for intense customer service
training. The section described the different types of
training available. Auer pointed out that the key to
good customer service is in the training of qualified
employees. This means that if an employee is not
qualified to do customer service that they cannot
possibly be trained to provide good customer service.

An interpretation of Dunn’s response is that proper
training should be emphasized and a lack of training
can interfere with customer satisfaction.

Question 1d asked the evaluators if the section on
customer satisfaction will improve customer service.
An interpretation of Auer’s response is that the
section was not limited to instruction on how to
address customer satisfaction. The section also
addressed the human elements of customer relations,
their importance as a person and not just as a
customer. Auer’s meaning is that a customer’s

satisfaction is not based only on if the customer was
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tended to but, instead, on how well their needs were
met .

An interpretation of Dunn’s response is that the 10
commandments of good business as listed in the manual
should be emphasized in order to succeed at customer
satisfaction.

Question le asked the evaluators if the section on
complaints and expectations will improve customer
service. An interpretation of Auer’s response is that
almost the entire necessity for a manual is to keep
customer complaints from occurring. In other words, if
all customers were happy and none were complaining,
there would not be much of a need for a manual to
improve customer service.

An interpretation of Dunn’s response is that by
hearing customer complaints and acknowledging their
expectations, a realization of the importance of
customer service is understood.

Question 2a asked the evaluators if the section on
reference laboratory service met its intent of
providing a broader perspective on customer service.
The interpretation for Auer'’s response is that there
are steps involved in providing good customer service
and the manual was very descriptive of each step.
Thus, the section did provide Auer with a broader
perspective on customer service.

An interpretation of Dunn’s response is that it is

important for customer service employees to acknowledge
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reasons for providing good customer service. In other
words if the customer service employees do not
understand the importance of providing good customer
service, customer service will not be as good.

Question 2b asked the evaluators if the section on
hiring met its intent of providing a broader
perspective on customer service. An interpretation of
Auer’s response was that the section did provide a
broader perspective on customer service. Auer meant
that there is an acknowledgement of the need to please
customers. Businesses are moving toward a customer
oriented style of doing business. All employees
currently are expected to serve as customer service
representatives and not just certain designated
customer service employees. Everyone from the front
door to the back door is expected to provide customers
with good services.

An interpretation of Dunn’s response is that it is
important to provide quality service to customers in
order to retain customers.

Question 2c¢c asked the evaluators if the section on
training met its intent of providing a broader
perspective of customer service. An interpretation of
Auer’s response is that all employees, not just the
customer service representatives, should be trained on
how to provide good customer service. Customer service
representatives are usually trained to provide good

customer service. Other employees, such as
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phlebotomists, technicians and secretaries have not had
customer service training. The secretaries were
trained for secretarial duties, the phlebotomists
trained for drawing blood and the technicians trained
to perform and interpret tests on the samples.
Traditionally, they were not trained to service
customers, and they should be in order to provide good
customer service. The interpretation for Dunn’s
response is that, properly training all employees in
customer service can improve customer satisfaction. At
the same time a lack of proper training can result in
dissatisfied customers.

Question 2d asked the evaluators if the section on
customer satisfaction met its intent of providing a
broader perspective on customer service. An
interpretation of Auer’s response is that a lot goes
into providing services in a reference laboratory.

The purpose of a reference laboratory is not solely
to run tests and produce test results. There are
people involved in the process and relations with these
people should be aimed toward providing good services.

An interpretation of Dunn‘s response is that if
customers are not satisfied, they will go elsewhere for
services.

Question 2e asked the evaluators if the section on
complaints and expectations met its intent of providing
a broader perspective of customer service. An

interpretation of Auer'’s response it that employees
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should constantly be reminded of the importance of
providing good customer services. By posting the
information in this section by phones serving
customers, reminders to provide customers with good
services will be more evident.

An interpretation of Dunn’s response is to promise
a customer something and not be able to stand behind
the promise is to be discouraged. Promise only what
can be delivered. Also, Dunn recommends a quality
assurance program to help insure customer satisfaction,
because, lack of adequate information from customers
can result in errors in providing customer service.

Question 3a asked the evaluators if they found the
gsection on reference laboratory service useful in
future dealings with subordinates.

An interpretation of Auer’s response is that
details are necessary for a good understanding of what
is involved in good customer service and this section
provided these details.

An interpretation of Dunn’s response is that not
everyone recognizes the importance of customer service
and a written manual can help to emphasize the
importance.

Question 3b asked the evaluators if they found the
section on hiring useful in future dealings with
subordinates. An interpretation of Auer’s response
reveals that all other employees as well as customer

service representatives need to be evaluated for their
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customer service abilities. Meaning, since all
employees deal with customers, all applicants should be
evaluated for their customer service skills.

An interpretation of Dunn’s response is that the
information on hiring was useful to her and she would
be able to screen prospective customer service
employees more knowledgeable in the future as well as
emphasize the importance to subordinates.

Question 3¢ asked if the evaluators found the
information on training useful in future dealings with
subordinates. An interpretation of Auer’s response is
that people learn in different ways. In order to train
effectively, trainees should be trained in a manner in
which they will learn. Auer stressed the importance of
training employees to be customer oriented.

An interpretation of Dunn’s response is that she
was not aware of all of the training methods available
nor the importance of training. This section of the
manual helped to educate the evaluator.

Question 3d asked if the evaluators found the
information on customer satisfaction useful in future
dealings with subordinates.

An interpretation of Auer'’'s response is that it is
important to remember that the reference laboratory is
dealing directly with people. The needs of these
people should be of utmost importance.

An interpretation of Dunn’s response is that she

was not as knowledgeable regarding the importance of



customer satisfaction prior to reading this section of
the manual. Dunn now has a better understanding of
customer service and can relate that to subordinates.

Question 3e asked the evaluators if the information
in the section on complaints and expectations was found
to be useful in future dealings with subordinates. An
interpretation of Auer’s response was that the section
provided eye opening information. In other words,
information was written that provided more than common
knowledge and was impressive.

An interpretation of Dunn’s response was that
customer service employees need to be aware of mistakes
that can take place. Being aware can help to prevent
customer complaints.

Question 4a asked the evaluators if the section on
reference laboratory service was well organized. An
interpretation of Auer’s response was that the section
was easy to read. The section was written in a step by
step process which made it easy to follow.

An interpretation of Dunn’s response is also that
the section was well organized.

Question 4b asked the evaluators if the section on
hiring was well organized. An interpretation of Auer’s
response was that there are certain guidelines
necessary to establish good customer service, both
current and future relations. Auer responded that the
information provided was very good.

An interpretation of Dunn’s response is that there
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are characteristics which should be considered when
evaluating potential employees. These characteristics
or guidelines are necessary to secure customer oriented
employees.

Question 4c asked the evaluators if the section on
training was well organized. An interpretation of
Auer’s response is that adequate training of customer
service employees is a must in order for customer
service to be effective.

An interpretation of Dunn’s response is that if
proper training is not implemented, customer
satisfaction will not be adequate.

Question 4d asked the evaluators if the section on
customer satisfaction was well organized. An
interpretation of Auer’s response is that she felt the
section was well organized and commented that customer
satisfaction is important to sustain a business.

An interpretation of Dunn’s response is that the
section was well organized and commented that customers
need to be tended to with an attitude that the customer
is important to the business.

Question 4e asked the evaluators if the section on
complaints and expectations was well organized. An
interpretation of Auer’s response was that she felt the
section on complaints and expectations was well
organized.

An interpretation of Dunn’s response was the same

as Auer'’s.
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Question number five asked the evaluators if they
would recommend the use of the manual to customer
service employees in the laboratory profession. The
response was that the evaluators thought the manual
would be appropriate as a training device for
phlebotomists and clerical workers. The interpretation
for the response is that the manual is a good training
device for customer service employees.

A result of question number five meant that the
manual was a useful tool for managers to aid them in
understanding the function of the customer service
employees, but was not directed specifically toward the
management level.

The evaluator’s point is well taken. Their point
is that in order for the manual to be a good tool for
management, it would need to include more managerial
information.

No changes were made to the manual since the intent
of the manual was to be directed toward the customer
service employees such as the technicians,
phlebotomists and secretaries, and not specifically
directed toward management.

Question number six asked the evaluators if they
had learned anything from the manual.

An interpretation derived from question number six
was found to be that one evaluator was enlightened
enough that she would like to learn more from a

manager’s point of view involving customer service.
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Summary

The evaluators found the manual to be a good tool
for employees relative to providing customer services
in the reference laboratory setting. Five of the six
questions directed toward the evaluators were answered

in total support of the manual.

Limitations

Only two limitations were encountered during this
study. The first limitation was the inconsistent or
incomplete data for two of the years when documenting
registration errors. Since the reference laboratory
did not keep accurate information in years 1991 and
1992, a false graph was produced. It appeared that
fewer errors occurred in the years 1991 and 1992 when
in actuality, the total number errors were not
recorded.

