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Key #1: Customer loyalty is 

earned through a series of   

Defining Moments™ .  

 

Key #2: Customers judge each 

defining moment based on  

specific service expectations. 

 

Key #3: Customers experience 

each defining moment in the 

Three Dimensions of           

Service™. 

 

Key #4: Creating positive de-

fining moments in every per-

sonal interaction will build a 

culture of service. 

 

To read the full text of this arti-

cle go to 

www.achieveglobal.com/

Research/Defalut.aspx. 

 

 

 

 

 

For all your business 

needs—make us your 

first stop! 

 

We Serve:  

Baker, Grant, Morrow,  

Umatilla,  Union and      

Wallowa Counties 

 

Websites: 

www.bizcenter.org  

www.bluecc.edu/

businessindustry  and 

www.eou.edu/sbdc 

* * * * * * * * * * * * * * 

Our office hours vary, we   

recommend you call prior to 

visiting any of our office     

locations. 

 

EOU La Grande                            

1607 Gekeler Lane             

(541) 962-1532 

BMCC PENDLETON                       

2411 NW Carden Ave. M-11    

(541) 276-6233  

BMCC HERMISTON          

980 SE Columbia Dr.                

(541) 567-1800 x3341          

BMCC BAKER  CITY       

3275 Baker Street                    1

-888-441-7232                       By 

Appointment Only 

BMCC MILTON-

FREEWATER                       

311 N. Columbia                      1

-888-441-7232                       By 

Appointment Only 
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Regardless of  changes and mul-

tiple demands on an organiza-

tion, one constant driver of 

maximizing sales and market 

share is the daily delivery of 

stellar service that not only 

meets customers‟ expectations, 

but exceeds them.  Organizations 

that listen and respond to the 

way their customers feel will 

succeed and thrive despite 

changes or demands in the mar-

ketplace. Ultimately, it‟s feelings 

that influence and are responsi-

ble for customer loyalty. 

 

The Four Keys To Customer 

Loyalty 

For over three decades, Achieve-

Global has been researching, 

analyzing, and helping improve 

the way the world‟s customers 

feel about their experiences in 

various industries and transac-

tions.  Through research and 

analysis, AchieveGlobal has 

identified four fundamental keys 

for delivering stellar service and 

unlocking customer loyalty.  

These keys have time and again 

helped organization achieve their 

desired business results.  And, as 

leaders of of organizations, 

achieving these desired business 

results is strongly related to how 

your customers, whether internal 

or external, feel about your or-

ganization.  As you read through 

these keys, think about how your 

organization could realize the 

numerous benefits they provide. 

 

 

 

Who Is A Customer? 

Who is the person behind the 

number? Who is the person that 

is part of the target market and 

represents your key demograph-

ics? Looking beyond how they 

are represented in the board-

room, at the most basic, but elu-

sive, level of reality, a customer 

is a human being. More specifi-

cally, a customer is a human 

being with feelings. And every-

one has customers, whether they 

are internal and/or external, in 

the dorm of direct consumers, 

constituents, or business to busi-

ness. But, when was the last time 

you attended a meeting and re-

viewed a financial forecast that 

highlighted how your customers 

feel they  

Are being treated as individuals? 

How they feel about the products 

and services your organization 

delivers? How they feel during 

interactions with your organiza-

tion? 

 

Feelings Count 

Customers have choices. Rarely 

are products and services so 

vastly different or unique that an 

organization is not threatened by 

competitive pressures. What 

causes a customer to choose one 

product or service over another 

is the way they feel about the 

product and how they feel they 

are treated by the organization.  

This is particularly evident in the 

demand today for stellar service 

an its impact on building cus-

tomer loyalty.   

THE FOUR KEYS TO CUSTOMER LOYALTY 
By Todd Beck and Anne Smith 

Excerpt taken from: “The Four Keys to Customer Loyalty.” 

Copyright Achieve Global, Inc 
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“The SBDC is partially funded by the U.S. Small Business Administration (SBA). SBA‟s funding is not an endorsement of 

any products, opinions, or services.  All SBA funded programs are extended to the public on a nondiscriminatory basis.  

Special arrangements for  handicapped individuals will be made if requested in advance.  

Contact the SBDC toll free, 1-888-441-7232. 
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Phone: 541-922-3222 / Address: 255 Powerline Road, Umatilla, OR   97882 

Web Site: www.specksprinting.com         

 
Gene Merwin, owner of Specks Printing along with his wife Jennifer, purchased a retail    office supply 

business from his father in 1994. The business was located in Woodburn, OR.  

 

In that same year, there was an earthquake in the Willamette Valley and the oldest building in town tum-

bled on to the Merwin‟s building and place of business causing major damage to the building and destroy-

ing all of the contents. The Merwins didn‟t give up, instead they rented the renovated building to a video 

rental business and moved their business to a former Garden Supply store with a leaky roof. As luck would 

have it, the area experienced an unusually wet season and their place of business was again destroyed- ex-

cept this time by flood.  Within the next few months as they were struggling to start a printing business in   

Salem, their rented building housing the video rental business was destroyed by fire. 

