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 ur  or sho  to a  is  ocate  o  ori i a   a  s o 
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CUSTOMER SERVICE TRAINING 
 

 
 
 

 

 
 

    tro uce  ourse     ame 

      hich  ositio  s  o  ou have Customer Service e  erie ce?
 e    Cashier  Server  Ca   Ce tre  etc  

  What are  ou e  ecti   to  ear a out Customer Service
to a ?

                

               

  ou   ve t e  ool Collection s eet in t e  or  oo  n you
  ve  lso receive t e s eet  ile   or   D    it  t e
m teri ls  y em il

 C  llen e to collect     ey  or s  orCustomer Service
    or s &  oss  reve tio      or s in  sessions

  ee   ritin   o n on t e    er t e  or s you  oul  li e to
 ee   rom t e tr inin   E    customer   olite  etc 

  e  ill collect  or s t rou  out e c  session to com lete
  ool Collection o  S AR Service     ey  or s  s one o 
your  ssi nments

  Any  or s you c n collect  rom t e intro uction 
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TOOL COLLECTION 

STAR Service 100 Words Challenge! 
 

Customer Service Words Loss Prevention Words 

1  26  1 
 26  

2  27  2  27  

3  28  3  28  

4  29  4  29  

5  30  5  30  

6  31  6  31  

7  32  7  32  

8  33  8  33  

9  34  9  34  

10  35  10  35  

11  36  11  36  

12  37  12  37  

13  38  13  38  

14  39  14  39  

15  40  15  40  

16  41  16  41  

17  42  17  42  

18  43  18  43  

19  44  19  44  

20  45  20  45  

21  46  21  46  

22  47  22  47  

23  48  23  48  

24  49  24  49  

25  50  25  50  
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Cha ter    What s Customer Service?
   oo   a  Customer Service
  Customer  o a t 
   irst  m ressio s
   m orta ce o   eam or 

Cha ter    Customer Service  ractice
   o  to  reet Customers
   ea i    ith a  i  icu t Situatio  or a    ha   

Customer
    o o   is  mme iate      ective 
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 ctivit  

E c    rtici  nt  rites  o n i e s   out e c  conce t in
Customer Service 
   o  ho customer service  or s ho to  rovi e it 

etc  
  Where   here  o you see customer service  
  Who   ho re involve    n   or ho  
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Customer Service is the act of assisting customers with their 
needs and desires ensuring customer satisfaction with a product 
or service in a professional and respectful manner. 
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 hi   o  a time  he   ou receive      Customer Service 

 ctivit  

   C oose one o   ns ers 
                                                              
   Stro       ree      ree     isa ree    Stro      isa ree

   S  re your  oo  customer service e  erience

                                  

   C oose one o   ns ers 

                                                                        
                       

   Stro       ree      ree     isa ree    Stro      isa ree

    o   o you  no  it  s  re your i e s
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Write Customer Service Problem or Complaint (1-2 sentences): 
 

 

                             

 hi   o  a time  he   ou receive  a  Customer Service 

Watch this vi eo  r   e n      Customer Service
 tt s       youtu e com   tc  v     y y   s

    t  in  o      customer service  i  you see in t e vi eo 
 S  re your     customer service e  erience

                            

    ea    est et  ilot  uys  i     or str n e  Air C n      ssen ers in  re ericton  
htt s       thestar com  usi ess             est et  i ot  u s  i  a  or stra  e  air ca a a  asse  ers i  
 re ericto  htm     te t West et    i ot    u s    i  a    or   stra  e     ir   Ca a a West et    i ot   ste  e    i    to    u    them    i  a  in  out   ic   irline  rovi e   oo  customer service  n  t e re son
   Watch this vi eo  oo  vs  a  Customer Service
 tt s       youtu e com   tc  v     R n A  

    ea    Commo  Customer Service  ro  ems a    o  to  eso ve
 hem
 tt s        ro ro s es  com  lo  customer service  ro lems 

   Write  o   a customer service  ro  em or Com  ai t  use o    
se te cesma imum 
  e  ill use t is  or  n  ctivity l ter
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   icie c  customers   nt  uic   elivery o   ro ucts or service

 o ite ess  reetin   eo le  it    smile or  rien ly   ello  or   oo 
  ternoon  c n m  e    i   i  erence in    usiness

 ro essio a ism customers   nt to  eel t ey  re c re   or    en you
  ve in  e t   ro uct  no le  e  n  or service in orm tion  you  ill
 e   le to tre t customers  ro ession lly 

                              

 erso a i atio  usin  t e customer s n me  ill  el   uil     oo 
rel tions i   it  t e customer  Customers li e    erson li e  c re    eir
loy lty  ill  ro   it  t e  erson li e  service 

 ua it   i    u lity o   ro ucts or service is t e  ey to incre se re e t
customers     you  rovi e more t  n    t customers  re loo in   or 
t ey  ill come   c  to t e  usiness    in  n  moreover t ey  ill
recommen  t e  usiness to ot ers 
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   What s   o a t  ?
    o  ou   o  the reaso s  h  customers  o  t

come  ac  to a  usi ess?   i   i  the reaso s



 

 

 

 

 

 

 

 

 

 

 

13 

I.C. STAR Service Workshop 
 

 

Loyal: giving firm and constant support 

 easo s  h  customers  o ’t come  ac   
66%: Uncaring/poor service 

18%: Dissatisfied with product/service 

8%: Better prices 

6%: Found another company 

2%: Location 
 
 
 
 

 
 
 
 
 
 
 
 

                            

 o a t  ma es a  i   i  ere ce i   usi ess

  What ma e  ou  o a 
to a  usi ess?
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Things that make a customer loyal to a business 

- Product Quality - Product Availability  
- Greeting/Welcoming - Display 
- Honesty - Location 
- Returns/Warranties - Referrals 
- Product Knowledge - Incentives 
- Cleanliness - Personalized Service 
 
 
 

 
 
 
 

       

 o a t incre ses  s service  ets  etter   ou c n  c ieve t e
 i  est loy lty   en your service is t e  est in t e m r et 

     a customer as s  ou
 here to  i   a  ro uct
i  a store What  ctio s
 i    e co si ere  as
     ce tio a  Service
    oo  Service
    asic Service
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 ost o  us have e  erie ce  the  act that  irst  m ressio s  ast  or a
 o   time 

We ca   rovi e  oo  service throu h some co tacts  ith customers
a    ai  re eat customers 

 o ever  it s eve   etter to start  ith a   oo   erce tio   

  ou o    have o e cha ce to ma e a  irst im ressio   
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“Y                             

to make a first impression” 
 

       g    

 

How do you perceive people and businesses when you try a new 
business? 

•  o   o you c ec  i  it’s    oo  service  or you  
• How do you judge the sales person? 
• How do you explain about the business? 

 

 t’s im ort nt to st rt o    it  t e  est  ossi le im ression  
 

 
 

 
 
 
 
 
 
 
 
 
 

  

                           

 oo  at  e t t o  ictures a   a s er  uestio s 

   What  o  ou see?

   Wh ?
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Important: do not make assumptions about your customers from 
your first impressions! 
 