The second limitation would be that the manual is
directed toward customer service employees and is not a

tool directed toward managerial staff.

Suggestions for Future Research

One suggestion offered would be to locate a
laboratory which kept accurate quality assurance
records so that all examples used in the manual could
be accurate.

Another suggestion would be if someone were going
to create or expand upon this manual, they would
address the customer service issues at a managerial

level as well as at the non-managerial level.



Appendix A

MANUAL

Introduction

Over fifty percent of companies are now service
industries. Customers have the luxury of being able to
shop around and return to those companies who know what
their customers want. Companies should constantly
evaluate and remain competitive with their customer
services skills.

Attached is a manual listing characteristics of
customer service trends. It briefly lists how
reference laboratories should respond to customer
service trends.

A more detailed response is presented in a step by
step process of the customer service process beginning
with the initial order taking. Subsequent steps
include dispatching phlebotomists, proper collection of
specimens, dispatching couriers, registration of
patient specimens, processing and reviewing specimens,
and returning reports to the laboratory clients.

Hiring and training customer service employees is
explained, as well as customer satisfaction and
customer complaints and expectations.

What follows is a way to accomplish good customer
service.
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Reference Laboratory Service

Characteristics of Customer Service Trends

Customers have little loyalty and plenty of
alternatives due to booming local competition.
Reference laboratories, in response to this,
should strive for an error free service.

More sophisticated customers are demanding better
service. Reference laboratories should strive to
provide the best customer service.

Service standards keep rising. Reference
laboratories should deal with these increased
service standards by raising the standards in
customer service.

As competitors render better services, customers
become more demanding. Reference laboratories
should strive to met the demands of the customers.
Customer expectations are going to continue to
rise. In response, reference laboratories should
strive to meet their customer’s expectations.

As the number of single parents, immigrants and
retirees increases, the need for cooperative,
accommodating customer service employees
increases. Reference laboratories should identify
the specific needs and characteristic of the on-
site parents, immigrants and retirees. The
laboratories should adapt to any necessary changes
in order to provide good customer service.

The companies that recognize good customer
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relations will have a distinctive competitive

edge. Laboratory customer service employees

should relate professionally in order to maintain
good customer service.

Customer contact employees are the cornerstone on

which a company’s image is built.

a. They have the potential to project an "I
care" attitude or just the opposite.
Laboratories should hire staff which
recognizes the importance of good customer
service.

b. They have the power to affect what outsiders
think about the quality of service the
company provides. They should provide a
service which projects a caring, professional
gservice.

Today’s health care market requires a significant

increase in customer or patient satisfaction.

Reference laboratories should work toward

increasing customer satisfaction.

Intensified competition for patients has shocked

some hospitals into taking customer satisfaction

more seriously. Laboratories which have not
provided adequate customer service have
experienced a decline in customers. In order to
maintain customers, laboratories should seriously

monitor their customers’ satisfaction.




-1 A

2.

84

a. An increasing number of hospitals are
starting to document satisfaction out of fear
that they will lose patients and revenue. In
areas where satisfaction is low, a plan
should be implemented to increase customer
satisfaction.

b. Hospitals with higher satisfaction, good
quality and efficiency stand a better chance.
All laboratories should have a quality
assurance program in effect.

The critical issue facing hospitals today is the

quality of service, as hospitals compete for

managed care contracts. Low quality can cost a

laboratory its business.

a. Patients have choices about where they spend
their hospital dollars and therefore are
making more decisions now than they have in
the past. Customer service should be of a
quality that patients would choose to return
to the facility for services.

Employers who participate in a managed care

insurance company offer coverage to their

employees. The services must be good enough in
order to be attractive to the employees.

a. Employers listen to their employees and make
decisions when enrollment periods come
around. Laboratories must do all they can to

appear attractive and stand behind the
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quality they claim to possess.

b. Hospitals must be chosen as a care giver by
employers. To do this, the services rendered
must be desirable enough to be chosen.

13. About thirty-three percent of the population is
covered by managed care contracts. Laboratories
must be able to attract this population by
providing superior service.

14. The ability to survive and thrive will depend on
patient satisfaction. Unsatisfied customers will

go elsewhere for services.

The following is a step by step process of
reference laboratory services giving a detailed
description listing examples of the above covered
material. The information covered are examples of

how to accomplish good customer service.

Order Taking
Receiving orders from clients to collect patient
specimens is the first step in serving the laboratory’s
customers.
When receiving a phone order to draw a patient’s
blood from the customer, always:
1. Identify the department by saying the word
laboratory clearly and then identify yourself by
your first name. Maintain a pleasant tone of

voice at all times.
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By saying the word laboratory clearly, the
customer will feel confirmed that they have
reached their designation. It identifies they
have indeed reached the laboratory instead of an
unintended destination.

By identifying ones self on the telephone, it
gives the client a sense of personalism. It helps
them to know they are talking to a real person or
a specific individual instead of an unknown voice
on the other end of the line.

It also helps the client to be assured that
an appointed person is taking care of their
request. It gives them a sense of knowing that a
specific person is accepting the responsibility of
their request - the client will know who to go to
if a problem does arise.

Keeping a pleasant tone of voice at all times
is important in order to project a sense of
respect to the client. A pleasant tone of voice
also projects that the laboratory desires to serve
the customers.

If a laboratory employee answers the phone in a
hurried, rude, or abrupt matter, it projects an
unwanted negative message to the client that they
are not important or appreciated. It may make the
customer feel that they are an interruption

instead of the purpose of the laboratory’s



services. Being impatient or rude leaves the
customer with the impression that they are not
wanted. The customer may feel as though the
laboratory employee does not wish to spend any
time with them.

Anything less than a pleasant tone in the
voice could lead to a lost customer and
irreparable damage to a laboratory’s business
reputation.

Examples of Good customer service telephone

greetings:
i L3 “Good morning, this is Jane in the
laboratory, may I help you?”
2. “Laboratory, Jane, may I help you?”
3. “Good afternoon, this is Jane in the

laboratory, how may I help you?”

A pleasant greeting is a must for good

customer service.
Obtain a phlebotomist message sheet to record the
phlebotomy request. A phlebotomy message sheet
can be anything from a tablet of paper to a
professional computer message entry system. 1In
between can include a tablet specifically for
phlebotomy messages or a pad designed strictly for
and formatted to record significant or necessary
information.

The purpose of recording a phlebotomy message
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is so that some type of hard copy of the message
can be retrieved, if there is a question. Another
purpose of recording a message is so that the
order being taken can be followed through and
serve as a reminder that a customer’s request has
been made.

Committing a message to memory can lead to an
unintended, forgotten message. Recording a
written message or hard copy of a message can
ensure that the job is completed.

SAMPLE MESSAGE

PHLEBOTOMIST MESSAGES
Pertinent Information

Date

1. Name of customer

2. Time called

3. Name of facility

4. Name of patient

5. Room number

6. Test to be drawn

7. Time/date to be drawn

8. Phlebotomist assigned

9. Employee’s name

10. Additional information

Record the name of the person making the request



on the message sheet. It is important to record
the name of the customer making the phlebotomy
request, so that if any questions arise, the
laboratory staff has a specific contact person to
return to in order to clear up any confusion. The
customer’s name can serve as a tracking device, so
that when the phlebotomist goes to obtain the
patient’s sample, any staff member can verify the
request.

For example, when phlebotomist, Joe, enters
the room of a patient in a nursing home to draw a
liver panel and staff nurse, Ellen, questions why
Joe is drawing the particular patient’s blood, Joe
can tell Ellen that charge nurse, Pamela,
requested the tests. Nurse Ellen can then consult
with Pamela, if she questions the phlebotomist’s
presence.
Record the date the request is being taken. The
reason to record the date the request is taken is
to avoid future confusion. The customer may not
realize the day of the week and request a test
inadvertently on a different day. To avoid a
laboratory error, record the date the request was
received.

For example, if a phlebotomy request was
received on January 31st, the following can be

written: Jan. 31, 1997 or 1-31-97 (as long as the
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letters are clearly legible).

Record the patient’s first and last name. It is
important to record and spell correctly, the
patients first and last name. If only the first
name is given or the last name alone, future
confusion as to who is to be drawn can occur.

Many patients have common first or last
names. For example, Mary or David, Smith or
Williams. Obviously, if a request is made to draw
a Mr. Smith, a first name is needed. Smith is a
very common name. Even if at the time the request
is made only one patient by the name of Smith
resides with the customer, another patient with
the last name of Smith may be present the same day
the specimens are to be drawn. Obtaining the
patients first and last names can eliminate
errors.

Even if patients do not have a common first
or last name, it is a good idea to obtain both the
patient’s first and last names. Middle initials
and names can be used for patients who share the
same first and last name.

