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In this issue:

Delivering Bad News

With supply chain issues, rising costs and difficulty 
hiring employees, businesses may not be delivering 
the same level of service and have potentially needed 
to deliver bad news to a disappointed customer.  

READ MORE
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What Business Owners Want in 2022

All business leaders share at least one goal, and 
that is to see their companies thrive. Despite the 
challenges and stressors they have faced, 
businesses have reason for optimism.  

READ MORE



1. Be Proactive
Tell the customer as soon as you foresee a potential problem. 
Your customer will appreciate you letting them know as soon 
as possible. Proactive behaviors go a long way in preventing 
a customer from becoming upset. If you are unable to tell a 
customer ahead of time, never delay in communicating 
bad news when it arises. Reporting regularly and keeping 
customers informed throughout the process will keep situations 
from escalating negatively. 

2. Be Prepared
When delivering bad news, be as prepared as possible and 
have a full understanding of the issue. Since customers are 
likely to feel a situation is unfair, conversations can quickly 
escalate and become emotional. 

For that reason, think about and even script out all possible 
customer reactions so your staff is prepared to respond with as 
much helpful information as they can. Include the steps you have 
already taken and details on how the situation will be handled 
moving forward. It’s critical that the person delivering the 
message maintains calm control, listens intently, and speaks 
confidently about the ultimate outcome. 

3. Take Responsibility
Disclose all relevant information and resist placing blame on 
others. Customers react more positively when they see a 
company take responsibility for its own outcomes. No matter 
how angry a customer gets, it’s important to remain friendly 
and stay focused on solving the problem. 

Part of taking responsibility is providing a detailed plan of 
action for how and when a situation may be resolved. Presenting 
solutions in this way demonstrates issues are being addressed 
thoughtfully and not haphazardly.

4. Follow Up
The conversation isn’t over once the bad news is delivered. Keep 
in touch with your customer, find out how they are dealing with 
the issue, and monitor the effectiveness of solutions that have 
been implemented. Following up reassures customers that 
you are continuing to prioritize them and are committed to a 
satisfactory resolution of their problem. 

Delivering Bad News
With supply chain issues, rising costs and difficulty hiring employees, businesses may not be delivering the same level of 
service and have potentially needed to deliver bad news to a disappointed customer.  

Delivering bad news to customers is not easy, but the ability to do so with utmost professionalism is critical. Communicating 
unfavorable information includes letting a customer know that an unfortunate situation has occurred, a mistake was made, a 
product is no longer available, or any number of other potential concerns. No matter what type of bad news it is, it needs to be 
delivered with empathy. 

How you treat your customers during these difficult moments may define you. Remember, nobody expects businesses to be 
perfect all of the time, however, customers expect companies to remedy negative situations quickly. When done exceedingly 
well, customers often come away with a more favorable impression of a company than before the incident.

Four Strategies for Delivering Bad News

Key Takeaways

• Delivering bad news to customers is an essential skill for any business owner or employee. 

• The customer experience includes every interaction a customer has with you, even when you have to
 deliver bad news.  

• Remember to deliver bad news with compassion and work to provide a satisfactory outcome for the  
 customer. 

• Be proactive, be prepared and take responsibility when delivering bad news to a customer. And be sure 
 to follow up with them as often as necessary. 



What Business Owners Want in 2022
All business leaders share at least one goal, and that is to see their companies thrive. Despite the challenges and stressors they 
have faced, businesses have reason for optimism. While not perfect, the economic global recovery is expected to continue in 2022 
with some semblance of normality predicted to emerge. For that reason, a proactive approach to planning for the future is in order.

It seems reasonable to plan for things such as inflation, rising prices, and a shifting job market. Being nimble and prepared for 
these things means having a plan for increasing revenue and finding new opportunities.

Key Takeaways

• All business owners share at least one goal, and that is to see their business thrive.

• In 2022, business owners need new ways to cut costs, increase profits, find new opportunities, and grow  
 their business.

• Growing a business isn’t easy, but with the right products, services, and planning businesses can
 succeed this year.

Increasing Revenue
Businesses can use a variety of techniques to increase revenue:

Sell more: Increasing sales increases profits. Upselling or cross-selling encourages customers to purchase related services or 
items, which boosts revenue. Another way to sell more is to encourage repeat business. Keeping customers updated with 
marketing efforts encourages them to do business with you again. Finally, attracting new customers also increases sales. 

Raise prices: Another way to increase revenue is to raise prices. Businesses are facing global pricing pressures caused by 
labor shortages, supply chain disruptions, and inflation. As manufacturers spend more to produce products, they often need to 
increase their prices. Customers are also cost-conscious so companies will need to balance the rising costs with the end cost to 
the consumer. It is essential to communicate the benefits of products or services and why a price increase is necessary.

Cut variable costs: Reducing variable costs includes raw materials, direct labor, and commissions. At a time when companies 
are struggling to retain or hire workers, cutting costs on direct labor must be approached in other ways. Increasing productivity, 
better technology, or outsourcing may allow businesses to lower labor costs while still investing in current employees. Care 
should be taken that reductions do not affect the quality of products or services in ways that could adversely affect sales.  

Cut fixed costs: Rent, insurance, loan payments, and utilities are some of the most common examples of fixed costs. It can 
seem like some of these costs are unchangeable, but there are actions you can take to improve profitability. Savvy businesses are 
creative in renegotiating lease agreements, getting new quotes for insurance, or asking the bank for a lower interest rate.

Discover New Opportunities 
After periods of disruption, businesses that need to find new ways to achieve long-term success should consider:

Outsourcing: Grow more efficiently and maximize productivity through outsourcing. Outsourcing tasks, such as payroll or 
marketing, frees up employees to focus on core business operations. Working with a partner who understands business goals 
and can also help with a variety of products and services will save businesses both time and money. 

Marketing: Pricing pressures may have businesses thinking about cutting back on marketing, but studies show that businesses 
that invest in marketing fare better than those that don’t. Marketing keeps your business top of mind. Now is the time to invest in a 
better website, print and promotional items, and/or apparel. Seek advice from a trusted partner to help accomplish marketing goals. 

Customer Service: Businesses can stand out from the crowd and drive customer loyalty by ensuring customers and clients have 
a positive experience. Delight customers with freebies and branded swag like shirts, mugs, pens, and power banks. Excellent 
customer service encourages repeat customers, and may lead to referrals.