 

                       

Whe   ou  oo  at a customer   ou ma e some assum tio s a out
the customer 

   What are im orta t thi  s to remem er  he   ou  oo  at a
customer?

Customers a so ma e some assum tio s a out  ou 

   What are im orta t thi  s to remem er  he   our customer
 oo s at  ou?

                      

Wh  is   eam or   im orta t?

    or    

    or  our C      

    or  our C S     S
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 or     
  S  rin   or  lo  
   e m s irit e  ort
   ositive  or  environment
  En oyin   or in  to et er
  Le rnin   rom e c  ot er

 or  our C       
   ore  ccom lis ment   ro uctivity ne  i e s 
   ncre se  s les
   re ter resources
   e lt y im  e

                                    

 or  our C S     S 
  E  iciency
   ore in orm tion service
    ster service
  Selection o  st   
   rien ly  n   ositive  tmos  ere

    W    is im orta t  or a   three  arties   
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  en you  reet customers  you s oul   ive t e customer t e
im ression t  t you  re tellin  t em    m so ha    that  ou came
here  

 a e sure to  reet customers as soo  as the  arrive 

         
  ello   o  c n    el  you to  y  
  i   o  is your   y so   r     t c n    o to  el  you to  y  
  elcome  is t ere  nyt in    c n  el  you  it   

 se  rie      o    a  ua e   cheer u  to e o  voice 

                           

   you  re  lre  y  e lin   it    customer  m  e sure to let t eother
customers   o   ou have  otice  n  t ey  ill  e ta e  care o  as
soo  as  ossi  e  

         
  oo  mornin   someone  ill  e  it  you s ortly  
  ello     ill  e  el in  you  s soon  s  ossi le 
 le se   ve   se t  ere  
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 ctivit    o e   a 
 Customer Service Sta    reet t e Customer
 Customer  s   or    ro uct
                                                         
 Customer Service Sta   t in    out    t s oul   e  one  n     t

you s oul  tell t e customer
 Customer  ive  ee   c       y  it  t e customer service  S AR

Service  
 S itc  roles

               
 o  t  or et to smi e as
 ou  reet customers  

                            

   a customer as s  or a  ro uct  hich is out o  stoc   ma e sure to 

  C ec   it  ot er store loc tions
   in  out   en it s  oin  to  e in stoc 
     er   r inc ec  i  it s   s le item
     er simil r  ro ucts
     er to  l ce  n or er  n   ive  n estim te  elivery   te

 o  ot  ust sa  

      on t  no   
    e  on t   ve t e  ro uct 
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 o   o you  emonstr te t e  ollo in  

    ro essio a ism
    a  ers
    es ect
    atie ce
      icie c 
    erso a i atio 

                        

   ro essio a ism  ro uct  no le  e   ro ession l  ttire  customer
c re  cle n    e lin   is l ys  usiness settin s

   a  ers  ro er  reetin    o y l n u  e  n  res onse

   es ect  erson l s  ce  v luin  customer s e  ect tions  n 
 ee   c      reci tin  customers



 

 

 

 

 

 

 

 

 

 

 

25 

I.C. STAR Service Workshop 
 

“                               

                      ” 
 

               
 

 
 

 
 
 
 
 

 
 
 

 
  

                        

   atie ce st yin  c lm  listenin     n lin   n ry customers 
em  t i in  customer s     e  erience

     icie c  minim l   it time   rioriti in   soli   u  ement 
 n ly in  lo istics  imme i te  ction   oo  communic tions 
or  ni  tion o   usiness settin  system

   erso a i atio  remem erin  usin  customer n mes 
 erson li in  service   ollo  u 
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          ’                      

                               ’      
 

T                     CEO I   

 

 

 
 

 
 
 

  

                                          

 ollo in  t e         style  you  ill  e   le to  rovi e t e customer
service t  t  rin s re e t customers

 Listen  elcome t e customer  n  listen to nee s
 E  ect tions  in  out    t t e customer e  ects
 An ly e An ly e  o  you c n meet t e nee s
 Res on  Res on   y m  in   n  ction
 N vi  te N vi  te t e customer to  not er visit
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   t  re    ster  Sho  ers  

  ten  usinesses sen   ster  Sho  ers to t eir stores   ystery
S o  ers  ill visit t e  usiness  n   reten   s   customer    en
 ssess  u it v rious  s ects  s you c n see on t e s m le  orm 

  e  usiness  ill receive t e com lete  ssessment  orm    is me ns
 ny  or ers m n  ers   o  on t  ollo  st n  r   roce ures  n 
meet e  ect tions  customer service   usiness or  ni  tion  s  ety 
etc    ill  et re orte    t s im ort nt to  no   o  to  o your   rt
 ro erly  s    or er in    usiness 

Chec  out the sam  e   ster  Sho  er  ssessme t  orm  ne t sli e 
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What  i   o  uestio s  i   a  ear o  the assessme t  orms o 
 i  ere t  or   aces?

    estaura t

   Ca   Ce tre

    os ita  

 St n  r i e    tients  re sent un nnounce  into  ysici n s  r ctices to ev lu te t e st n  r s o  c re

                                                         
   

 t s im ort nt to  no   o  to   n le  i  icult situ tions  n   iss tis ie 
customers 

Situ tions v ry  rom  rustr te  or concerne  customers to very  n ry 
emotion l  n  or voc l customers 

 ctivit  
C oose one o   ns ers 
                                                             

  Stro       ree      ree     isa ree    Stro      isa ree
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   you   ve notice  t e customer  oesn’t loo      y  n  t e 
customer expresses his/her complaint, practice following steps: 

1. Listen to the customer sincerely and acknowledge the 
situation. Find out details. 

2.  el   it  customer’s emotion  irst  

 . . I’                                          … 
 . . I                                          … 

3. Investigate/Resolve – find a solution or offer something that 
will make up with the issue. You might have to talk to your 
manager about what you or the business can offer to the 
customer. 

4. Thank the customer and follow up. 

 

 o  t ta e it  erso a    
 ut ta e it  ro essio a    

   o   o  ou ha   e a  u set customer?

Watch this vi eo  ea i    ith a     r  Customer  rai i  
 tt s       youtu e com   tc  v       yn  o
Watch this vi eo  o  to  a   e  u e Customers  iste  a      ersta  
 tt s       youtu e com   tc  v      m   m 
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 o  ts
 Don t i nore t e customer
 Don t  r ue  n   l me someone
 Don t interru t

 o s
 Listen  ctively
 Sto     t you  re  oin   n   ive    ull  ttention to t e customer
 Rem in c lm  n   ct  ro ession lly
 Let t e customer vent
  se  ro er  o y l n u  e
 A  reci te  n  v lue customer s concerns  lt ou   your t ou  ts

mi  t not  e t e s me  s customer s

              

  o o  is imme iate   e  ective 

 ust s yin     m sorr   ill m  e t e u set customer  eel  etter   ou  re
not   mittin      ult  ut  c no le  in  customer s     e  erience  As
you s o  yourem ath  n  listen to t eir concerns  t ey  eel t ey  re
im ort nt to you  n  you v lue t eir t ou  ts  n   eelin s 

 m ath  un erst n in   eelin s  n  concerns o   not er  erson

Watch this vi eo  o  to  a   e Customer Com  ai ts
    youtu e com   tc  v    N  cRl  
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 ctivit    o e   a   ariatio 

 Customer Service Sta    reet t e Customer
 Customer re   t e com l int you  rote e rlier
 Customer Service Sta   t in    out    t s oul   e  one  n     t

you s oul  tell t e customer
  ive  ee   c      ositive  ee   c   n    su  estion 
 S itc  roles
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 ee  ac is ver  im orta t  or the  usi ess 

  en   customer  ives you  ee   c  ne  tive or  ositive  it  el s
your  usiness 

Wh ???

    o  ca   ositive  ee  ac  he   the  usi ess?

    o  ca   e ative  ee  ac  he   the  usi ess?