The reason for this is because some
facilities frequently have patients within the
same family as patients. For example, Fred
Kirkendorf may share a room with Ferdie

Kirkendorf.
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It would be very poor customer service for
patient, Ferdie Kirkendorf to have her arm stuck
with a needle and her blood drawn if the specimen
should have been drawn from Fred Kirkendorf. It
would even be worse if Ferdie’s sample was sent to
the laboratory with Fred'’s name and Ferdie’s
results appeared to be Fred's

Errors of this type can be avoided by
correctly recording the patient’s first and last
name.

Record the name of each test that is being
requested. (example: CBC, Chem 24 etc...) The
name of each individual test being requested by
the customer should always be recorded. The
purpose for this is so that no specimens are
omitted from being collected from the same
patient. By recording the requested tests, it
ensures that sufficient samples are also obtained.

Problems occur when requested tests are not
written down or recorded correctly. If the
customer asks for a particular test and the
customer service employee does not recognize or
record the test, the phlebotomist has no way of
knowing to collect samples for that test unless
the customer is sure to relate the information to
the phlebotomist before collecting the patient

sample.
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Ways to avoid errors include, listening well

to the customer when they are placing their
request, and repeating the order back to the
customer.

Reiterating all tests requested by the
customer to the customer at the conclusion of the
request can give the customer a chance to hear
back what the request was. Reiterating the
customer’s request gives the customer a chance to
correct any verbal errors made. It also gives the
customer a chance to add any tests that were not
recognized by the customer service employee.

For example, if a nurse requests a chem 6,
(chemistry panel 6), a CBC, (complete blood
count), and an ESR, (Erythrocyte Sedimentation
Rate), the customer service employee should repeat
back, “0.K. that will be a Chem 6, CBC, and ESR.
Is that correct?” The customer would then either
confirm or correct the request.

The nurse might then recognize that the
chemistry panel should be a Chem 7 and then
correct the error by telling the customer service
employee to change the Chem 6 to a Chem 7. If a
test had not previously been requested, the nurse
might add an additional test at that point.

Recording the name of each test requested

also gives the laboratory a chance to double check



the order when the phlebotomist reports to collect

the patient’s specimen. If the customer submits a
paper requisition to the phlebotomist and there is
a discrepancy between the verbal order and the
written order, the phlebotomist can consult with
the nurse before collecting the sample to clear up
any such discrepancies.

For example, if the verbal order taken from
the customer over the phone was for a Chem 24 and
an H & H, (hemoglobin & hematocrit), and the
written order reads for a Chem 7 and an H & H, the
phlebotomist would need to consult with the
customer to see exactly what test are needed.
Record the date that the specimens are to be
drawn. If the date to draw the specimen is not
recorded, the phlebotomist will not know when to
obtain the specimen from the patient.

The phlebotomist may assume the test is to be
drawn the same day or the next morning or the next
routine draw day for that particular customer and
assume incorrectly. If the date to draw the
specimen is not recorded, the phlebotomist may
draw the specimen on an incorrect day. If the
specimen is not drawn on the correct day, the
patient may need to be stuck with a needle again
to obtain a sample that was previously drawn too

soon. This means that the patient will have been
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poked with a needle twice, when only once would
have been correct.

If a test date is assumed to be the following
day when the test date is actually to be that same
day and it is not drawn until the next morning,
then the day it was supposed to have been drawn
will have been missed. There is no way to correct
this type of error after it has been made,
creating a possible reduction in customer
satisfaction.

The best thing to do to avoid error, is for
the customer service employee to ask specifically
what date the specimen is to be drawn, and whether
the specimen is to be drawn at a specific time on
that date.

The customer service employee is to record
the specific date and time, if requested, to
ensure that the phlebotomist obtains the specimen
for the customer on the correct date at the
correct time.

For example, when nurse Beatrice calls the
laboratory and requests a test to be drawn on Jim
Brown this Saturday morning before breakfast, the
customer service employee should confirm the order
by stating the specific date, “Saturday, February
15th” and ask what time the patient eats

breakfast. If nurse, Beatrice, responds at 7:30



in the morning, the laboratory customer service

employee should confirm the test will be drawn
before 7:30 on Saturday the 15th.

Record the patient’s room and bed number. Most
facilities where patients are housed have room
numbers assigned as well as bed numbers. By
recording the patient’s room and bed number, the
phlebotomist can report directly to the patient’s
room so that the patient’s sample can be obtained
in a timely manner.

If the room number is not recorded, the
phlebotomist may spend too much time hunting down
the patient and then miss obtaining a sample at
the proper time. The phlebotomist would then have
to locate someone who could help locate the
patient.

The best time to inquire about a patient'’s
location is when the nurse or customer calls to
place the request for a patient draw. If the
patient’s location is obtained beforehand, the
phlebotomist will not need to interrupt the
customer the day of the draw. Interrupting the
customer should be kept to a minimum.

Moving patients from one room to another is
sometimes unavoidable. If the facility has moved
a patient after a request has been received, the

phlebotomist would most likely need to interrupt



the customer to help locate the patient if the

phlebotomist cannot locate the patient without
assistance from the customer.

For example, when the customer calls to place
a request for Mrs. Delores Smith to be drawn, the
customer service employee would ask in what room
does Mrs. Delores Smith reside. And in what bed
does she reside. It is not necessary to ask the
customer if the patient is expected to be
transferred to another room. Phelebotomists
however, should be counseled to remain service
oriented when occasional problems like this arise.
Record any other pertinent information. Special
requests may sometimes be made by the customer.

If any special requests are made, they should be
recorded so that the special request can be met.
The laboratory customer service department should
monitor the special request to ensure that the
special request is fulfilled.

If special requests or special instructions
are not recognized, the customer would most likely
become dissatisfied with the services.
Unrecognized special requests or special
instruction could potentially be harmful to the
patient. For example, if the nurse requests a
drug level be drawn from a patient at 8:00 a.m.

knowing that the patient receives a dose of



10.

medication at 8:30 and the phlebotomist is unaware

of the specific time to draw the patient, the
specimen may be drawn at a different time. By
drawing the specimen at a time later or earlier,
than specified, the result could be a false or
inaccurate result, which does not fulfill the
purpose of the test. If the customer trusts that
the specimen was drawn on a timely basis, the
patient’s medication could be altered due to the
false results due to inaccurate results.

The laboratory must understand the importance
of such special requests and adhere to the
requests.

Other special requests may include phoning
the results back to the customer or drawing only
the minimum amount of sample for an anemic
patient.

Record the client that is placing the draw
request. If the customer who is placing the order
is not recorded or is recorded incorrectly, the
phlebotomist will not know what facility to report
to fulfill a request. The phlebotomist may report
to the wrong facility. The phlebotomist could be
delayed in reporting if pertinent information is
not obtained prior to collecting the samples.

If the name of the facility is not recorded

correctly, needless calls would have to be placed



11.

in order to locate information that should have

already been recorded.

For example, laboratory customer service
employee Sandy incorrectly records Central Nursing
Facility as the facility requesting a patient
draw. The phlebotomist reports to Central Nursing
Facility and no staff members are familiar with
the patient to be drawn. The staff would spend
needless time helping the phlebotomist locate a
patient who is not even housed at that facility.
The phlebotomist would then need to call back to
the laboratory to report the confusion. By the
time the recording error is found the phlebotomist
is late for obtaining the patient sample at the
correct facility.

Record the name of the phlebotomist that is
assigned to the client. A phlebotomist must be
assigned to collect a sample on a patient. As
soon as a request is made, a phlebotomist should
be assigned to the job so that the phlebotomist
can make time allowances in order to complete the
request.

The phlebotomist is contacted either via
telephone or beeper and is advised as to the
details of the job. The details to be given to the
phlebotomist would include the name of the

facility, the first and last name of the patient,
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the room and bed number, the date to collect the
patient’s specimen, the tests that are being
requested, and with any other pertinent
information.

Be certain that all information is obtained.

After the laboratory customer service employee has
recorded the request made by the customer, the
customer service employee should review the
information to insure that all of the required
information is obtained and recorded.

If any information is not given by the
customer, the laboratory customer service employee
should request the required information from the
customer.

If any of the pertinent information is not
recorded, errors could occur.

At this point, it is a good time, if a
written paper requisition is to be made by the
facility, to remind the customer to complete all
required information on the requisition.

A good way for a laboratory to keep track of
the quality of service that is providing is to
record errors as they occur. Reference
laboratories should have a quality assurance or
performance improvement program.

The errors should be recorded so efforts can

be made to avoid future repetition of the same



errors.

One category to help track quality of service
is the adequacy of information collected from the
customer via a requisition.

The following is a sample chart from a
reference laboratory which shows the number of
incidents of requisitions received in the
laboratory from the customer without complete

information.
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Figure 1
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Quality Control Indicator 9

500

450

400

350

300

250

200

150

100

50

1991 1992 1983 1994 LD g5

SOURCE:
Client

Incarnate Word Laboratory Quality Control
Files 1991-1995.