 
The Merwins were devastated, financially, and with ninety printers in Salem alone they found the competi-

tion too stiff to make the kind of revenue that was needed for the business to survive. 

 

In 2002 (5years and 3months ago) the Merwins started their printing business in Umatilla, located in east-

ern Oregon. They have experienced a 45% growth in gross receipts for each of the five years. The business 

has over 4,000 accounts and they sell product in 40 states and 14 countries; South Africa, New Zealand, 

Australia, The Netherlands, and Canada are an  example of their global market. 

 
The company engages 2 outside sales reps. Besides the family members, Gene, Jennifer, Minelle, and 

Jacoby, the business added, this year three more employees. 

 

They credit the Small Business Development Center/ SBM Program with helping them with encourage-

ment, providing a strong sense of direction, networking, and leading them to a source of financing 

(GEODC).   

  

Our featured business for July is Specks Printing 



  

               

 
County: Select a County 

Report:  Complete Report (all choices below) 

                Custom Report (mark choices below)   

 
 

From this web site you can check for: Careers, Cost of living, Education,               

Industries, Jobs, Population, Wages & Income plus many more options.   

                           

                                    Check it out, youõll be glad you did.     
       

The Business Information Center provides economic, demographic, and workforce information tailored to the needs of your 
business. 

To begin, select a county. You may select the complete report, or select options from the menu below to create your own cus-
tom report.  

County Overview  

Geography 

Economic Background 
 
Industry Information  

Employment, Wages, and Businesses 

Local Business Contacts  

Sales Data  
 

Economic Trends  

Employment & Economic News 

Recent Business Activity 

Current Employment by Industry 

Unemployment Trends 

Industry Employment Projections 

Consumer Price Index  
 

 

Population and Income  

Population 

Per Capita Income 

Median Household Income 
 
Recruiting and Training Re-
sources  

Wages by Occupation 

Staffing Patterns 

Staffing and Training Re-
sources 

Job Description Writer 

Benefit and Compensation 
Trends 
 
Other Business Resources  

Local Business Assistance 

Business and Industry Associa-
tions 

Business Financing Resources 

Tax Credits and Information 

Legal Resources 

      HOT BIZ WEB SITE PICK FOR JULY 
                          http://www.qualityinfo.org/olmis/BIC?option=2 
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Continued... 

But lots of successful businesses have been launched on a part-time basis, 

or by one partner while the others keep paying the rent and medical insur-

ance with their day jobs. 

The best advice before ditching a business if things aren‟t working (or 

starting one in the first place), is to get help.  Get guidance from your 

SBDC counselor, your own advisory board, or a professional familiar 

with your business – your CPA, attorney, etc.  None of this advice comes 

with a money-back guarantee, but at least you won‟t hold „em when you 

should fold „em.  Fail early and bounce back. 

___________________________________________________________ 

 

 
 
For the fastest-growing segment of our population, here is a com-
prehensive guide to starting and running a home-based business in 
midlife and retirement. This book includes more that 70 businesses 
you can start from home. Whether you have been downsized or 
feel you canôt make ends meet with your salary, or are just no 
longer interested in your current employment, you can shape and 
design the second half of your life. 

 
 

 

 

 

 

 
 

 

 

From the comfort and convenience of your own home or office, you can 

acquire valuable new skills.  All courses require Internet access and e-

mail.  Courses start once a month (usually the 3
rd

 Wednesday) and 

run for six weeks. Classes are never canceled for low enrollment or 

lack of space!   Once a lesson is released, you will have access to it 

throughout the six-week course, 24 hours a day, seven days a week.  All 

courses are non-credit, however, we transcript all hours and courses as 

proof of completion.  Call (541) 276-6233 or toll free, 1-888-441-7232. 
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BizTips: Art Hill, Vice President BMCC Cus-

tomized Training and Small Business Develop-

ment Center. To read recent articles go to 

www.bluecc.edu/businessindustry and select 

BizTips Articles.   

All articles Copyright©2006Arthur J. Hill      

All rights reserved. 

                  Know When to Fold ‘Em          
                      BizTips July 22, 2007 

In the words of the Kenny Rogers song, “You gotta know 

when to hold „em, know when to fold „em.”  In business, it 

can make the difference between hitting the brakes in time 

or plowing into a wall at full speed. 

A recent article on Forbes.com by Wil Schroter, is titled 

“When to Dump That Great Idea.”  Schroter should know.  

He is founder and CEO of the GoBig Network, a commu-

nity of startup companies. 

His point is similar to Doug Hall‟s “Fail early, fail often.”   

Hall is founder of Eureka! Ranch, an innovation incubator 

for entrepreneurs.  Their point, of course, is to quickly 

acknowledge when your business idea isn‟t working and 

bail out before you loose your shirt.  You need to give it 

enough time and effort to make a good decision, but ac-

cording to Schroter, here are three signs that may help you 

decide when enough is enough. 