Watch this vi eo  oo  Customer Service   et Customers   o   ou
   reciate  hem
 tt s       youtu e com   tc  v S e     Rns

Your most unhappy customers are 

your greatest source of learning  
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* It is also important to ask your supervisor how much discount/extra 
service you can offer to customers. 

 

                     

 et s  atch this vi eo a   see  hat  ou ca   ear 
 rom it 

 tt s       youtu e com   tc  v  S    v ii 

  What is  our s ecia    C   ?

 Share it a ter the vi eo

Watch  he  a  Wa      aro ess vo  S etch Sho 

 tt s       youtu e com   tc  v sNS   sL   

                                       

 et s com  ete the  Customer Service Chec   ist 
i  the  or  oo  

 r  use the  ist i  the  e t s i es
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Customer Service Check List 

Rate each of the following questions and total your score at the 
bottom: 

1 = Never 2 = Sometimes 3 = Always 

Do you… 

___ Greet customers in a friendly manner as soon as you notice a 
customer walks in the business? 

___ Give your full attention to customers? 

___ Show your appreciation to customers for coming to your 
business? 

___ Use a polite and calm speaking manner in all situations? 

___ Provide respectful, honest and sincere service? 

___ Treat your team members as if they are your customers? 

___ Keep personal business aside? 

___ Maintain confidentiality of customers and business? 

___ Use smiles and happy voice and show you enjoy working and 
helping customers? 

___ Maintain professional appearance and image so you can 
represent your business well? 

___ Know about your products and update related information? 

___ Listen to customers carefully and recognize customers’ needs 

and expectations? 

___ Follow through on your commitments and promises? 

___ Help customers and co-workers even if it’s not your duty? 

___ Offer extra service/suggestions and referrals if you can’t meet 
customer’s needs? 

___ Adjust your conversation with customers to suit to their 
expectations? 
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___ Maintain a clean and organized environment in the business? 

___ Demonstrate patience with any customers and co-workers? 

___ Balance time for each customer, not spending too much time for 
one customer while other customers are waiting? 

___ Avoid judging customers by their appearance? 

___ Do you give appropriate personal space and comfortable 

service approach to customers? 

 

____ Total 

 

Your Current Customer Service Skills: 

55-63 Superior Customer Service Giver!!! 
 You rock in Customer Service and achieve high loyalty 

and business goals. You will be able to help your co-
workers acquire some of your good customer service skills. 

31-54 Good Customer Service Rep! 
 Your Customer Service brings some repeat customers and 

provides day-to-day service sufficiently. Pay attention to 
what Customers want and how to treat them in the way 
they would like to come back to see you again 

11-30 Customer Service Learner 
You might not have much experience in customer service 
and need to learn effective customer service skills from this 
training. Think about ‘Take initiative’ ‘Go the extra mile’ 
‘Appreciate the customer’ and ‘Keep proficiency and 
consistency.’ 

 
 

 

LOSS PREVENTION TRAINING 
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   e i itio  o   oss  reve tio 
     es o   etai  Crime
  Shri  
    ter a   he t
   mateur vs  ro essio a 
   r a i e   etai  Crime   oosters    e ces
   o  to  reve t  he t
    e ti  i    ote tia  Sho  i ters
  What to  o   he  Sus ecti   or Wit essi    he t
    roce ures a ter  he t
    acia   ro i i  
    e  or  he t
     ter a   he t
    etai   io e ce   o s    o  ts
    Sa et  a    ea th  ui e  or   W        W     S 

 o a   ou Wi    ear 

 oss  reve tio 

   What  o  ou thi    oss  reve tio  is?

       i eas a out  here   oss  reve tio  shou    e use ?

 Ca a ia   etai   usi esses su  ere   osses
at a rate o        o  sa es i       over    i  io   o  ars  
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Definition of Loss Prevention 

   oc etin 
   ic   oc et
   eistin 
  Ro  ery
   ur l ry
   re   in
   u  in 
  L rceny

  A  ro ri tion
   S o li tin 
    il erin 
   Nic in 
     e t
     ievin     ievery 
    ol u 
   Em e  lement

   ist o  Wor s  or  Stea i   

  ce  o e  it s  o e   ou ca  t  et it  ac 
 ou ca  t e  ect  o ice to he    ith the  oss
Sa et   irst 
  o  e  e o  the the t is im orta t
 re are to  reve t
  o   hat  ou ca   o a   ca  t  o  he   ou  it ess a
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Retail Loss Prevention is a set of practices employed by retail 
companies to reduce preventable losses = to preserve profit. 
Deliberate human actions that cause loss to a retail company can be 
theft, fraud, vandalism, waste, abuse, or misconduct. Inadvertent human 
actions attributable to loss are poorly executed business processes, 
where employees fail to follow existing policies or procedures – or 
cases in which business policies and procedures are lacking. Loss 
prevention is mainly found within the retail sector but also can be found 
within other business environments. 

 
Traditional approaches to retail loss prevention have been through 
visible security measures matched with technology such as CCTV and 
electronic sensor barriers. Most companies take this traditional 
approach by either having their own in-house loss prevention team or 
using external security agencies. 
 
 
 

 
 
 

Types of Retail Crime 

 oss Crimes

   What  i   o   oss Crimes  o  ou   o ?

 

  he t o  a       item  rom a store o erati   o  a      ro it
mar i  re uires the sa e o         i  mercha  ise to ma e

u  the  oss 

    Su erm r ets  n  ot ers o er tin  on lo 
m r ins o     must sell     in merc  n ise   ust
to cover t e t e t o          item 
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• Shoplifting is a common crime committed against retail 
business. It involves stock being stolen by a thief posing as a 
customer. It may be committed by individuals or organized 
groups. 

• Money fraud is when criminals use an illegal method to pay for 
goods. This may include counterfeit cash, stolen credit cards or 
fraudulent cheques. 

• Checkout fraud includes a number of tactics where criminals 
avoid paying in full for goods when paying at the tills. Examples 
include swapping barcodes or price stickers for a less expensive 
item or deliberately failing to swipe a product at a self-
checkout.  

• Refund fraud is another crime that can happen at the till. It can 
take the form of an offender attempting to return a stolen item 
in exchange for money or credit, or falsifying receipts. 

• Burglary can be committed against retail stores, usually when 
the shop is closed. These ‘smash and grab’ crimes involve 
forcing entry and stealing merchandise. 

• Vandalism is also a risk for retail businesses. It could include 
graffiti, smashed windows or damaged signs. 