The reason discovered for the drastic
increase was not due to an increase in the
number of requisitions received without adequate
information. It was due to an increased amount
of information required. In the years 1991 and
1992, an incident was recorded only if the
majority of the required requested information
was omitted. Whereas in 1993, 1994, and 1995,
an incident was recorded if any one increment of

information was not available.



The way to prevent incidents of inadequate

requisition information from occurring is to remind the

customer that the information is needed.

13. Thank the client for the order. Extend a thanks
to the customer for the order, thus letting them

know that their business is appreciated.

Dispatching Phlebotomists

Dispatching phlebotomist refers to the process of
assigning a phlebotomist a job or draw request and
giving the phlebotomist the responsibility of
fulfilling the request on a timely basis.

1) Beep the correct phlebotomist that is assigned to
the particular client. Once the laboratory
customer service employee has received a request
from a customer a phlebotomist should be assigned
to the request.

Phlebotomists are usually assigned to
specific geographical areas. For example, Yolanda
may cover customers north of I-40, Sandy may cover
customers south of I-40, with Thomas covering
areas west of Hampton Avenue, and Joe covering
areas east of Hampton Avenue.

It would not make sense for one
phlebotomist to cover customers in all directions.
This would be too time consuming. Travel time
between customers needs to be minimized in order

to be effective.
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It would also not be a very attractive

position to a phlebotomist if they were assigned
customers in two different directions of a city
when they could be assigned to two customers in
the same neighborhood. Phlebotomist find it
convenient to service customers in the same
geographical area in which they reside.

Regardless of the process of how
phlebotomists are assigned to customers, whenever
a request has been given to a phlebotomist, it is
their responsibility to see that the request is
carried out.

Errors that occur when assigning an
incorrect phlebotomist are usually discovered by
the phlebotomist not intended for a particular
customer. For example, when laboratory customer
service employee Jeff speaks to phlebotomist Sandy
to give her a request north of I-40, Sandy will
bring it to Jeff’s attention to notify Yolanda
since north of 1-40 is Yolanda’s responsibility
and not hers. Jeff would then correct his error
and contact Yolander in time to meet the request
of the customer.

Relay all patient and client information to the
phlebotomist. When the phlebotomist speaks to the
laboratory customer service employee to receive a

request, all information pertaining to the request



should be relayed to the phlebotomist. The

information to be given to the phlebotomist should
be the following:

a) The name of the customer who placed the
request.

b) The name of the facility.

¢) The name of the patient from whom to collect a
specimen.

d) The patient’s room and bed number.

e) The name of tests that have been requested on
the patient.

f) The time and date the specimens are to be
collected.

g) The name of the laboratory customer service
employee giving the request to them.

h) And any additional information that may be
pertinent to the order.

The purpose of giving the phlebotomist the
name of the customer who placed the request is so
if the phlebotomist has a question, they will ask
first for that customer since that customer would
be most familiar with the circumstances of the
order.

By giving the phlebotomist the name of the
facility, the phlebotomist would be informed of
which facility to report in order to fill the

request.
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The name of the patient must be given to the
phlebotomist so that the phlebotomist is informed
on which patient will need to have specimens
obtained from, without the name of the patient,
the phlebotomist will not know from whom to
collect the specimens.

The phlebotomist must be given the patient’s
room and bed number in order to report directly to
that patient’s room and not have to run around the
facility attempting to locate the patient.

The name of the tests being requested on the
patient needs to be given to the phlebotomist so
the phlebotomist will know what type of specimens
or tubes to collect on the patient. Different
tests require different types of preservative or
additives to be mixed with the patient specimens
in order for the specimens to be suitable for
testing. For example, a CBC (complete blood
count) counts the cells in the blood. If the
blood is taken from the body and nothing is added
to keep it from clotting, the blood will clot and
the individual cells cannot be counted. Thus, a
tube containing anticoagulant, an agent which
keeps the blood from clothing would need to be
used. Other tests do not require such additives.
Tubes continuing no additives could be used it

those cases. The phlebotomist needs to be



informed of what tests have been requested in

order to obtain specimens suitable for testing and
be prepared with the proper equipment.

The time and date the specimens are to be
collected needs to be given to the phlebotomist in
order for the phlebotomist to know when to obtain
the specimens. The specimens need to be collected
at her specific time and at the specific date that
the customer has requested, in order to provide
good customer service.

It is a good idea for the phlebotomist to
record the name of the laboratory customer service
employee who is relaying information to them from
a customer concerning a request. The reason for
this is in case the phlebotomist has a question
pertaining to the request, the phlebotomist can
refer back to the specific employee who originally
spoke to the phlebotomist. Another reason the
phlebotomist should record the name of the
laboratory customer service employee is so that if
information is found to be incorrectly relayed,
the phlebotomist will know who to return to in
order to clear up any discrepancy.

The reason to give the phlebotomist any other
pertinent information concerning the request is to
insure pertinent information concerning the

request is that no errors occur. Any information
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that is given by the customer should be followed

in order to provide good customer service. For
example, if a nurse requests that an extra test be
run if the original tests are abnormal and the
phlebotomist is not aware of the pertinent
information, the extra specimen may not be
collected and the extra test may not be able to be
performed. This would result in a failure to
provide good customer service.

Review the information to insure accuracy. A good
way to reduce the existence of a failure would be
for the laboratory customer service employee to
review the information obtained by the customer
with the phlebotomist, before the phlebotomist
reports to fulfill the customers request.

Another way to reduce error is to record past
errors so that plans can be implemented to help
eliminate future errors.

The following is a sample chart, which
depicts recordings missed or delayed phlebotomy

request:



Figure 2

Missed or Delayed Phlebotomy Requests
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Reasons for missed or delayed phlebotomy requests

can include the following:

1 Hazardous weather conditions impair the
phlebotomist from traveling. A remedy for
this can be for the phlebotomist to
anticipate harsh weather conditions and leave
extra travel time.

2 Failure on the part of the laboratory



customer service employee to relay the

phlebotomy request to the phlebotomist. 1In
order to avoid this error from occurring, the
laboratory customer service employee should
always assign the request to a phlebotomist
as soon as possible and never file or
misplace the recording of the request.
Failure on the part of the phlebotomist to
follow through with the request. The
phlebotomist should keep a record of all
requests in an orderly fashion so as not to
fail to complete a request. This can be
accomplished by listing the requests in a
notebook or calendar organizer in order to be
collected and reviewing the list at the end
of the morning to confirm that all requests
were completed.

If the phlebotomist finds that the
workload is too heavy to accomplish, then an
additional phlebotomist should be utilized in
order to insure that all customer requests
are met.

In case a phlebotomist is involved in an
automobile accident, the phlebotomist should
contact laboratory personnel so that a
replacement phlebotomist may be sent to the

facility so the requests can be accomplished.



5. At times, one phlebotomist may experience

difficulty in collecting specimens from
patients. When a patient is particularly ill
or requires extra time and attention, the
phlebotomist may be detained or run behind
schedule for that mornings load. If the
phlebotomist expects that the morning load is
not going to be able to be collected in a
timely manner, the phlebotomist should notify
the laboratory and an additional phlebotomist
should be dispatched to aid in the collection
process. By dispatching an additional
phlebotomist, all requests can be obtained in
a timely manner.

6. If phlebotomist overlooks a request or the
request is not able to be collected in a
timely manor, the facility should be
contacted by the laboratory customer service
department, and an apology should be extended
to the facility. The question posed, what
could be done to amend the error. The
laboratory should make every effort to
annotate the facility when an error of this
magnitude occurs. The phlebotomist should be

counseled so that the error is not repeated.

Proper Collection of Specimens

Proper collection of patient specimens is required



to aid in accomplishing successful, accurate patient

results for the customers. Without proper collection
of patient specimens, test results cannot be assumed to
be 100% reliable. In most cases, without proper
collection of the patient specimens, the specimens are
unacceptable for testing.

There are a few sources to access in order to
determine which tube types to collect for the specific
tests being requested.

; 8 The phlebotomist may refer to the paper
requisition for a key which will show proper tubes

for specific tests. For example:

Figure 3

Key:

Test Tube Type Additive

CBC (L) Lavender EDTA (ethylene
colored top tube |diazine tetra-

acetic acid)

RPR (R) Red colored None
top tube
Ammonia (G) Green Heparin

colored top tube

An ammonia level would require a green colored top

tube which has the anticoagulant heparin contained



in the tube. Heparin is an additive which

prevents the blood from clotting, thus leaving the
ammonia free in the blood to be tested. The
heparin has been found to not interfere with the
measurement of ammonia, so it is an appropriate
anticoagulant suitable for ammonia testing.

An RPR or rapid plasma reagin does not
require any additive so a red colored top tube is
appropriate to collect blood in to test for the
RPR.

Each test listed on the requisition could
have a letter marked by it to denote the test tube
specifically to be drawn.

