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Which path will you take? 

By Deborah Chaddock Brown



After over 25 years in the corporate/retail world, I opened my doors as a freelance writer in 2005.  I 
specialize in website writing and combine key words with my customer's unique story to create WORDS 
PEOPLE READ®. 

However, my passion has always been and continues to be the customer experience; connecting with 
customers, understanding their needs, their motivation and looking for solutions to enhance the 
relationship.  It is that passion that led me to create Make or Break MomentsSM.

As a speaker and trainer, I provide my audience with real life solutions and examples that help to market 
their business, establish their expert status and enhance the customer relationship.  It is with that energy, 
experience and passion that I have developed a workshop for managers and employees to recognize and 

understand Make or Break MomentsSM and make the most of the opportunity to create relationships for life. 

I have published two books:

It's a Party:  Planning a Successful Retail Sales Event

Back to Basics:  30 tips to market your small business and establish your expert status in the industry

I am also a contributing author in the books: 

49 Marketing Secrets that work to grow sales, and 
Age of Conversation, Volume 2

Deborah Chaddock Brown, owner 
Make or Break Moments.com 
A Subsidiary of AllWrite Ink 
118 W. Streetsboro, Suite 144 
Hudson, OH  44236 
330-414-8792 
Deborah@makeorbreakmoments.com
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Make or Break MomentsSM happen in every aspect of our life: with our family, our co-workers, boss, vendors and especially with 

our customers.  Each day we are faced with moments in which our next words or actions will impact the results.   

 

There are really only three responses when faced with a  

Make or Break Moment. 

  

You can IGNORE the moment. Like crashing waves on sand, the moment comes 

and then is gone.  You’ve neither cemented the relationship nor hindered it. It was 

a moment forgotten in time.   

ay.  

 

Think about the customer who enters your business.  You greet them pleasantly 

and ask how you might be of assistance.  “I’m just looking,” they reply.  You s

“Okay.” 

 

You turn to your current busy task while the customer flounders, unaided, 

uneducated and without the benefit of your experience to assist them in the process.  You weren’t rude.  They may leave without 

making a purchase.  They may even make a purchase without your assistance. 

 

However, you have failed to build a relationship which leads to customer loyalty.   Customer loyalty leads to repeat business. To 

customers who remember, refer and return again another day.   

 

The Make or Break Moment comes and goes without an imprint on the life of your customer. 
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The second way Make or Break Moments are sometimes handled often has us wishing we could have a “do-over.”  We say the 

wrong thing, raise our voice in frustration or misinterpret the situation.   

  

Often we have to back pedal quickly or resign ourselves to the fact that we’ve lost the battle.  Sadly, 

these moments are remembered and repeated over and over for many years to come. 

  

We’ve all had these days.  Perhaps we have a headache or the potential customer comes into our life 

with their own “bad day” hanging over their head which colors their response to our assistance. 

 

Maybe they have already purchased from us and in the process of returning or exchanging a product 

they come expecting a fight.  Their whole demeanor is one of tension with an expectation of resistance. 

 

Sadly, we give them what they expect.  Voices are raised.  We justify our actions with empty thoughts that ‘we don’t need that kind 

of customer anyway.’ 

 

The customer leaves vowing never to return. 

 

We’ve just experienced a Make or Break Moment that not only impacts our relationship with that customer but with all the 

friends, family members and co-workers to whom they share their story.   

 

E-gads.  Definitely not the brand image we want associated with our name, is it? 
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The third way we can approach Make or Break Moments leaves everyone feeling 

fantastic. 

  

You ask the right questions. You listen closely. You turn what could have been a non-

moment into an event where the spotlight shines on your knightly armor.    You are a 

hero.   Don’t you wish you could do that with every Make or Break Moment? 

 

What did we do differently to make the moment so special? 

 

• We exceeded the expectations of the customer 

• We actively listened and effectively uncovered their needs 

• We under promised and over delivered 

• We responded with empathy and took the time to put ourselves in the other 

person’s shoes 

• We didn’t made judgments or assumptions 

 

It sounds simple and yet can be challenging to effectively respond to each Make or Break Moment in a way that leads to 

developing customer relationships.   