• Online scams are a risk for retailers, particularly those who sell 
online or hold customer data digitally. They could become a 
victim of online fraud or cyber security breaches. 

• Vendor fraud is schemes in which a company’s accounts 
payable and other payment systems are manipulated for illegal 
personal gain – billing, invoice and cheque tampering 
schemes, etc. 

• Sweethearting is when you have an employee that gives 
discounts to their friends, family, or significant others while 
they’re on shift. It could escalate and causes loss to business 
when it exceeds the employee advantage policy. 
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External Theft: customers, organized gangs, online scams and 
vendors 

 

Internal Theft: employees and managers 
 

Trust Nobody?  

Theft could be committed by your co-worker or manager, delivery 
person or anyone such as an elderly lady, mother & daughter, 
security guard, etc. 
 

 
 
 
 
 

 
 
 
 
 

Causes o   oss i   usi ess

  Who causes the  oss to
 usi esses?
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 other a    au hter? 

  

Watch   om a   tee   au hter arreste 
over a  e e  sho  i ti   

 tt s     c   com NE S     AND DA    ER ARRES ED 
  R ALLE ED S   L    N          

   o   i  the  stea ?

 our  m  o er s  usi ess is Shri  i  ??

   What s  Shri   ?
    i   i  Sources o  Shri  

  

Sources o  Shri  
 E tern l 

S o li tin 
  en or  r u 
 A ministr tive

Error
  ntern l 

Em loyee
  n no n
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Shrink: periodically retail business inventories all of the 
merchandise in the store. Items that are unaccounted for 
compared to what the inventory system believes the store should 
have are losses or "shrink". 
 

 
 
 
 

 
 
 
 
 

   o   oes it ma e  ou  ee   he   ou thi    ou

have  it esse  a the t  Co or er Customer ?

 t s  a  e i    rou    ou 
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THE OPPORTUNIST 

Watch     es o   hieves    ose  
 tt s       youtu e com   tc  v     sL  v  

  Ca   ou  ist t  es o   etai   hieves?

 etti   to   o    ter a   he t

     es o   etai   hieves

     ortu ists    
   ro essio a s   
   he  m overishe    
   ru  a    am  i      icts   
   hri   See ers   
    e toma iacs    
    se t  i  e    
  le tom ni cs is t e in  ility to resist ur es to ste l items t  t you  ener lly  on t re lly nee   n  t  t
usu lly   ve little v lue 
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The opportunist is an amateur shoplifter and likely to steal something 
just  ec use t ey c n  t r etin   oo s t  t  ren’t secure  or monitore  
adequately. This shoplifter may even be a regular customer, who feels 
entitled to a discount due to their ongoing, repeat clientele. 

• Work alone or in pairs 
 

THE PROFESSIONAL 
The professional shoplifter steals for profit (selling stolen items) as a 
living 

• either working alone or in small groups 
• one of the hardest shoplifters to spot 
• usually targets popular consumer goods with a high resale value; 

steal multiples of the same item 
• if they belong to a large organized group, they are dangerous 

 

THE IMPOVERISHED 
The impoverished shoplifter steals out of need, but despite their 
disadvantaged socio economic situation may still be hard to pick. 
 

THE DRUG USER/ADDICT 
This shoplifter steals to feed a habit either re-selling the items they take 
or attempting to return them for a financial refund. 
 

THE THRILL SEEKER 
Usually egged on by a dare, the thrill seeker tends to steal on a whim 
and as part of a group. Teenagers often fall into this category. 
 

THE KLEPTOMANIAC (inability to resist urges to steal items that are 
usually needed) 
This type of shoplifter generally targets low value items and steals out of 
compulsion. 
 

THE ABSENT MINDED 
This unintentional shoplifter steals by pure mistake, and may include the 
elderly, and parents distracted by young children. 
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The top 10 emotional motivations for stealing  
 

1. Anger—to try to take back, to make life fair 
2. Grief—to fill the void due to a loss 
3. Depression—to distract from sadness, to get a lift 
4. Anxiety—to calm fears, to comfort 
5. Acceptance/Competition—to fit in 
6. Power and Control—to counteract feeling lost or powerless 
7. Boredom/Excitement—to live life on the edge 
8. Shame/Low Self-Esteem—to create a reason to feel bad, or to 

feel competent at something, even if it's a bad act 
9. Entitlement/Reward—to compensate oneself for overgiving 
10. Rebellion/Initiation—to locate one's identity 
 

  What are the emotio a  reaso s  or
stea i  ?

Wh ???
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Amateur VS Professional 
Shoplifters come from all walks of life. Basically, however, they fall into two 
broad categories: amateurs and professionals who steal for a living. 
 

Amateur 
• Majority of shoplifters 
• More opportunistic in nature 
• Not as skilled as professionals 
• Generally nervous and self-conscious 
• Steals for personal profit – wants the item for self 
• Conceals the item in pockets, stroller, clothes, bag, etc. 

 

Professional 
• Smaller percentage of shoplifters 
• Steals for living – selling stolen items for profit 
• Account for more significant loss for businesses – stealing multiples of 

the same item 
• Most difficult shoplifter to deal with – a lot of planning goes into their 

acts of thievery – always ahead of loss prevention plans 
• Typically operates in a team* - plans to delegate each role and what to 

do if any occurrence happens 
• Often uses booster bags Some are large organized groups 

  What are the  i  ere ces  et ee   mateur
Sho  i ters a    ro essio a  Sho  i ters?

 mateur v s   ro essio a ?
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What s this??

                                 

                                                                                                

 ro essio a s o ten use    t  re  no n  s   ooster    s      s
line   it  tin  oil    e  ooster    s  revent security  l rms  rom
 oin  o     en merc  n ise  it   nti t e t  evices  re move 
t rou   t em    is  llo s  ro ession ls to s ve time in t eir
o er tion  n  m  e conce lment e sier 
 ost s o li ters  ttem t to t  e conce le  merc  n ise into  
  t room or corner o  t e store    ere t ey t en remove t e
 ctu l  ro uct  rom its  rotective   c   in     e  ooster    
 llo s  or merc  n ise to  e stolen   ster  in   muc   re ter
 u ntity   n   it  less ris  o   ettin  c u  t 

 ro essio a  Sho  i ters     
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 ro essio a s ill ty ic lly   ve one te m mem er  istr ct Loss
 revention o  icers or em loyeesne r t e  re    ere t ey  is 
to commit t e t e t    is  istr ction norm lly consists o 
el  or te  uestions t  t t e em loyee  ill nee  to concentr te
on or re uest  ssist nce  or 
  ny  ro essio a s utili e  lue toot   e  sets   llo in 
communic tion  et een every mem er o  t e te m   in lly   s
s o li tin  is t eir  ro ession  n only me ns o  m  in  money 
 ro ession l s o li ters r rely  ive u   it out  ttem tin  to  lee
t e scene    is me ns   vin    et   y c r re  y   n   ein 
re  y to  i  t em loyees  s    rou  

 ro essio a  Sho  i ters     

Wh   o the  stea   i e  eter e t?
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  o ice See   a   ho Sto e     ott es o  i e  eter e t  rom Sto    Sho  
S          C S  Stou hto   o ice  a t to   o   ho sto e a  ar e amou t o   i e  au  r 
 eter e t  rom a Sto    Sho  o   a e ti e s  a  

Someo e  e t the su ermar et  ithout  a i    or a out     ott es o   i e  hurs a  
 he  e artme t has re ease  a survei  a ce ima e o  the ma  

 o ice are  oo i    or this ma  a ter  i e  as sto e   rom a Sto    Sho    ma e cre it  Stou hto 
 o ice 

   o e  ith i  ormatio  is as e  to ca    o ice              

htt s    osto  c s oca  com            stou hto  sto  sho  ti e sto e   o ice 

What  ou   the thie   e  oi    ith sto e  items?

 ea  this artic e a   thi   a out  hat the thie   ou    e  oi  
 ith sto e  items

 r a i e   etai  Crime  etho s

 he  ooster  e ce  cos stem

  What are   oosters  a     e ces  i  r a i e   etai  Crime?