A second reference that may be used by a
phlebotomist in order to determine proper tube
type would be a reference book. Since not all
tests could possibly be listed on a single sheet
such as a requisition, a larger source must be
available to determine tube types.

Each individual laboratory produces a
reference book which is specific for the test
tubes required for compatibility with that
laboratory’s machinery. The reference book should
always be consulted if the phlebotomist is not
certain as to what tubes are to be collected.

A third source to access in order to inquire about

collecting proper tubes would be the laboratory.



The phlebotomist should call the laboratory

customer service employee if the phlebotomist is
not clear as to which tubes to collect.

A quality assurance program should aid in
recording any errors that occur with collection of
specimens. In order to provide good customer service,
the laboratory should review errors in specimen
collection when they occur to prevent such future
errors from recurring.

The following is a sample chart from a reference
laboratory which shows the number of incidents of

improperly collected specimens over a five year period.

Figure 4

Improperly Collected Specimens
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There are different reasons for specimens not

being properly collected. The following is a list of



114

reasons for possible occurrences and remedies for when
the incidents do occur:

The phlebotomist might misread the key on the
requisition or refer to the wrong line in the manual
resulting in an incorrect tube being collected from the
patient. The phlebotomist could also recall
incorrectly from memory which tube is to be drawn. To
avoid these errors, phlebotomists should become very
familiar with the key on the requisition.

In the event that this error occurs, it might be
in the best interest of the laboratory to find another
laboratory that could perform the test on the tubes of
specimens that have been collected, if possible. If no
other laboratory can perform the requested test on the
specimen that has been collected in the wrong tube, the
patient will need to have another sample collected.
This means that the patient will have to be stuck with
a needle again, when the proper collection should have
been obtained with the first stick. All efforts should
be made to avoid sticking a patient with a needle more
than once.

The phlebotomist might stick the patient with a
needle and then discover the lack of proper tubes to
collect the requested tests. To prevent this
occurrence, the phlebotomist should always take an
inventory of tubes before approaching a patient.

Proper tubes should be accounted for before the patient



is stuck with a needle. The patient should never be

stuck with a needle before the phlebotomist has
appropriate tubes available.

When the patient has intravenous fluids being
pumped into their vein, a phlebotomist should never
draw from the same vein. The reason for this is that
the blood alone is necessary for testing and other
concentrated fluids should not be mixed with the blood
upon collection. A different vein should be drawn from
in order to collect a blood sample free of
contaminants.

The phlebotomist must take every precaution to
insure proper collection of specimens. In the event of
improper collection, the phlebotomist should extend
their regrets to the customer and the patient for

having to re-stick a patient.

Phlebotomy Notification

There are different ways of notifying the
phlebotomists when a customer has placed a request for
specimens to be collected.

The first method is by giving a verbal notice if
the phlebotomist is located at the same site as the
laboratory customer service employee. Another method
in which to notify a phlebotomist of a customer'’s
request is by posting the request on a board that the
phlebotomist checks periodically. This method would

also be utilized only if the phlebotomist is located at



the same site as the laboratory customer service

employee.

If the phlebotomist is not located at the same
site as the laboratory customer service employee, the
phlebotomist should be notified of customer requests
either by telephone or via beeper.

Regardless of the method of contacting the
phlebotomist, the customer’s request should always be
relayed to the phlebotomist in plenty of time for the

request to be fulfilled in a timely manner.

Dispatching Couriers

Once the customer has placed a request and the
phlebotomist has collected the specimens, the specimens
must be transported to the laboratory.

Reference laboratories can either staff couriers
who are employed by the laboratory or the reference
laboratories can utilize commercial courier companies
to retrieve customer specimens.

If the laboratory customer service employee is to
utilize an internal courier, the internal courier needs
to be notified of the courier request. Notifying a
courier of a pickup request can be accomplished by
posting the pick up request on the courier’s schedule
for that day, as long as the courier has not already
left on their route. Notifying a courier of a pickup

request can also be accomplished by beeping the courier



or calling the courier on their cell phone.

In the instance that an employed laboratory
courier is not available to respond to a customer’s
request for a specimen pickup, a commercial courier
service may be utilized.

Regardless of how a courier is notified of a
pickup request, the courier must be given accurate and
precise information in order to retrieve the specimen
in a timely manner.

If the laboratory customer service employee must
call the commercial courier company and request a
pickup, the following information must be given to the
commercial courier company.

The commercial courier company will need to know
the laboratory’s account number. The purpose of this
is so that the commercial courier company can identify
the laboratory which is calling by its name and, also
by the account number. The courier company also needs
to know the account number in order to charge for the
services provided to the laboratory.

The laboratory courier and the commercial courier
need to be informed of the location where the
specimen’s are to picked up. The purpose of this is so
that the couriers will respond to the correct location
and in a timely manner.

The courier will need to know the specific area,

within the customer facility, that the specimen are



located. Some facilities have a specific room where

all specimens are retained until couriers arrive, other
facilities retain the specimen at a front desk or
nurses station in a lockbox or lockbags. The purpose
of the lockboxes and lockbags is to protect the sample
from breaking and also to protect the samples from
being removed by persons not intended to have the
specimens. The lockboxes and lockbags have locking
devises that enable them to be secured on a door or a
cabinet disabling entry or removal.

For example, a phlebotomist has completed a
morning draw from an nursing home and has called the
laboratory to notify them that the specimens are ready
to be picked up. The phlebotomist has informed the
laboratory that she will leave the specimens in the
lockbox that is located in the medicine room on the
first floor behind the nurses station. The laboratory
customer service employee should assign the pickup
request to an available employed courier. If there are
no available employed couriers, a commercial courier
company will need to be utilized. The laboratory
customer service employee acknowledging that all
employed couriers have left for pickup request and that
a commercial courier company must be utilized in order
to pickup the most recent phlebotomy request.

The laboratory customer service employee phones

the commercial courier company and identifies the



reference laboratory by name and gives the courier

company the reference laboratory’s account number. The
laboratory customer service employee gives the
commercial courier company the name and address of the
facility that is in need of a pickup. Additional
information given to the commercial courier company is
the exact location of the specimens. The laboratory
customer service employee will tell the commercial
courier company that the specimens are located on the
first floor medicine room in the lockbox and to ask for
the specimens at the nursing station.

The laboratory customer service employee will also
inform the commercial courier company of the address
the specimens are to be delivered. Any other
pertinent information concerning the pickup should be
relayed to the commercial courier company. Such as,
samples needing to be kept frozen, or the fact that the
samples need to be taken to the laboratory on a stat or
emergency basis.

The name of the commercial courier employee taking
the pickup request should be recorded. The purpose of
recording the commercial courier company employee'’s
name is so if any questions arise, the laboratory will
have a person to refer back to. Another purpose would
be if any errors occur in the pickup process, the
laboratory will have a person to the commercial courier

employee’s name is the until a sense of responsibility



to the person so they feel a sense of personal

obligation to insure that the request is taken care of,
without delay.

Possible errors that could occur when dispatching
a courier include a delayed courier due to inclement
weather, automobile failure, or a heavy traffic
gituation. When inclement weather or heavy traffic
conditions are anticipated, the courier should allow
extra time in order to compensate. Alternate courier
staff should be available in case of automobile
failures. An error in the relay of messages could also
cause a delay or failure to request a courier. The
phlebotomist could forget to call the laboratory
customer service employee. The commercial courier
company could fail to relay a message to the commercial
courier to make a pickup. The employed courier or the
commercial courier could fail to make the pickup. Any
failure in communication or miscommunication could
result in a delayed or missed courier pickup.

Whenever a commercial courier company is used, the
laboratory customer service employee should follow
through to see that every courier request is fulfilled.
If the specimens are not received in the laboratory
within a reasonable amount of time, the laboratory
customer service employee should investigate the delay.
The laboratory customer service employee should contact

the commercial courier company, find out why there is a



delay and make provisions for the specimens to arrive

safely in the laboratory.

For instance, a rare occurrence such as a worn key
could delay courier pickups. When a key has been used
frequently, the keys or locks on the lockboxes or
lockbags become worn and will not work. It is the
laboratory’s responsibilities to see that the specimens
are retrieved as soon as possible. In this case a new
key would need to be provided to the commercial courier
company in order for the specimens to be retrieved. If
lockboxes or lockbags are worn or damaged, the
laboratory should replace the warn or damage ones with
new lockboxes or bags. Periodic checks should be made
to evaluate the condition of the lock boxes and bags.

Communication between the phlebotomist, laboratory
customer service employees, and the couriers should be
accurate. Most importantly, the laboratory customer
service employee should check to insure that all
phlebotomy requests are received in the laboratory. If
they are not the laboratory customer service employer
should check first with the phlebotomist and then the
courier to see where the delay is occurring and prompt
the couriers to deliver the specimens to the laboratory
without delay.

The following is a sample chart from a reference
laboratory which shows recordings of missed or delayed

courier requests. Future errors can be prevented if



past errors are recognized and an effort is made to

prevent the errors from occurring.

