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Making A Difference With Effective Employees
Harriet And The $6 Burger

by Fred Firestone

Friday, November 30. | wake up with one
thing on my mine. Hardee’s $6 burger for only
$3.95. Seems like every other TV commercial
message has been beckoning me.

Six hours later | walk into the Hardee’s at
Oakland near Hampton. Immediately I’mtaken
aback. The place is strikingly clean and I’'m
greeted by someone who really seems inter-
ested in greeting me. (Usually the greetings
you get in fast-food places are as plastic as the
utensils.) I place my ordertoasmilingface. I’'m
told “thank you” for my business and told that
my meal will be brought out to me. This is
different. Ashortwhile later, Harriet (Hardee’s
employee) appearswithmy $6 burger. Sheasks
me if there is anything else she can get for me.
She tells me to enjoy my meal and she really
means it. After | finish my lunch, Harriet ap-
pears and clears the table. She wants to know
whether I liked itand if there isanything else she
cangetme. Adrinkrefillwould be nice. Harriet
is not reading off cue cards—nao script; she is
genuine.

| approach the manager. “Putting aside how
good that $6 burger was, your brand is only as
strongastheability of the Harriet’sinyour crew
to deliver a good buying experience. How do
you do it?” She puts me in touch with the
director of corporate affairs. Twelve days later
I’m to show up for the lunch shift to get a first-
hand experience.

Wednesday, Dec. 12. It’s 11 a.m. and I’'m
sitting down with Dayna Pagano, regional train-
ing manager. She explains that the company’s
objective isto make eachand every person who
walks in the door feel like they’re a guest—not
acustomer. Notmuch unique here—I’ve heard
itall before. “Every company pays lip service
to the concept. How do you get Harriet and the
crew to deliver?” | ask her to show me the

training manual chapter Harriet
must have memorized. “There
is no chapter,” Dayna tells me.
I’mintrigued.

Dayna, a veteran of 18 years
(started as crew person), tells
metheanswerissimple. “That’s |
how we do things.” She elabo- [
rates.

B Commitmentstartsfromthe [&
top. AIll managers go [
through a nine-week in-
store training program. L.it-
mus test for successful
training is that they need to

love serving customers; if Fred Firestone, shown above, was so impressed by the
they don’t, they don’t make customer service he received at a local Hardee’s restaurant,

it.

B Managers are clear on their
missiontotreat their customersas guests.
Their attitude needs to be “No
Excuses...DoitRight!” Theyneedtoset
the example for employees, be vocal
abouttheir commitmentand reward em-
ployees they catch “Doing it Right.”

W Recruit the right people. Crew people
have to be able to communicate; you
can’t teach friendliness.

W Take actions to create a fun and enjoy-
able work environment. A happy em-
ployee will not be rude to his/her guests.

Impressive. Now, let’stalk with Harriet. She
tells me she loves working there and she treats
her guests as if they were coming over to her
home to visit. Amazing! Does Harriet get paid
more than others who work in the fast food
business? Doubtful.

Too many businesses just don’t getit. They
mighthave aslam dunk “customer commitment
policy” and it might be beautifully displayed,

he decided to experience it firsthand. He volunteered to
work the counter for an afternoon.

but for a number of reasons they don’t have
people who deliver.

What does this have to do with “Selling
Tips”? Everything. Whether you’re in the fast
food business, the accounting business, sell-
ing high-voltage equipment, funeral services
or mortgages, the differentiation game plan is
always the same. You need to determine what
customer-responsive values you can bring to
the market place that are not being offered by
the competition and then ensure you are deliv-
eringthose values inyour “moments of truth”—
interactions between youand your marketwhere
people walk away with a perception of your
service image. Integrity selling only happens
after you’ve established this foundation.

Oh, the $6 burger was good.
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