 

We first must recognize the fact that these pivotal moments even exist.  Let’s take a journey back in time to visit a few beloved Fairy 

Tales and examine their Make or Break Moments.  How were they handled?  Could they have been handled more effectively?  If 

so, how would that impact the outcome?   

Let’s start with the classic tale of Cinderella and her Prince Charming. 
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Exceeding Prince 

Charming’s Expectations 
 

Once upon a time a young woman was 

reduced to hardship and servitude by her 

selfish and uncaring Stepmother and Step 

Sisters.  The young girl, called Cinderella 

because she’d warm herself by the hearth, 

could have become a bitter and resentful 

adult but she was raised by a loving, gentle 

father who taught her to be kind and 

forgiving.  Although he had long since passed

away, his lessons of love had been firmly 

embedded in Cinderella’s personality.  She 

found pleasure in the simple joys of life and 

chose to see good where others might h

 

ave 

een difficulty. 

 find a wife.  The King and Queen planned a ball in which all of 

he eligible women would parade themselves in front of the Prince.   

s

 

It so happened that in the nearby village a Prince was being forced to

t
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The girls, focused on the chance to become a Princess, thought more of the title than their potential groom and threw themselves at

our leading m

 

an in a most vulgar and aggressive manner.  Throughout the dance the Prince came to EXPECT each girl to be selfish 

ght a woman to love; someone with whom he’d share common interests, someone interested in 

im as a person rather than just a rich man with a title.  Disillusioned with his repeated experiences with the selfish townswomen he 

e, 

 When the song was over, 

inderella complimented the Prince and quietly asked him to speak of himself and what he enjoyed.  Intrigued by this UNEXPECTED 

ake or Break Moment.  The Prince came to the ball expecting to find a room filled with self-absorbed women.  He didn’t expect 

new of her Step sister’s approach to the night.  They thought only of themselves.  She knew the 

rince was a kind man as they’d met in passing over the years.  She imagined what a difficult night it would be for him and so she 

and self-serving.  He barely listened as they prattled on about how wonderful they were and all the many reasons the Prince should 

chose them. 

The Prince, a romantic at heart, sou

h

was taken aback by our Cinderella. 

 

She arrived a little late, having first dressed and prepared her evil Step Sisters before attending to her own couture. The Princ

EXPECTING a loud, brash, self-absorbed date, was SURPRISED by Cinderella’s unassuming demeanor and gentle manner.  Rather 

than boast about her; they shared a quiet dance in which they shared of love of music and dance. 

C

behavior, Cinderella captured the Prince’s interest to the point where they lost track of the time.   

 

The clock struck midnight and our lovely Cinderella left in haste leaving the Prince wanting more. 

 

M

he’d find anyone to peak his interest.  He fully expected the night to be a bust.   

 

What happened?  Cinderella k

P

focused her attention on him.   
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     All rights reserved 

a?  Just like the Prince, we have had experiences from which we base our expectations.  We 

pproach each event, shopping experience, business meeting or family discussion with some expectation of how it will go based on 

 

ttle of champagne that has been left open and on the counter for several hours will be warm, flat and unappealing, we’d be 

eally surprised if we found an open bottle on the counter, that when tasted, still contained enough chilled bubbles to tempt our 

 our teenage son always leaves his used, wet towel on the bathroom floor in a heap, we would be pleasantly surprised to find a 

ur customers are no different.  They have an expectation of how the interaction will go based on their prior experiences; whether it 

Our goal?  To understand their expectations and t 

prospect.  What kind of experiences have they had in t e past?  What experience might they have had at our competitor?  What can 

we do differently to exceed their expectations each an

 

Cinderella EXCEEDED THE PRINCE’S EXPECTATIONS.  The result?  Happily ever after. 

 

What can we learn from Cinderell

a

what we’ve experienced in the past.   

 

I had a boss who used to say “past experiences predict future outcomes.”  In other words, if we know from our past experiences

that a bo

r

palette. 

 

If

used towel hanging on the towel rod.  No.  We’d be shocked.  In a good way. 