Figure 5

Number of Missed or Delayed Courier Requests
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Registration of Patient Specimens

Registration of patient specimens is the process

of recording patient information regarding the patient

and testing requested by a customer into the reference

laboratory system. Most reference laboratories

register patients via computer, although manual written

methods are traditional and are used as back up

registration methods when computerized registration is

not functioning.

Registration is usually performed by laboratory

data entry employees.

The job title describes their



duty which is registration or data entry. The data

entry employee's function is to register or enter data

on patients into the reference laboratory’s computer

system.

When the laboratory data entry employee enters

information into the computer system, the following

information should be recorded:

1.

The patient’s first and last name, spelled
correctly. The purpose for spelling the name
correctly is obviously for proper identification.
The best method for obtaining a patient’s name is
to refer to the customer requisition.

The customer will record the patient’s name
on the requisition along with the tests to be
completed on the patient. It is important to
refer to the requisition for proper patient name
spelling. If the name on the requisition is
unclear, a call should be placed to the customer
from the laboratory customer service employee.

The laboratory customer service employee should
inquire as to what is the correct spelling of the
patient’s name. The laboratory customer service
employee should record the correct spelling of the
patient’s name as advised by the customer.

If manual written methods are used for
computer down situations, a label is placed on the

patient tubes which will reflect the patient’s



first and last name. Otherwise, computer printed

labels are placed on the patient specimens for
proper identification during the testing process.

Problems are encountered when incorrect
spelling of patient’s names are entered into the
laboratory computer system. One problem
encountered when a patient’s name is entered
incorrectly is the yielding of a report which
reflects the incorrect spelling. The report is
returned to the customer with an incorrect
spelling of a patient’s name. The customer may
become confused as to which patient the report
belongs to. Or, the customer may be confused as
to which patient had actually been drawn and
tested. An incorrectly spelled patient’s name
yields doubt in the mind of the customer. The
customer may be unable to accept the results
because they are leery or doubtful as to which
patient the results correlate with if a name is
spelled incorrectly.

If a patient’s name is registered
incorrectly, the laboratory should correct the
misspelling and generate a report which reflects
the correct spelling of the patient’s name. If
the customer requests the patient to be redrawn in
order to insure that the results belong to the

patient the customer is requesting, the laboratory



should redraw the correct patient. The correct

spelling of the patient’s name should be recorded
when registering the information into the
laboratory system so a repeat in a misspelling
does not occur.

For example, the customer will record the
name of the patient on a requisition: Avery
Schmitt. The patient’s name should be recorded in
the laboratory computer system exactly as
requested by the customer as "Avery Schmitt,"
being sure to not leave off or add any letters.
The patient’s name should be recorded as "Schmitt"
and not "Shmitt" or "Schmit" or "Averry" or
"Avary."

Record all of the tests that have been requested
by the customer. The purpose for recording all
the tests that have been requested is to recognize
and perform all tests for the customer. Listing
all of the tests in the laboratory’s registration
system will assist in initiating the process of
performing the tests. If the tests requested by
the customer are not recognized by the data entry
employees, the employees who perform the tests on
the specimens will not know to run the test.

If manual methods are being performed due to
computer down time or computer malfunction, each

test that has been requested by the customer must



be listed on a label which would be attached to

the tube or sheet of paper or copy of the
requisition denoting the appropriate tests should
accompany the specimens to the testing areas of
the laboratory to insure that all tests are
performed. The technical staff performing the
testing will not know what tests to perform if the
data entry employees do not designate the tests in
the same way.

If the computer methods are being used to
register patient specimens in the laboratory, the
computer should be hooked up to a printer which
prints labels. The labels should then list the
tests that are to be performed on the specimens.
If the data entry employees do not order a test in
the computer, this test will not be performed and
the customer will not receive the requested test
results.

The best way for data entry employees to
eliminate the error of overlooking a requested
test is to review the requisition to insure that
no requested tests are overlooked. Reviewing the
requisition the customer has filled out will help
the data entry employee to eliminate missing
requested tests.

If a test has been overlooked by the data

entry employee and has not been performed, the



laboratory has not performed good customer service

as it should have. When a requested test is not
performed, the reference laboratory must obtain
another sample from the patient. Tests must be
performed on freshly collected samples. 01d
samples do not yield accurate results. Missing
tests that should have been performed leaves the
customer without results. The results need to be
obtained for the customer and the first time a
sample is submitted to the laboratory.

The customer must have confidence in the
reference laboratory to perform requested tests
and not to miss ordering requested tests. To
perform good customer service, the laboratory must
not overlook ordering and performing requested
tests. Reviewing the requisition with the
information the data entry employee has ordered in
the computer will eliminate incomplete testing.

If the data entry employee, upon reviewing
the requisition, finds a test that has not been
entered into the laboratory registration system,
they should, at that at time, order the test.
Record the date that the specimens were collected.
The reason for recording the date is to make
apparent the day the specimens were collected.

The report that is generated by the laboratory

computer system will reflect the date the data



entry employee recorded. That date needs to be

the day the specimens were collected, not the day
before or the following day. The reason is so
that the customer will be able to look at the
report and see the day the specimen was drawn.
This is especially important if a patient is
having the same test day after day. The correct
date needs to be recorded so that the customer
will know what the patient results were on a
particular day. For this reason, the correct date
must be entered into the laboratory registration
system.

Record the gender of the male or female patients.
The reason for this is that normal values for
males are sometimes different for the same tests
as the normal values for females. If a gender of
a male is recorded in the laboratory registration
system as a female, then male normal values will
automatically print on the patient report. Normal
values are usually given along with the patient
results so that the customer can compare the
normal value to that of the patient’s results. If
the incorrect gender is recorded into the
registration system, the incorrect normal values
may print on the patient’s report. Not all normal
values differ due to gender but some do. If an

incorrect gender is recorded, the results may



appear to be abnormal when actually the results

should be normal.

For example, a normal, healthy female has a
red blood cell count of 4.2 to 5.4 ccm. whereas a
normal healthy male has a red blood cell count of
4.7 to 6.1 ccm. These normal values automatically
print on a patient report so the customer can
compare the patient results to the normal values.
If an incorrect gender is recorded as a male
instead of female, normal values of 4.7 to 6.1
cem. will print on the report. If the female
patient’s red blood cell count is 4.3 ccm., then
the results compared to the incorrect set of
normals on the report would appear to be abnormal.
In actuality, the result of 4.3 ccm. is normal for
a healthy female.

To correct this error, or better yet to
prevent this error, the correct gender of the
patient must be recorded in the laboratory
registration system.

Record the patient’s date of birth. The reason
for this is similar to the reason for recording
the correct gender. Normal values of some tests
depend on a patient’s age. If an incorrect date
of birth is recorded on the laboratory
registration system, an incorrect set of normal

values may appear on the patient report.



Another reason to record the patient’s date

of birth is so that patient’s who share the same
name can be differentiated from one another by
date of birth.

For example, Mary S. Smith, born February
10th, 1929 can be differentiated from Mary S.
Smith born August 12th, 1954.

Patient’s date of birth needs to be
registered in the laboratory registration system
correctly.

Record the name of the doctor requesting the tests
for each particular patient. The reason for this
is so that the customer will know which doctor
ordered the tests on the patient. The customer
will not have to return to the patient’s records
and determine which doctor ordered the tests.

Recording the name of the doctor is a
courtesy to the customer. The name of the doctor,
if provided by the customer, should always be
entered into the laboratory registration system in
order to provide good customer service.

Record the correct collection priority. This
refers to the speed at which the tests would be
performed as requested by the customer. Routine
priority refers to tests that are performed on a
regularly scheduled basis, perhaps once daily or

three times a day. STAT priority refers to tests



that are performed immediately or as soon as

possible.

The purpose for recording the correct
collection priority is so that the technical staff
actually performing the tests will be informed as
to the speed at which the tests need to be
performed. If the technical staff is not notified
that a test should be performed on a STAT basis,
the test results will not be available to the
customer as quickly as the customer requested.

Routinely requested tests should be entered
into the laboratory registration system as routine
and STAT tests entered as STAT. Entering and
performing the tests at the priority requested by
the customer is good customer service.

The final step in the process of registering
patient specimens is to review the information
entered into the laboratory registration system to
insure the information was recorded correctly.
This review should be done before the order is
expedited, because it is easier to prevent an
error than to correct it once an error occurs. If
any errors are found, they are to be corrected so
the registration process can be completed error
free.

The following chart is a sample of a quality

assurance record which has tracked registration errors:



Figure 6

Registration Errors
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In 1991 and 1992, registration errors were not

accurately recorded, as they were in 1993, 1994 and

1.995.

Processing and Reviewing Specimens

The process and reviewing of specimens refers to

the steps involved in delivering the specimens to the

laboratory, the testing of the specimens, and the

verification of the patient results for customers.