 

 

 

 

 

 

 

 

 

 

 

50 

I.C. STAR Service Workshop 
 

 

 
 
 

Boosters - The people who steal products intending to resell them 
 
Level 1 Booster:  someone who steals relatively small amounts, works 
alone, and operates locally. If they live in Winnipeg, they might never 
leave Winnipeg to steal. They might steal things from their 
neighborhood store and walk right across the street to another store to 
sell them. 
 
Level 2 Booster: a booster begins to travel to nearby cities to steal, when 
they increase their sophistication and volume, often teaming up with a 
partner or a group. 
 
Level 3 Booster: a team of coordinated criminals who operate nationally 
and may sell their product directly to diverters. 
 
 
 

 oosti  
 ro ession l s o li ters   oosters steel  ro ucts  rom ret il stores

 e ci  
 uyers or  oosters t emselves sell stolen items t rou   v rious  encin  o er tion 

  ra itio a   e ues      ret il v lue  muc  less e  ensive  so  eo le  et
 ttr cte    le  m r et     n s o s   ouse   r  e  etc 

    e ci       or more ret il v lue  sellin  t rou   online m r etin 
  rau u e t  e u  s  u  to       lus s les t    returnin   ro ucts to ret il

store  i  you le ve your recei t on   counter or  ro  it on t e  loor in   store 
t e s o li ter  ill  ic  it u   n  use it to  et re un s 

Det ile  in orm tion is in your  or  oo 

 he  ooster  e ce  cos stem
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Fences - The buyers of stolen goods 
 
Level 1 Fence:  directly reselling product to consumers. They often 
appear to be legitimate businesses - they might be a local corner 
market, a swap shop, or a booth at a flea market. They sometimes 
recruit and train boosters, and they may buy product from level 1, 2, or 3 
boosters.  
 
Level 2 Fence: the middleman between boosters and wholesalers. The 
primary function of the level 2 fence is to repackage stolen product and 
sell it to the level 3 fence - the diverter. They typically operate out of a 
residential house, a warehouse, or a storage unit. 
 
Level 3 Fence: these diverters complete the circle, selling stolen product 
back to retailers. They operate as a legitimate wholesaler or distributor, 
mixing legitimate product with stolen product and selling it back into 
the retail commerce stream. 
 

 
 
 

Watch 
 ro essio a Sho  i ter  t Wor      ro t o   er  au hter 
 tt s       youtu e com   tc  v    N    N s  no soun  

Watch 
                 S         S        C   S          
 tt s       youtu e com   tc  v n v     ul  no soun  

Sho  i ti    i eos
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The reasons retail crime continues: 
 

• The risk versus reward is in favor of the thieves. 
• Ease of the activity – stealing product or selling it; mostly online 

(often with social media). 
• Gift cards or return policies related to them have made it easier to 

steal from retailers. 
• Retailers are often unable to counteract the problems due to staff 

s ort  es    “ o-not in ”  olicy  n  lo ere  su  ly c  in 
security. 

• Brand names and/or demand for specific products can bring 
increased stealing.  

• Crimin ls  no  t ey  on’t   ce serious   il time  or ste lin   rom 
retailers. 

• Ret ilers  on’t  et enou   su  ort  rom  olice 
•  olice   ven’t  evelo e    e u te resources  n   re not   le to 

fight the crime. 

Crime  ee s  ro i  ??

  Wh   oes stea i   co ti ue?
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 ecrease   he ts i 
 i uor Stores i  Wi  i e 

   to  ate  a ito a  i uor  art status  
    t c n   e  ect  t   Li uor   rt  it   
Controlle  Entr nce 
  s it m  in     i  erence 

 ea  Co tro  e    tra ces
 tt s       m ll c  controlle  entr nces

Co tro  e    tra ces

 reve tio  is  ost  m orta t 

   hi  s to  o ahea  o  time
    e ti  i   sho  i ters
   hi  s to  o at the sce e
   hi  s to  o a ter ar s            

          

    

         

               



 

 

 

 

 

 

 

 

 

 

 

54 

I.C. STAR Service Workshop 
 

 
 
To prevent theft... 

1. Eliminate blind spots in the store by rearranging racks, counters, 
cash registers, etc. 

2. Use mirrors or closed circuit TV cameras. 
3. Know your sales area – knowledgeable sales clerk is in a much 

better position to spot items that have been moved or are missing. 
4. Display Strategies 

• Display small items and expensive items in a showcase that 
can be locked. 

• Don’t  is l y e  ensive merc  n ise in t e  ront o  t e store or 
near entrances or exits unless they are secured – place items 
that are often targeted in an area in the front of the store, near 
casher or another highly visible area. 

• Never put out more than one expensive item on a counter top 
for a customer to look at. 

• Keep shelves and displays low – if shelves are high and 
merc  n ise is st c   i    s les  eo le c n’t see over t em  

  Ca   ou  ist thi  s  ou ca   o to
 reve t the t ahea  o  time a    uri  
customer i teractio ?

  e ore  
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They should be able to see what a customer is doing from 
anywhere in the store. 

• Arrange merchandise so that customers must pick it up – 
otherwise merchandise can be pushed off the counter into a 
bag. 

• Install adequate lighting to maintain visibility throughout the 
store – dark areas are an invitation for criminals. 

• Keep commonly stolen items in plain view to discourage 
shoplifters. 

• Display only one item when merchandise comes in pairs such 
as shoes. 

• Attach merchandise to something, so that it will be difficult to 
remove. 

• Alternate direction of hangers for merchandise on racks to 
prevent sweeps. 

5. Return to stock any merchandise which was taken out for a 
customer’s ins ection  n    s not sol   

6. Keep the area clear of discarded sales receipts – shoplifters may 
use them as evidence as purchase. 

7. Maintain a clean and organized store including racks, shelves and 
dressing rooms – a disorganized, dirty store tells a shoplifter the 
employees are not paying attention. 

8. Increase personnel during rush hours or busy holiday seasons. 
9. Allocate employees throughout the store so that each zone is 

covered including the front door - it disables the potential thief 
from finding privacy and doing all the shoplifting in that 
employee-free zone. 