 

O

is their first time in our store or visiting our website or they are a returning customer with a return or exchange.   

 

 to EXCEED THEM.  This requires a true understanding of our targe

h

d every time? 
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By exceeding our customer’s expectations, we’ll keep them happy and 

interested enough to come back again and to hopefully tell their friends and 

 

glass slipper for the one person who’d exceeded his expectations.  A “close 

fit” or almost perfect match wouldn’t do.  Once he’d experienced the best 

he would settle for nothing less. 

 

How can you make sure your customer’s expectations are exceeded so they 

settle for nothing less than doing business with you again and again?      

 

 

 

 

family.  Remember the Prince?  He searched the countryside with a single
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If Only Snow White had Used Her Active Listening Skills 
 

We all remember the tale of the lovely girl who moved in with seven height-

challenged men.  They worked in the local mine and she stayed to cook and 

clean for them.   

 

Snow White was in hiding from an evil Stepmother who was jealous of Snow 

White’s beauty.  The Stepmother learns from her magic mirror that the young 

girl lived in the woods and sets about killing off her competition. 

 

In the original Grimm’s Brothers version the witch changes her appearance to 

that of a haggard, old, beggar woman, and arrives at Snow White’s cabin with 

a basket of garments.  The naïve girl is unobservant and allows the woman to 

lace a garment around her body, pulling the strings so tightly as to cut off her 

oxygen.  Snow White falls to the ground unconscious. 

 

Her seven roommates arrive home from work to find her prostrate on the floor 

of the tidy cabin.  They quickly unlace her and she is revived. 

 

They warn her of the evil witch and beg her to be more cautious. 

 

Sadly, Snow White remains trusting and again the witch returns, this time with a poisoned comb.  Allowing the evil woman access, 

once again, Snow White is struck down by the harmful actions of her Stepmother. 
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Does our heroine learn her lesson and listen, not only to her roommates but also to her own instincts?  Does she observe the body 

language of the evil one who returns a third time with a poisoned apple? 

 

No and this time she is taken for dead and placed in a glass coffin. 

 

Make or Break Moment.  Snow White’s moment came with the first visit from her evil stepmother.  She already knew the nature 

of her stepmother based on the fact that an employee had been instructed to take Snow White into the woods and cut out her 

heart.  Had she used active listening skills to uncover the true desires of her nemesis she’d never fallen prey to the evil one’s 

intentions. 

 

What can we learn from Snow White?  Active listening skills are necessary in any interaction and in particular with our 

customers.  Often we are excited about telling of our products and services and neglect to uncover the true motives and desires of 

our customer.  Snow White was naïve and trusting and in that manner assumed the visiting beggar woman 

meant no harm. 

 

It is our act of assuming we know what’s best for our customer before asking penetrating, open-ended 

questions and truly listening causes us to miss the mark in our make or break moments.  What can we do 

differently? 

 

Deborah Chaddock Brown                                                            11    Copyright 2009 
Make or Break MomentsSM     All rights reserved 



Before offering suggestions and advice, ask the customer:  

 

• What the ultimate goal or expectation of the customer is 

• If they’ve tried the product or service before 

• What was their experience? 

• What did they like or dislike about the prior experience? 

• How might they use our product or service to achieve their ultimate goal? 

• Under what time frame were they working? 

• Within what budget did they hope to stay? 

 

As the customer shares their experiences, thoughts and expectations, listen carefully to what is said and what might not be said.  Is 

there an underlying concern that you might bring out into the open?  Is there a fear or past bad experience you’ll need to overcome?  

Is there an educational barrier you might need to traverse? 

 

• Take notes.  

• Encourage further discussion with follow-up questions. 

• Thank the prospect/customer for sharing and let them know that they are providing 

valuable insight and information which will help you make the most educated and beneficial 

recommendation. 