A Deliver correctly labeled tubes to the individual




sections of the laboratory. After the patient

specimens are registered into the laboratory’s
system, the individual patient tubes need to be
correctly labeled. For laboratories utilizing a
manual method, labels containing the patient
registration information are attached to the
patient test tube samples. For laboratories
utilizing a computerized registration system,
labels containing registration information
automatically print labels. These labels are
attached to the appropriate test tube samples.

After the test tubes are appropriately
labeled, meaning labels bearing patient names,
should be applied to the tube that belongs to the
patient. Computer printed labels should always be
attached to the appropriate patient specimen.

If inappropriate labels are attached to a
specimen, the results that will print will not
belong to the patient’s name appearing on the
report. It is, therefore, crucial to apply labels
to corresponding specimens.

For example: Joseph Alexander’s label should
be attached to Joseph Alexander’s test tubes.

The correctly labeled tubes are then
delivered to the appropriate sections of the
laboratory for testing. For example: Specimens

to be tested for chemical analysis are to be



delivered to Chemistry, samples for cell analysis

are to be delivered to Hematology, and samples to
have bacterial analysis are to be delivered to the
Microbiology section of the laboratory.

Before verifying test results in the computer
system, a review for accuracy must be considered.
The technical staff which actually performed the
tests must look for signs to signify malfunction
that would produce unreliable results. Any
machinery malfunction signals should be questioned
by the technical staff. Any patient’s sample
should be retested when the machinery indicates
there has been a malfunction.

For example, when a machine has jammed, the
tubes need to be freed and resubmitted for
testing.

Verify the patient’s results in the laboratory
computer system. This process allows the patient
results to be transferred from the machinery to a
printer in order to print a report. This report
can then be delivered to the ordering customer.

If the results are not verified, a report
will not automatically be generated by the
printer. Therefore, all patient results must be
verified.

The following is a sample quality assurance

chart which monitored erroneous results that were



reported.

The system in place to help eliminate

erroneous results is a review for accuracy.

Figure 7
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Returning Reports to the Customers

Returning patient results in report form is the
final step in providing customer services to the
customers of the reference laboratory. Reports can be
retrieved via three methods: by fax machine, by
courier, and by mail.

As the reports print, they need to be returned to
the customers by one of these three methods per the
customer’s request. The patient reports need to be
returned to the customers in a reasonable amount of

time.



The laboratory customers expect their report to be

returned to them within a reasonable amount of time.
Reasons for not being able to return reports as quickly
as possible include machinery malfunction, increased
workload, lack of staff, and lost or misdirected
specimens.

To remedy machinery malfunction, back-up machinery
should be available and be utilized for testing. If
back-up machinery fails, the testing process should be
completed as soon as possible upon repair or the
laboratory may opt to send the samples to another
testing site for processing.

If an increased workload may cause a delay in
turn-around-time, adequate staff should be called upon
in order to complete testing within a reasonable amount
of time. A system could be set for a supervisor to
call in additional staff to process the excessive
requests.

All specimens should be delivered to the correct
testing area of the laboratory. If a sample has been
received in the wrong test area, the sample should be
redirected as soon as possible to insure that a delay
in turn-around-time does not occur. For example, if a
Chemistry is received in the Hematology department, the
sample should be taken to the Chemistry department
immediately for testing. This will decrease the

likelihood of a lost sample.



The following chart is a sample showing the number

of errors which occurred involving turn-around-time for
a reference laboratory. Understanding past errors

could help eliminate future errors.

Figure 8

Delayed Turnaround Time
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Any errors that occur could lead to customer



complaints. Customer complaints should also be

recorded on a graph to help customer service staff
monitor their effectiveness of the services being
provided. Surveys should be utilized to target the
cause of complaints and monitor the number of customer
complaints.

The following is a sample quality assurance chart

involving customer complaints:

Figure 9
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Hiring Customer Service Employees

1.

If a company wants to provide good services, they

have to find good people to deliver good services.

a. When immediate replacement of employees are
needed, managers have admitted to hiring any
person who is willing to take the job.

It is important to hire employees who are

intuitively service minded.

a. When choosing people to serve in customer
relations positions, first consideration
should be given to those qualifications
derived from their ability to work with the
customer.

Quality service begins with the interview process.

Characteristics needed for an organization’s

front-line personnel include:

a. Positive communication attributes.

b. Positive problem-solving abilities and

empathy.

Service providers should exercise good judgement,

should be dependable and should have enough desire

and energy to want to serve.

Communication is a mutual process. What each

person contributes to the interaction and the

effectiveness of their efforts depends on their
mutual cooperation.

A company must start with the right kind of
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people, with the right kind of attitudes.

Customer contact employees should be professional,
pleasant, efficient at handling inquiries, and
should possess service skills and attitudes
desired by the company.
Attitudes of genuine concern for customers and
people in general should be ascertained during the
hiring process.
Employees providing services for customers should
possess an ability to serve and should also
possess the willingness to serve.
Managers must know what the job is that is to be
done and support the characteristics of a customer
service employee;
a. the ability to get along with others,
b. a positive attitude toward the company,
c. self-confidence,
d. self-reliant,
e. self-disciplined,
f. perseverance,
accuracy,
dependability,
i. a courteous, pleasant manner,
j. patient and a respect for the confidential
nature of medical information,
k. cooperativeness,

1. tolerance,



m. honesty,

n. enthusiasm,
o. responsible and ethical characteristics.

Mangers must strive to evaluate and hire employees

with these characteristics.

Training Customer Service Employees

3

Two primary objectives for training are to provide
quality services in the most efficient and
profitable manner and to instill a sense of
customer awareness and sensitivity.

Training should stress doing the job right the

first time and to do so in a way that satisfies

the customer.

Job descriptions should be written but do not need

to be so rigid that employee’s activities are

totally restricted. Instead, they should
basically define the employees duties while
remaining flexible enough to become more competent
if necessary.

a. Job descriptions should also provide enough
latitude that employees can act with some
degree of autonomy whenever appropriate.

To train employees, audio visual production can be

used as well as seminars/classroom training and by

written procedure manuals.

The training process should include formal and on

the job training, guided experience, effective
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supervision, performance review and organizational

support.

The delivery of a training program cannot proceed

when procedures are not agreed upon, don’t exist,

or are so weak that they inevitability result in
customer dissatisfaction.

Companies with a commitment to superior service

must train and develop employees to deliver

superior service. Audio visual productions,
seminars and written procedure manuals can be
utilized.

Training must be given to all employees at every

level so that they perform at a maximum capability

toward the overall goals and service strategy.

All training must result in customer satisfaction

in order to maintain customers.

Most good service companies do not allow new

employees to service customers before they have

been trained.

a. This leads to a high turnover due to the
employee’s experience and frustration in
trauma customers.

b. It exposes the companies to error and loss of

customers.

Customer Satisfaction

1.

Ten commandments of good business:

a. Clients are the most important people in any
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business -- in person, by mail, or by phone.

Clients are not dependant on us; they are
dependant on them.

Clients are not an interruption of our work;
they are the purpose of it.

Clients do us a favor when they call; we are
not doing them a favor by serving them.
Clients are a part of our business, not
outsiders.

Clients are not "statistics;" they are flesh
and blood human beings with feelings and
emotions like our own.

Clients are not people to argue or match wits
with. No one ever won an argument with a
client.

Clients are people who bring us their wants;
it is our job to fill those wants profitably
to them and to us.

Clients are the lifeblood of business, every
business.
Clients are deserving of the most courteous

and attentive treatment we can give them.

Customers must first be satisfied if the business

is to be satisfactory. Satisfaction is a

derivative, derived wholly from the satisfaction

of customers.

The customer is the only reason for being there.



The goal of every business transaction is to
satisfy the customer in a way that would keep them
coming back.

Businesses should undergo regular customer service
checkups such as:

a. Personal interviews.

b. Focus groups.

c. Telephone surveys.

d. Mail questionnaires.

Customer satisfaction is the very key to growth
and profit.

Customer satisfaction starts with a guarantee.

The satisfaction strategy ends with a process for
identifying failures within the system, failures

that include problems within the organization.

Customer Complaints and Expectations

1.:

A quality measurement system is a system that is

utilized to measure the quality of the customer

service that is being provided to a company’s

customers.

Customer complaints form an important part of your

service quality measurement system. Most

customers who become dissatisfied with the

services will probably never tell you about it.

a. Only four percent of dissatisfied customers
ever complains.

b. Ninety-six percent simply go to another
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company .

1. Ninety-one percent of that ninety-six
percent never return to the company.

Studies show that more than forty percent of

customers who do go on to another company list

poor service as the number one reason for going on

to another company.

a. Eight percent list price as the reason.

b. The remaining percents list dissatisfaction of
product,

c. Lack of knowledge, and

d. Price advantage.

It is far more important to anticipate and solve

any problem in advance.

It is easier and five times less expensive to keep

an existing client than to recruit a new one.