10. Actions in the store 
• Be Active: activity shows that the business personnel are alert 

and well trained and it gives an aura of professionalism to the 
business. Being stationary and behind the counter allows 
criminals to conceal and steal merchandise. 
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• Make customers feel important: “ he  est  reve tio  o  crime 
is  oo  customer service ” – Thieves love anonymity 
(secrecy/not identified); Attention is good for business and bad 
for shoplifters. 
✓ Greet everyone that comes into the business as soon as 

possible. Look the customer in the eye with a smile and let 
t em  no  you  re t ere  “ ey   ’ve  een   tc in  you  n  it 
loo s li e you mi  t nee  some  el ” – this deters loitering 
and increases risk of identification. 

✓ If you are occupied with another customer, verbally 
acknowledge them and let them know that you will be right 
with them or request assistance from your colleague.  

✓ If a customer is acting suspiciously, ask open ended questions 
t en st te  “ ’ll  e ri  t over  ere i  you nee   el  or   ve  ny 
 uestions ”   is lets t e  otenti l t ie   no  t  t you  re 
aware of their presence - thieves hate attention so if you are 
engaging and acknowledging them, they are unlikely to steal 
as you can now easily identify them. 

✓ Be aware of customers that loiter in and outside of the store, 
look at the cash drawer for an extended period of time, and/or 
sit outside in a car for long periods of time 

• If a customer is carrying multiple items, offer to put them aside 
at the front desk. 

11. Establish a Fitting Room policy  
• Limit the number of items that can be taken into a fitting room. 
• Check items to be taken into a fitting room and watch for other 

merchandise concealed in pockets or underneath clothing. 
• Display the number of items taken into a fitting room on the 

fitting room door to match in & out counts. 
• Loc  t e  ittin  room  oor   en it’s not use   

12. Establish a Register policy 
• Open the register drawer only when a sale has been rung up. 
• Close the drawer before packaging the merchandise. 
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• Don’t  llo   ny customers to  istr ct t e c s ier   o is rin in  
up a sale. 

• Keep registers locked when not being used. 
• Don’t e cee  t e m  imum  mount o  money  llo e  in t e 

cash drawer.  Periodically remove excess banknotes from the 
register and place directly into a drop safe if available or a 
secondary secure location – small amounts of cash in the 
register will discourage criminal activity. 
✓ Bait Money: record serial numbers of different denominations 

and be prepared to give this information to police in the event 
of a robbery. 

✓ Do not use pre-marked money bags. 
✓ Vary time and route. 
✓ Do not draw attention to the fact that money is being carried. 
✓ Make frequent deposits –  on’t let  e osit  mounts  et too 

large. 
13. Establish a Merchandise Return policy 

• Do not allow cash returns without store receipts. 
• Make sure to get a full original store receipt – thieves will often 

paste together receipts or photocopy it. 
• Limit the dollar amount of any return without direct m n  er’s 

approval. 
14. Communicate with neighbor store clerks and exchange 

information. 
15. Follow the store policy on shoplifting and prosecutions set by the 

business owner/manager. 
16. Business owner/manager can decide to install signs at the 

entrance and other prominent locations - “s o li tin  is   Crime  
 iol tors  ill  e Arreste   n   rosecute ”   

 
It is Easier and Safer  
to Prevent Shoplifting  
than to Deal with a Shoplifter. 
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 reve t   reve t a    reve t 

Watch   reve ti   Sho   he t   m  o ee  rai i  
  a e a  oo   oo  
 tt s       youtu e com   tc  v v o    tR  

Det ile  in orm tion in your  or  oo 

Watch  etai  chai s start usi    o   cameras o 
em  o ees to sto  sho  i ti  
 tt s       n cne yor  com ne s ret il c  ins st rt usin   o y 
c mer s on em loyees to sto  s o li tin          

 t is  asier a   Sa er to  reve t Sho  i ti  
tha  to  ea   ith a Sho  i ter 

S ot the Sho  i ter

  Ca   ou  ist sus icious  ehaviours or
i ci e ts to i e ti    ote tia  sho  i ters?

 ou are to  reve t it   ot to a  rehe   

    

                  



 

 

 

 

 

 

 

 

 

 

 

59 

I.C. STAR Service Workshop 
 

How to spot the shoplifter 
• Someone   o… 

✓ Seems nervous or avoid eye contact 
✓ Wanders around the store without buying anything 
✓ Leaves the store and come back soon after 
✓ Stays in a part of the store where it is difficult to see him/her 
✓ Keeps looking around or watching you 

• Be aware when an individual is dressed unusually in a bulky 
clothing or inconsistently with the weather ie: large over coat in the 
summer. 

• A person who is paying more attention to the employees or keeps 
looking at cashier rather than the merchandise should be 
considered suspicious. 

• Someone who picks up items to look at, but never checks the price. 
• “S o  ers” comin  in  it  l r e  u  le    s    c   c    urses or 

worn out, wrinkled empty bags from other retailers. 
• Shoplifting tools: large bags/purses, bulky clothing, clothes with 

pockets, baby stroller, newspaper (to hide small items), umbrellas, 
hats, etc. 

• Be cautious when a shopper asks the employee to check the back 
room for certain models or having them write down model 
numbers under the guise they want to compare item online. This 
distracts the employee for their purpose. 

• An uptick (small increase) in false alarms from security products. 
  ieves  ill   tc  to see  o  st    re ct or  on’t re ct    

• Someone refusing customer service. 
• A person who stays in the store for an unusually long time or is 

o ten in t e store  ut  oesn’t  urc  se  nyt in   
• Person lingering or staying in an area in the store where employee 

visibility is limited ie: corners, behind pillars. 
• S elves or  is l ys  ur osely  isor  ni e  to  i e “ oles” s oul  

be a flag. 
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• “Crotc -  l in ” is   tec ni ue use   y  omen  e rin   ull s irts 
and dresses. They simply place the merchandise between their 
thighs and walk away. 

• Some shoplifters just grab stuff and walk out with it. They rely on 
the trustfulness and slow response time of sales clerks. 

• Some shoplifters grab garments from racks close to the door and 
run off. This can be prevented easily by alternating the directions 
of hangers. 

• The really brazen thieves simply walk out with large items that are 
not ordinarily put in bags. 

• Shoplifters put on merchandise under their clothing in fitting 
rooms and walk out. 

• Customers come in the store without any jewelry or accessories 
but wears or carries items of this type when they leave. 

• Someone wearing a shirt, slacks or other garment with an elastic 
  ist  n  or  e rin  “s o li ter  loomers’ c n  i e merc  n ise 
in them. 

• A pair of shoppers comes in and while one distracts you with 
questions, the other steals. 

• Be careful when a group of three or more than either swarming the 
employee or distracting them while the others steal. 

• You never think of these people would steal: ages, gender, 
 ro ession l    e r nce  n  your nei   or  on’t m tter - 
anyone can be a thief. 

• When you notice the same individual in the store but they never 
make a purchase. 

• Beware of the customers that might switch price tags in order to 
get them cheaper 

• Waiting for peak selling times when the employees are busy 
helping other customers. 