 

Had Snow White used her active listening skills she might still be cooking and cleaning for the 7 dwarfs.  Okay, so maybe her way 

was better as it led to a handsome Prince, but really, what are the odds that a hero will come galloping along to save our make or 

break moments?   
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Under Promise and Over Deliver 
 

Perhaps a lesser known Grimm’s fairy tale is that of the Frog Prince.  The story begins with 

a young, rather self-absorbed Princess who spends her days sitting by the pond in her yar

tossing a golden ball into the air. 

d 

 

One day the ball rolls into the pond and sinks to the bottom.  Distressed, the Princess cries 

pitifully until the Frog Prince asks what all the boo-hooing is about.  After learning the fate 

of her golden ball, the Frog Prince asks what she will promise if he retrieves the ball for her. 

 

“I promise to allow you to be by my side always as my constant companion, eating from my 

plate at meal times and sharing my bed at night.” 

 

However, once the ball is safely on shore, the Princess forgets her promise and skips home, golden plaything once again being 

tossed into the air.   

 

The Frog Prince follows her home demanding she keep her promises and the King, upon hearing the full tale says: 

 

“That which thou has promised must thou perform.” 

 

The Princess is less than pleased and struggles to fulfill her grand promises and ultimately throws the poor frog up against a wall! 
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Make or Break Moment.  The Princess clearly had a moment of decision when first approached by the Frog.  She needed to 

measure the value of the lost toy against the promise of a relationship with the frog.  She assumed the Frog wouldn’t hold her to her 

grand proclamations, thinking incorrectly that the frog wouldn’t follow her home.  Had she tempered her promises to ones that she 

was able to keep, the situation could have been avoided. 

 

What can we learn from the Princess?  Once a promise is made to a customer or to an entire community, there is an 

expectation that the promise will be fulfilled without fail.  So promises of one-hour delivery, 100% satisfaction or your money back or 

guaranteed satisfaction are grand statements that are viewed as the EXPECTED, not a nice bonus. 

 

What can you promise and ensure delivery every time – no matter what? 

 

Take your employees on as a team to discuss what possible expectations your customers have and what they feel they can always 

provide.  Think through your own business and shopping experiences to uncover what your expectations may be.  Think of a time 

when those expectations were exceeded.  How did that make you feel?  

Remember a time when the expectations were not met.  How did that 

make your feel?  So what can you promise and always deliver? 

 

Here is a graphic of promises the Department of Work and Pensions offers 

its customers.  It is a visual promise both customers and employees can 

understand and expect.  What promises do you make? 

 

Make a list of the possible promises based on expectations.  Invite 

your best customers to help make the list. 
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Visit your competition.  How do they measure against the customer’s expectations?  Where do you over deliver?  Where do you 

have opportunities for improvement? 

 

Compile a list, along with your staff, of those expectations you will always exceed; those items with which you’ll under promise and 

over deliver. It could be something simple like offering each guest a cup of coffee.  Wal-Mart greets each customer with a smile and 

a warm “hello.”  We may make fun of the Wal-Mart greeters, however, if they weren’t there to say “hi” we’d notice.  And we’d miss 

them. 

 

Develop a measurement tool to help insure the agreed upon promise will always be met.  Ensure that it is spelled out in your 

training materials so that each new employee understands the importance and the reason behind the action. 

 

What gets measured gets done so follow-up with your staff and share results.  Celebrate successes.  Utilize your top performers 

as trainers for new and challenged team members.  Spotlight the best improved!   

 

What promise can you make and become known for in your industry? 
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Even the Most Challenging Guest can be won 

Over with Empathy. 
 

Maleficent, the villain of Grimm’s Sleeping Beauty, could have become one of the 

many adored Aunts of Princess Aurora had her initial visit to the royal family been 

treated with empathy. 

 

The tale opens with the King and Queen overjoyed at the birth of their long-awaited 

daughter, Princess Aurora.  As the baby lies beautifully in her crib, the townspeople, 

local gentry and three Fairy Godmothers come to offer their gifts.   

 

Maleficent, the town bully pops in unexpectedly to visit the baby.  Her reputation precedes her and the gathering crowd takes a 

collective step back.  You’ve been there, right?  A prior customer comes into your business and you cringe inside remembering how 

challenging they can be.  You almost wish the floor would open and swallow you whole just so you can avoid a confrontation. 