Key factors which can assist a company in avoiding

problems with customers:

a. Avoid the promotional temptation to over
promise.

b. Learn to spot extremist clients in advance.

= Don’'t over sell the service outcome.

d. Scale down the client’s expectations.

e. Introduce the client to the idea of multiple
factors.

f. Educate the client and other advisors.

g. Stay in touch with the client throughout the



service process.

Ta An average person having been burned by a company
tells nine to ten colleagues about the experience.
a. Thirteen percent of dissatisfied customers
will spread the bad news to more than twenty
people.
Customer complaints should be regarded as
a serious issue. Complaints should be

resolved to the customer’s satisfaction.



Appendix B

COVER LETTER

June 8, 1997

Mrs. Nancy Dunn
3545 Lafayette Blvd.
St. Louis, MO 63104

Dear Mrs. Dunn,

I am currently a Masters student at Lindenwood College
in St. Charles, Missouri. I am working toward a degree
in Business Administration.

I have written a manual to better serve the clients of
the laboratory where I am employed.

I would like to utilize your expertise in the area of
Customer Service to evaluate the manual I have written.
The questionnaire consists of 6 questions. Please feel
free to use the back of the questionnaire if additional
room is needed. Would you please return the completed
questionnaire, accompanied with the manual by the 20th
of June.

The estimated time to read the manual and complete the
questionnaire is approximately 20 minutes.

I wish to thank you in advance, your opinion and time
are both valued and appreciated.
Sincerely,

Fay Craft
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Appendix C

COVER LETTER

June 8, 1997

Mrs. Auer
3545 Lafayette
St. Louis, MO 63104

Dear Mrs. Auer,
I am currently a Masters student at Lindenwood College
in St. Charles, Missouri. I am working toward a degree

in Business Administration.

I have written a manual to better serve the clients of
the laboratory where I am employed.

I would like to utilize your expertise in the area of
Customer Service to evaluate the manual I have written.
Would you please return the completed questionnaire
accompanied with the manual by the 20th of June. The
questionnaire consists of 6 questions.

The estimated time to read the manual and complete the
questionnaire is approximately 20 minutes.

I wish to thank you in advance, your opinion and time
are both valued and appreciated.
Sincerely,

Fay Craft

~148-



Appendix D

AN EVALUATION QUESTIONNAIRE
FOR

LABORATORY CUSTOMER SERVICE

Dear Evaluator,

You have been selected to complete this
questionnaire because of your valuable expertise in the
area of this study. The purpose of this study is to
create a reliable tool that will prove to be an asset
to managers when serving customers.

Please give each question serious thought and offer
your honest answers and opinions to these questions.
Please feel free to use the back of this questionnaire
if additional room is needed.

Once you have completed the questionnaire, please
return it along with this cover letter in the enclosed
self-addressed envelope.

Your opinion counts, and your participation in this
study is greatly appreciated.

Evaluator’s Name

Date

=140



QUESTIONNAIRE

Is it your opinion that the section on
reference laboratory service will improve
customer service?

YES NO

If YES, please offer reasons why this section
will improve customer service.

L9

If NO, please offer reasons why this section
will not improve customer service.

1.

Is it your opinion that the section on hiring
will improve customer service?

YES NO

If YES, please offer reasons why this section
will improve customer service.

: I

If NO, please offer reasons why this section

150



will not improve customer service.

: I

Is it your opinion that the section on training
will improve customer service?

YES NO

If YES, please offer reasons why this section
will improve customer service.

1 L7

2‘

If NO, please offer reasons why this section
will not improve customer service.

i I

Is it your opinion that the section on customer
satisfaction will improve customer service?

YES NO

If YES, please offer reasons why this section
will improve customer service.

1 A




If NO, please offer reasons why this section
will not improve customer service.

1,

Is it your opinion that the section on
complaints and expectations will improve
customer service?

YES NO

If YES, please offer reasons why this section
will improve customer service.

15

If NO, please offer reasons why this section
will not improve customer service.

1.

Did the section on reference laboratory service
meet its intent of providing you with a broader
perspective on customer service?

YES NO

If YES, please offer reasons why this section
met its intent of providing you with a broader
perspective on customer service.
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3.

If NO, please offer reasons why this section
did not meet its intent of providing you with a
broader perspective on customer service.

i1

2 .

Example One

Example Two

Did the section on hiring meet its intent of
providing you with a broader perspective on
customer service?

YES NO

If YES, please offer reasons why this section
met its intent of providing you with a broader
perspective on customer service.

L

If NO, please offer reasons why this section
did not meet its intent of providing you with a
broader perspective on customer service.

1.

153



Example One

Example Two

Did the section on training meet its intent of
providing you with a broader perspective on
customer service?

YES NO

I1f YES, please offer reasons why this section
met its intent of providing you with a broader
perspective on customer service.

13

If NO, please offer reasons why this section
did not meet its intent of providing you with a
broader perspective on customer service.

1.

Example One

Example Two

Did the section on customer satisfaction meet
its intent of providing you with a broader
perspective on customer service?

YES NO

If YES, please offer reasons why this section
met its intent of providing you with a broader
perspective on customer service.

1
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If NO, please offer reasons why this section
did not meet its intent of providing you with a
broader perspective on customer service.

1.

Example One

Example Two

Did the section on complaints and expectations
meet its intent of providing you with a broader
perspective on customer service?

YES NO

If YES, please offer reasons why this section
met its intent of providing you with a broader
perspective on customer service.

1

If NO, please offer reasons why this section
did not meet its intent of providing you with a
broader perspective on customer service.

1

Example One

Example Two

Did you find the information in the section on
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reference laboratory service useful in your
future dealings with subordinates?

YES NO

If YES, please offer several reasons why you
believe the information in this section will be
helpful in dealing with your subordinates:

: 9

2.

3.

If NO, please offer several reasons why you
believe the information in this section will
not be helpful in dealing with your
subordinates:

z

3. b. Did you find the information in the section on
hiring useful in your future dealings with
subordinates?

YES NO

If YES, please offer several reasons why you
believe the information in this section will be
helpful in dealing with your subordinates:

1.

If NO, please offer several reasons why you
believe the information in this section will




not be helpful in dealing with your
subordinates:

1.

Did you find the information in the section on
training useful in your future dealings with
subordinates?

YES NO

If YES, please offer several reasons why you
believe the information in this section will be
helpful in dealing with your subordinates:

= N

If NO, please offer several reasons why you
believe the information in this section will
not be helpful in dealing with your
subordinates:

1.

Did you find the information in the section on
customer satisfaction useful in your future
dealings with subordinates?

YES NO

If YES, please offer several reasons why you
believe the information in this section will be
helpful in dealing with your subordinates:

ibY}
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3.

If NO, please offer several reasons why you
believe the information in this section will
not be helpful in dealing with your
subordinates:

5 I

Did you find the information in the section on
complaints and expectations useful in your
future dealings with subordinates?

YES NO

If YES, please offer several reasons why you
believe the information in this section will be
helpful in dealing with your subordinates:

1

If NO, please offer several reasons why you
believe the information in this section will
not be helpful in dealing with your
subordinates:

2
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In your opinion, is the section on reference
laboratory service well organized?

YES NO

If YES, please offer reasons why you feel this
section is well organized:

1.

If NO, please discuss in detail what is wrong
with the organization in this section, and what
you would do to correct this problem(s).

=

In your opinion, is the section on hiring well
organized?

YES NO

I1f YES, please offer reasons why you feel this
section is well organized:

R

2.

If NO, please discuss in detail what is wrong
with the organization in this section, and what
you would do to correct this problem(s).

1.




In your opinion, is the section on training
well organized?

YES NO

If YES, please offer reasons why you feel this
section is well organized:

L

If NO, please discuss in detail what is wrong
with the organization in this section, and what
you would do to correct this problem(s).

b

In your opinion, is the section on customer
satisfaction well organized?

YES NO

If YES, please offer reasons why you feel this
section is well organized:

Ls




If NO, please discuss in detail what is wrong
with the organization in this section, and what
you would do to correct this problem(s).

L.

e. In your opinion, is the section on complaints
and expectations well organized?

YES NO

If YES, please offer reasons why you feel this
section is well organized:

i

If NO, please discuss in detail what is wrong
with the organization in this section, and what
you would do to correct this problem(s) .

L.

Would you recommend the use of this manual to
customer service employees in the laboratory
profession.

YES NO

If YES, please offer reasons why you would
recommend this manual, emphasizing the strong
points of this manual as it relates to customer
service.,



If NO, please offer reasons why you would not
recommend the use of this manual, emphasizing the
weaknesses of this manual as it relates to customer
service.

From a corporate management perspective, do you
feel you have learned anything about what it takes
to service customers (that you didn’t already know)
from reading this manual?

YES NO

If YES, document what you have learned from reading
this manual:

1.

If NO, document what you would do, given the chance
to replicate this study, to create a manual of this

type:

13
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