• Targeting new employees or employees working alone.  
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• Same customers keep coming back – to steal until you make it 
difficult for them – they become more confident and brave each 
time they successfully steal from you. 

 hieves are a  a s ahea  o  us… 
 

Although all theft negatively impacts the profitability and bottom line of 
the business, the professional shoplifter and organized retail crime 
groups have the biggest negative impact.  This is due to the large 
quantities they steal that are often higher ticket items as they have 
more value when re-sold on the street.  If they were successful, they will 
continue to target that location or other stores in the chain.  One 
incident can result in several thousands of dollars in losses. Ultimately, 
the losses will impact the price the consumer pays, product not being 
available for the consumer to purchase and possibly the future growth 
of the company. 
 
 

 
 
 

 ist thi  s  ou ca   o i  

    ou S S  C  someo e mi ht  e stea i  
    ou W    SS someo e is stea i  

  a  it sa e   o  ot  e a hero   our  i e is more im orta t tha 
mo e  or mercha  ise 

 t the Sce e o  the Crime
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SUSPICIOUS case: 
When you SUSPECT that a customer may steal, the employee 
should attempt to provide extra customer service to the 
individual.    en en e   uestions suc   s “Are you  in in  
everyt in  o  ” or “Do you nee   ny  el  ”  ill only result in t e 
individual refusing service.  Employees need to engage the 
individual by introducing a new product, asking questions about 
   t t ey  re s eci ic lly loo in   or or  in    “convers tion  iece” 
  out t e customer ie  “  love your s oes    use  to   ve     ir t  t 
loo e  i entic l” or “ o    or   secon  t ere   t ou  t you  ere 
my uncle… you loo    S  li e  im ”  This tells the suspect he would 
easily be identified. 
  
WITNESSED case:  
When you have WITNESSED the SELECTION and CONCEALMENT, 
safety comes first!!  Do NOT confront or accuse the shoplifter or 
ask them to empty out their pockets/bag, etc. and DO NOT search 
them as these can lead to violence and aggressive behavior.  If 
you saw the theft, notify other employees or your Manager and 
advise them of the incident.  At this point, you could approach the 
sus ect  n   e in   convers tion suc   s “  see you’ve selecte  
t e  ro n ‘    ’   “Let me s o  you somet in  simil r t  t you m y 
li e…”   “  see you’ve selecte  ‘     ’… c n   s o  you   ere t e 
re ister is or st rt    ittin  room  or you ”   Then, give the shoplifter 
  little  it o  s  ce to  e   le to “ itc ” t e  ro uct  n  i   ossi le  
position yourself close to the entrance. 
 
Make sure to obtain the procedure manual from your employer 
and follow the steps. 
 



 

 

 

 

 

 

 

 

 

 

 

63 

I.C. STAR Service Workshop 
 

 
 

 
 
 
 

 
 

  ercise the Sho   ee er s  i ht to  e use  ct  or a     o  
sho  i ters

   you encounter   no n s o li ter  c ll m ll security in   v nce i 
you  elieve t e in ivi u l m y  ecome violent or    ressive   t is
 etter to   ve m ll security  t t e store ri  t    y to  ssist you in
c se somet in      ens 

 ou are to  reve t it   ot to a  rehe   

 our  i ht

  Ca   ou  ist thi  s  ou shou    o a ter ar s
 a ter the  usi ess  as ro  e  ?

See a Sam  e  Sus ect a    ehic e   e ti icatio  Sheet  o   e t s i e

   ter ar s  
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  ter the sho  i ter has  e t… 
 
Fill out the Incident Report and/or Suspect Description Form and give 
the form(s) to your supervisor. This will also provide valuable 
information for the police. Record the date and time of the incident and 
write down as much information about the shoplifter as possible: 

• Height and weight 
• Hair style and colour 
• Skin colour 
• Other notable features such as scars or tattoos 
• Mannerisms 
• Clothing and footwear 
• Vehicle make, colour, year and licence plate number as well as 

direction of travel 
   e    oint o  try to  escri e t e sus ect’s  oot e r    ny t ieves  n  
robbers will change their clothing afterwards but not their shoes. 
 

  Sam  e  Sus ect a    ehic e   e ti icatio  Sheet 

Sus ect a    ehic e   e ti icatio  Sheet



 

 

 

 

 

 

 

 

 

 

 

65 

I.C. STAR Service Workshop 
 

 

 
 

 
 
 

   oo at this  icture  or   
seco  s

     the    o  o  i structio s
o  the  e t s i e

  e ti icatio    ercise    

 ctivit 

   i   out theSus ect   e ti icatio  Sheet i   our  rou   ith  hat  ou
remem er  rom the  icture  i  rea out  ooms 

  Share the i  ormatio  i  the c ass

 o  much  o  e remem er?

  e ti icatio    ercise    
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Racial Profiling 
 
Monitoring shoppers based on the colour of their skin violates 
human rights codes, but it does happen often. It is very important 
to  ollo  your em loyer’s guidelines and human rights codes. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 acia   ro i i  

What s  acia   ro i i  ?
 o itori   sho  ers  ase  o  the co our o  their s i  vio ates  uma 

 i hts Co es   his shou    t ha  e  

Watch  Sho  i    hi e   ac    ar  s stor   C C  ar et  ace 
htt s        outu e com  atch?v ri    t    

 ea   Sho  i    hi e   ac    ar et  ace  i  s some sho  ers tar ete     retai ers
 ecause o  race                                                             
htt s       c c ca  e s  usi ess mar et  ace racia   ro i i   retai  stores          
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Vendor Theft 
A type of loss crime caused by vendors including service people 
that have access to business areas – electricians, contractors, 
sales reps, cleaners and mall security. They have easy access and 
retail workers tend to trust them. 
 

Delivery Fraud 
More than received products are invoiced for. 
 

Stealing Products/Supplies/Money 
Products, supplies, equipment or even cash are stolen while no one 
is present in warehouse or store, or workers are too busy to notice. 
 

Replacing Merchandise 
Products are switched in boxes with lesser, old or used items. 
 
 

 e  or  he t

  Ca   ou  ist e am  es o   e  or
 he t?

  

Watch  e  er  he t
 tt s   vimeo ro com memorytree  nim tion
s vi eo          
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 C ec   elivere  items c re ully invoice  mount   ro uct n me   ny
si ns o  o ene   ltere    c   in   etc 

  et   co y o  invoice  elivery sli 
    e time to receive  n  c ec   elivere  items
 Do not si n until everyt in  is c ec e  com letely
 Do not  cce t e tr s t  t  re not on t e invoice mi  t  e c  r e 

l ter
     ny items  re missin   rom t e invoice  list  m  e sure to u   te it on

t e invoice  n   et t e n me o  t e  elivery  erson  n  si n ture  c ll
t eir com  ny to con irm

 Do not trust  ny service  eo le  urin  your s i t  ee  c utious

 o  to  reve t  e  or Crime

   Who stea s?
   What s sto e ?
   What s em  o ee s ratio a e  or the t?

Statistics sho  that  rau     em  o ees is a si  i ica t  ro  em  or
Ca a ia   usi esses

  ter a   he t    
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Statistics show that fraud by employees is a significant problem for 
Canadian businesses. 
 

On average, employees steal $2,500 from their employers before they're 
caught while customers steal about $175. (Retail Council of Canada) 
 

Internal Theft is the single largest source of theft to business – 75% of 
employees have stolen once, 50% steal more than once. 
 

Internal Theft is committed by employees including managers. 
 