 

In the story of Sleeping Beauty the make or break moment comes with the first response.  The situation could have gone a number 

of different ways, however, when one little Fairy Godmother speaks up to say “You Weren’t Wanted,” the story takes a sinister turn.  

Soon our story leads to a sixteen year exile in the woods, fingers pricked on spinning wheels and a lifetime of sleep waiting for the 

handsome prince to fight his way past dragons and through a wall of thorn bushes to offer love’s true kiss. 
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Make or Break Moment.  The moment of truth is clear; the event all hinged on the greeting.  Had Maleficent been greeted warmly 

and made to feel welcome the story, as we know it, might never have happened.  A warm greeting could have melted her heart and 

turned her from her evil ways.   

 

What can we learn from Maleficent?  We’ve all faced a Maleficent in our business.  She is typically a returning customer, 

however, she could be a customer of your competition that has been frustrated and comes into your office spitting fire.  Greeting 

with warmth, empathy and concern will quickly take the wind out of their fire-breathing sails and allow you to work together to 

uncover a solution.  So what do you do when Maleficent comes to visit? 

 

• Greet warmly and with a smile that reaches your eyes 

• Invite her to have a seat and start with an open-ended question:  “Tell me how I can help?” 

• Let her talk and don’t interrupt 

• Be slow to offer a solution until you are sure you have all the facts 

• Keep it fact-oriented  

• Don’t respond to the emotion except to say something that shows you care like: “I can see how frustrating that must be.” 

• Take notes – writing the facts down shows an interest and gives the true impression that you intend to help 

• Ask clarifying questions.  If you don’t understand something they’ve said:  ask them to explain. 

• Ask probing questions: get to the heart of the manner.  If your Maleficent is demanding a refund, assure them a refund will 

be forth coming, however, try to gather further information.  They originally set out to buy the product or service and 

presumably still need the product or service so find out what is really troubling them. 

• Offer positive body language – eye contact, nodding, leaning forward, focused attention 

• Thank Maleficent for bringing this to your attention.   
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Often the biggest bully or complaining customer is just someone who wants to be heard and understood.  Often their bluster is out 

of frustration and by taking the time to listen and respond empathetically you can turn a Maleficent into a lovable (and loyal) 

customer! 
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Judging a Book by its Cover had Beastly Results for One Prince  
 

Long before Belle (The Beauty) came to find her father held 

captive by an oversized Beast with bad manners, the young 

Prince was visited by a beggar woman baring a single long 

stemmed rose. 

 

She asks for shelter, offering the rose as payment.  The 

Prince, seeing only an old, ugly woman, refuses.  She asks 

once again and after his refusal a second time she turns 

into a beautiful woman who casts a spell upon the Prince. 

 

“You shall remain a Beast until you find someone willing to 

love you despite your hideous looks.” 

 

We all know that our heroine, Belle, is able to look past his frightening shell to the person within, thus setting him free from the 

spell. 

 

Make or Break Moment.  How different this story would have been if the Prince had looked past the physical attributes of the 

beggar woman and offered her shelter as she’d asked.  I guess there wouldn’t have been much of a story, would there?  The entire 

story was based on his ignorant assumptions.  He judged the book by its cover and boy did the fur every fly! 
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What can we learn from the Beast?   How often do we judge a customer by their dress, the car they drive or the way 

they speak?  We make assumptions based on their outward appearance and often that will impact what 

products or services we offer.  Even worse, it may even impact our attitude toward them completely.   

 

Remember the movie Pretty Woman with Julia Roberts?  She sets out to purchase a new wardrobe 

armed with attitude and a limitless credit card.  However, the sales women make assumptions based on 

her skimpy attire and refuse to wait on her.  “You work on commission, don’t you,” Julia says after a 

complete make-over and returning to the rude sales staff to gloat.  “Big mistake!  Big!  Huge!” 