First, paying customers aren‟t showing up.  Sure you 

thought it was the greatest idea since the wheel, but if you 

can‟t get people to buy it, what‟s the point?  He cites the 

“Seguay” personal scooter as an example.  Investors 

thought it would change the world.  Unfortunately, only 

30,000 paying customers in six years agreed, far fewer 

than the number needed to sustain the business as origi-

nally conceived. 

Second, you can‟t sustain your competitive advantage.  

Competitors are good.  They indicate that somebody else 

thinks it‟s a good idea.  But if you‟re losing ground to 

them and can‟t come up with a fresh way to grow market 

share, don‟t kid yourself.  You‟re in what some refer to 

fondly as a death spiral. 

Third, Schroter sees a red flag if you‟re not prepared to 

leave your “day job.”  He contends that if your idea is 

working, you need to go at it full time – no fear, no com-

promises – sink or swim. 

Well, “yes and no” on this last point.  Sometimes a little 

prudence goes a long way.  Yes, your business will con-

sume all of your time and energy as it grows, and yes, if 

you‟re serious about it, you can‟t afford to divide your 

focus.        

                                               Continued in next columné. 

EDUCATION TO GO …  

For the person on the go!  

www.ed2go.com/bmcc 

HOT BizBook For JULY…. 

The Best Home Business for 

People 50+ 
 

Baby-Boomers -Did you know...every seven 

seconds a person turns 50 

http://search.barnesandnoble.com/booksearch/isbnInquiry.asp?z=y&EAN=9781585423804&itm=1


                                                  by LOWELL H. LAMBERTON Central Oregon Community College  
So youôre a relatively small Oregon entrepreneur. Are you afraid of the threat of a ñbig guyò in your in-
dustry coming to town? Well, the giants have been coming, at a regular, steady pace. Does that mean 

that your much smaller business doesnôt have a ghost of a chance to continue and grow? Not if you are 
proactive, positive and innovative.  
 

Begin by making a list of the ñplusesò on the side of the behemoth. Start by listing the reasons why the 
average Oregon customer might prefer the big guy and all he has to offer. When youôve run out of ma-

terial, start another list of unique services, perks or other attractions you can still do more effectively. 
If youôre thorough and realistic, you probably will come up with a longer list than you expected. 
Your next step is to make a new list that contains actions that you havenôt yet taken, but that you 
could take to counter the new competition. This can include ideas that youôve been toying with over the 

months and years, but somehow never got around to implementing. Now youôre on your way to loading 
your sling and going after Goliath. Heôs already starting to look less threatening. 
Here are some general tips that should help. Some of them have probably already occurred to you:  
1. Do some market research.  Update whatever market research you have already done. Make sure 

that you know the profile of who your customer really is. Is your target market the same one as your 
big competitorôs, or can you beat him simply by focusing on a distinctly different market segment? 

What stage of the life cycle is your business in? How can your history become an asset? Updated mar-
ket research can answer these and many other questions.  
2. Take a close look at the entire marketing strategy of the giant. For example, how do the 

convenience, presentation and customer service areas compete with your operation? Can you find a 
weakness in any of the ñfour pôsò of product, pricing, distribution (place) and promotion? If you exam-

ine your competitor carefully enough, youôll likely spot at least a few areas that can be better served by 
the ñlittle guy.ò Because the competitor is so huge, this information will be relatively easy to obtain. 
3. Inject the personal touch.  One of your greatest assets is the smallness of your operation ðoften 

thought of as your chief disadvantage. If your business already works on bonding with customers, turn 
up the volume. You can always do it better. Focus especially on the areas that the big guy canôt touch. 

An example would be really knowing and caring about your customersô individual needs. That goes far 

beyond just pronouncing the customersô names when they come in. 
4. Develop ways of pushing through the ñadvertising clutterò of the big guy. You should re -

examine your own promotional mix and look for creative ways to counter the ñbig guy blitz,ò again, us-

ing the personal touch whenever possible. After all, you potentially know more about your customers 
than anyone else does. Also, you know this area and thus have a sense of what works and what doesnôt 

work here.  
5. Find out the ñareas of painò that customers feel when dealing with your larger competi-
tor. Now, how can you eliminate that pain using your operation? For example, letôs say that customers 

complain the big guy is ñhard to get ahold of.ò Make sure that your business is unusually accessible and 
available for customer help.  
6. Use todayôs technology. Your giant adversary is likely very up to date with web availability and 

with such things as computerized inventory control. Donôt make the mistake of thinking that being 

technologically backward will give you the edge just because itôs more ñpeople friendly.ò People-
friendliness must have efficiency behind it, or it wonôt work. 
 
By the way, if your Goliath has already come to town, itôs not too late to try some of these strategies. 

Unlike David in the old story, youôre probably not going to kill your Goliathðthat is, you wonôt drive the 
huge competitor out of the area. However, donôt let him frighten you. Remember that there are many 

advantages to being small, efficient and personal.  

 
Lowell H. Lamberton is a Professor of Business at Central Oregon Community College.  

 Competing Against the Goliaths:  
Some Tips on Beating the Big Guys  