Em loyers o ten trust t eir em loyees  n   on’t sus ect intern l t e t  
 

However, employees have access to cash, products, supplies, customer 
account information, keys/codes to security systems, doors, cabinets, 
re ister  s  e  etc     t ey  eci e to ste l  it’s e sier  or t em to ste l t  n 
for the customers. 
 

 
A list of common theft items/ways 

• Cash  
• Merchandise 
• Supplies (shopping bags, toilet papers, garbage bags, sugar, 

pictures, chair, copy papers, etc.) 
• Use of voids and refunds 
• Sweet-hearting (put unpaid items in a bag for family/friends) 
• Give-aways 
• Service (no-charge service for another employee/family e.g. tire 

change, installation, delivery) 
• Personal use of company properties (car, camera, computer, 

washing machine, etc.) 
• Extra breaks or extended break time  
• Report extra working hours 

 

 
Dishonest employees use the knowledge of the business, security, 
m n  er em loyer’s routine  etc  to  in  t e ri  t timin   n  met o s 
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to steal – usually start with a small amount of stealing to see if anyone 
would notice and then it becomes a routine to steal on a regular basis. 
 
Those dishonest employees are often friendly, cooperative, honest-
looking, dedicated employees that you never think they would steal 
from the business. Even wealthy employees can be stealing. 
 

Internal theft often hurts the business significantly and it is much more 
dangerous to the business. It could lead to bankruptcies for the 
business owner. 
 

Employee Rationale for Theft 
•  y com  ny  oesn’t   y me enou    or    t    o  
• I work harder than other workers, so I deserve it. 
• I  on’t t  e  re  s  so  ’m entitle  to t eir o nin   
•    on’t m  e enou   money  or livin     nee  it  
• Other employees get extras from the employer, but me. 
• Everyone does it. 
• I made more sales than other employees. I should get rewards. 
• This is not stealing. 
• Loss is covered by the business insurance, so why not. 
• My employer makes a big amount of profits. I deserve the share. 
•  ’m so stresse   n  c n’t  el  t  in  stu    rom my  or   
• My company was unfair when they gave the position to someone 

else – revenge. 
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  ter a   he t    

    avera e  em  o ees stea          rom their em  o ers  e ore
the  re cau ht  hi e customers stea  a out      

  etai  Cou ci  o  Ca a a

       com a   s most cost   thieves a rea   have  e s to the  ui  i  
htt s       c c ca  e s ca a a  ova scotia em  o ee the t  usi ess  oss mo e           

   es ite the  um ers  the o  er sai  o    a sma    erce ta e o  em  o ees
stea   rom their em  o ers a   most  eo  e are  utti   i  a  ho est  a  s  or  

  ter a   he t is the si   e  ar est source o  the t to  usi ess  
    o  em  o ees have sto e  o ce      stea  more tha  o ce

 s it Stea i  ?

    orro in   money  rom t e c s  re ister  t  or      N 
  Runnin   erson l err n s on com  ny time     N 
     in  lon   ist nce   one c lls  t  or     inst com  ny rules     N 
   sin  or  rin in   ome o  ice su  lies  or  erson l use     N 
  Allo in     rien  or   mily mem er to  et  n un ut ori e   iscount     N 
   u  in  your time c r   y    e  minutes     N 
      in   n e  ense  ccount  or items  ou  t  or  erson  use     N 

  m  o ee  he t  ui  
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Em loyers c n t e  ect em loyees to re ort it     t ere is    roce ure to re ort
 nonymously  em loyees o ten consi er to re ort it 
 o ever    en it s your  uty to  o somet in    out it  s e  in  to your em loyer
  out it is    elic te m tter t  t you s oul     ro c   it   m le  re  r tion
 n  cert inty  n   n e tremely c re ul m nner 
 Re r in  rom t l in  to your  oss   out t e ste lin  unless you re
com  ete   sure a out it     e t is   serious m tter  n  one t  t o ten le  s to t e
termin tion o  t e  uilty   rty s  osition 
  o  t a  o   ourse   to  e tem te  to share  our sus icio s  it  your co 
 or ers  no m tter  o  close you  eel to t em  Rumors s re     st  n  c n  e
e tremely   n erous in    or  environment 

 ea    o  to  e   a  oss  hat a Co   or er  s Stea i    o e  
 tt s    or  c ron com tell   oss co or er ste lin  money        tml

What i   ou  it ess  our co   or er is stea i  

 etai   io e ce

  What are  o s a    o  ts  he   ou
e cou ter a  io e ce?

  

 emem er that  ou ca  t co tro  other  eo  e   he  est thi  
 ou ca   o is to co tro   our o    ee i  s   or s  a   actio s
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Retail Violence 
 
Some  o’s  n   on’ts  or  reventin  ret il violence 
 o’s 

• Be polite and friendly to all customers. 
• Make eye contact and greet customers as they enter the 

store. 
• Look for signs that customers are upset or under the influence 

of alcohol or drugs. 
• Learn to recognize customers who are likely to cause trouble. 
• Stay calm. Listen to customers and respond calmly. 
• Try to steer customer anger away from you. For example, if a 

customer is  n ry  ec use you  on’t sell  im or  er 
cigarettes, explain that you are just following the law. 

• Encourage customers who are angry or upset to talk to the 
manager. If the manager is not available, give the customer a 
phone number to call. 

• Make sure important signs stay posted. For example, the front 
 oor mi  t   ve si ns t  t s y  “Store   s limite  c s    ter 
  r ”  n  “ ime-lock safe – Cler  c nnot o en ” 

• Keep emergency numbers on hand. Stick them on each 
phone. 

 o ’ts 
• Trade insults with customers or react to their anger. 
• Take customer complaints personally. 
• Talk down to customers. 
• Try to physically stop or hold someone. 
• Put up displays, signs, or posters that block the view of the 

cash register or exit doors from inside or outside the store. 
(Thieves hate to perform for an audience.) 
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 le se re    urt er im ort nt in orm tion on t e  ollo in  lin s 

 etai  Sa et   Securit  a    ea th  ui e  or W     S

 Sa et  a    ea th  ui e  or   W       
W     S 
 ea  
 tt s       s  em nito   com    e   Rel te    Documents resour
ces S  ety    n     e lt     ui e    or   Ne    Ret il    or 
ers    

 Le  in  c uses o  in ury in ret il in ustry
  o  to  e l  it  v rious s  ety  n 

 e lt  issues
   n lin   otenti lly D n erous Situ tions

 n   iolo ic l     r s
 S o li tin   n  Ro  ery
 De lin   it    r ssment
 De lin   it  Emer encies

  etai  Sa et  a   Securit   ui e 
 ea  
 tt s       s  em nito   com    e   Rel te    Documents 
resources  D Ret ilS  etyAn Security    

    in   usiness Less  ulner  le to
Crime

 Crime  revention C ec list
  nci ent Re ort  em l te
  y es o   nci ents

   e ts
  nto ic te   erson
 Sus icious  n ivi u l
 Ev cu tion
 Loc  o n
 Active S ooter

  is  resent tion   s  re  re   y t e  mmi r nt
Centre Em loyment Services De  rtment 

 c  o  e  eme ts