 

Sometimes we make financial assumptions based on our own bank account.  When I worked for Pearle 

Vision we sold eye glasses which were custom made for each person based on their prescription and 

frame choice.  We hoped to receive full payment before making the glasses however, often the sales staff would have difficulty 

asking for the full amount.  If the full amount was $569 and the sales person knew they personally didn’t have that kind of money, 

they’d make the assumption that the customer didn’t either.  I can remember hearing a sales person say “That will be $569, but you 

can just put down ten dollars as a deposit.”   

 

AHHHHHH!  The materials to make those glasses, that I would have to pay for in advance, far exceeded the deposit the sales person 

took.   
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Here are a couple rules of thumb you can live by: 

1. If the customer is offered the opportunity to pay less than the full amount due – they will pay the smaller amount even if 

they have the full amount in their pocket. 

2. The amount a customer puts down as a deposit is the odds they’ll return to pick up the product when it is ready.  I watched 

this occur over and over in the almost 20 years I worked in the optical industry.  We’d take a 10% deposit and inevitably the 

customer would never return.  Perhaps they found a better deal at a competitor.  If they only put down $25 but saved $30 at 

another location…we were left holding the custom made product! 

 

Leave your judgments outside your business.  Greet each customer with the idea that you will listen and learn what they need and 

make recommendation BASED ON THE NEED not based on what you think they can pay.  And then ask for the full amount upfront!  

If you don’t ask…you won’t get. 
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One Person’s Scary is Another’s Entertainment 
 

The Wonderful Wizard of Oz is a classic tale by L. Frank Baum made into an all time favorite 

movie directed by Victor Fleming and starring the legendary performer Judy Garland.  I can 

remember watching this movie as a young seven year old and each year I would look forward 

to sitting with my Mom and watching the exciting story unfold.   

 

Although I enjoyed watching the movie, the scenes with the witch scared me witless and I 

would beg my Mother to sit closer on the couch.  Even as I grew older the Wicked Witch of the 

West would give me chills and I hesitated to allow my children to watch the movie.   

 

When my son was eight he asked if he could watch the movie and I said “perhaps after your 

younger sister goes to bed.”  Emily, who was only three at the time, said “I saw it already at 

daycare.”   

 

WHAT?  My baby watched the frightening witch without her mother’s comfort and protection.  “It’s not scary,” she informed me.  “It 

was fun.” 

 

 

Make or Break Moment.  What was scary for me was just plain entertainment for my children.  In my mind, I had applied my 

history, my fears, and my viewpoint on my children and I was wrong.  Rather than show my shock, I gathered them by my side so 

they could protect me as we viewed the movie together.   
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What can we learn from the Wicked Witch of the West?  Not everyone views things through the same pair of glasses.   

A mink coat to one person could be the best gift ever while to another could be viewed as the death of several small, defenseless 

animals.     

 

A “buy one get one” offer may seem like a great loss-leading advertising campaign, while to a customer whose had a bad 

experience, might seem like “bait and switch.” 

 

Whose Reality is the Truth? 

 

Not long ago I overheard a conversation between a customer and a sales person.  The customer wanted a refund for a product and 

the sales associate was explaining that the company policy dictated that a check would be sent to the customer’s home.   

 

The customer was upset.  The employee’s response? 

 

“Did you read your receipt?  It clearly states that you’ll receive a check.  I don’t write the check, the office does and unless you live 

out in the country, you’ll have it in two days.” 

 

The customer had hoped to receive the refund in the store.  The employee’s response? 

 

“Did you not hear me explain the policy?  I don’t make the policy; I’m just explaining the policy.  You’ll get a check.  You’ll get your 

refund.  What part of the policy do you not understand?” 
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If we were to talk to each person separately, how would they recount the incident?  The TRUTH, from the sales person’s 

perspective, might sound something like this: 

 

“I have no clue why the customer got upset.  He wanted a refund and we are giving him a refund.  What more did he want?” 

What might the TRUTH be from the customer’s perspective? 

 

“I have never been so insulted in all my life.  There is no way I’ll ever go back to that store.  I returned a shirt because it didn’t fit 

and I wanted a refund.  Businesses give refunds all the time.  I returned the product, why can’t I have my money?” 

 

It was a Make or Break Moment. In an instant, the sales person turned what could have been a customer for life into the biggest 

negative marketing tool the store could possibly have; a dissatisfied customer. 

 

These moments of truth speak to the PERCEPTION of those involved in the conversation.  Reality is irrelevant.  All that matters is the 

perception or the feeling with which the customer is left.   

 

How can you close the gap between the customer’s reality and yours? 

• Remember they come to the conversation with other baggage that could color their response. 

• Listen closely to what the customer isn’t saying; respond to more than just their words. 

• Put yourself in their shoes.  In the circumstance I witnessed, the customer may have needed or even counted on the cash for 

another more immediate need. 

• Being right can most often be wrong. 

• Ask more questions than you give answers; it will help you uncover the true issue. 
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In this competitive environment our customers have so many choices available to them.  By truly listening and understanding the 

needs of our customers, especially when they are unhappy, helps build a relationship which leads to customer loyalty.  The old 

adage “the customer is always right” isn’t necessarily true, however, their perception of the situation is always the truth! 
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Sometimes You Just Have to Walk Away 
Do you remember the tale of Hansel and Gretel?  Disney hasn’t made this old tale into a movie 

but the story is still familiar even without their support.  In this story the economic times are 

tough and there isn’t enough food for the family so the siblings are sent into the forest to die or 

fend for themselves; whichever comes first.   

 

They stumble upon a house made of gingerbread and gumdrops and begin to nibble on the 

siding before the resident witch captures them.  The brother and sister make a good team and 

through creative ingenuity they manage to out smart the witch for weeks on end.  

 

However, finally our duo has had enough and they escape the witch but not before Hansel 

pushes her into the heated oven, slams the door shut and then, with his sister by his side, they 

walk away; safe at last.   

 

Make or Break Moment.  The brother and sister work well together and with every challenge they strategize, communicate, share 

ideas and uncover a way to work through to another day.  However, they finally have just had enough!  In the end our villain is 

baked to a crisp. 

 

What can we learn from Hansel?  Sometimes you just can’t win.  You set out to take the high road.  You listen, you sympathize, 

you put yourself in the customer’s shoes and even after all of your efforts the customer is still demanding and unhappy.  What do 

you do?   
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Hopefully this is rare occurrence but there are times when you just have to go your separate ways.  Try as we might, there will be 

times when we are unable to please a customer.  It doesn’t mean they are difficult.  It doesn’t mean we are a bad company.  It just 

means we aren’t a good fit.   

 

Should you come to this conclusion with a customer the best strategy is to say goodbye: 

• Explain to the customer that you understand their frustration 

• Reiterate that the customer desires a product or service that meets their needs 

• Suggest that their needs might be met more completely by another company and make recommendations of companies more 

suited to fill their requirements 

• Explain that what they’ve asked for isn’t your focus (don’t belittle your abilities or put down your quality) and they desire a 

specialist 

• Thank them for their patience  

• Wish them well 

• Be firm but kind and respectful 

 

Sometimes we have to come to the same conclusion that Hansel did and “stick a fork in it” because 

this relationship is done!  If you handle the Make or Break conversation with calm grace the customer 

will respect you for your honesty and leave feeling positive about the experience even though you haven’t 

been able to help them.
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Make or Break MomentsSM happen multiple times each day; at home and at work.  How we approach those moments will 

determine the outcome.  However, if we approach conversations, relationships and chance encounters as opportunities to make a 

difference we’ll enjoy deeper friendships and valued customers who remember, return and refer! 

 

Face Make or Break MomentsSM with: 

 

• A desire to exceed expectations 

• Active listening skills 

• Consistently under promising and over delivering 

• Genuine empathy 

• A desire to uncover and fulfill their needs rather than judging without the facts 

• An understanding that perception is reality 

 

 

I would invite you to join a regular discussion on Make or Break Moments 

at my blog:  Make or Break MomentsSM.  You can also follow me on Twitter. 

 

Interested in have me work with your team to develop the skills necessary 

to face Customer Make or Break MomentsSM with confidence?  Please 

give me a call: 330-414-8792 or drop me a line:  

Deborah@makeorbreakmoments.com
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