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doors, roll out runners, and make the 
way for the bride.

“We have emergency wedding kits in 
all the cars,” Tonkonogy adds. Kits are 
stocked with essentials such as: pins for 
the occasional hemming, extra shoe laces 
for the men’s rental shoes (where shoe-
laces are notoriously f imsy, he adds), 
pens, aspirins, Tums, Band-Aids, needle 
and thread, mouthwash, etc.  

Chauffeurs also are available to help 
carry or bring out anything the bridal 
party needs when picking them up. “We 

other out,” he says. Through the net-
working group, Exceptional can connect 
a wedding client with photographers, f o-
rists, DJs, tuxedo shops, wedding venues, 
and other vendors.

DELIVERING CLASS AND STYLE

Exceptional chauffeurs are required to 
wear tuxes and white gloves. Aside from 
enhancing a classy look, the gloves en-
able chauffeurs to help the brides f uff 
their gowns and hold their trails without 
getting them dirty. Chauffeurs also open 

dinating wedding transportation and re-
lated services. “We do spend quite a bit of 
time with wedding clients, on the phone, 
on e-mails and in person with the bride 
and her mother,” Tonkonogy says. “The 
mother is a key point in the business.”

To maximize services offered, Tonko-
nogy started a networking group three 
years ago when the corporate business 
slowed. Called the 495 Wedding Group, 
it brings together wedding professionals 
based along the I-495 corridor. “We met 
and decided we were able to help each 

FOLLOWING UP ON FAILURES
WHAT HAPPENS when an attempt to provide a 
perfect outing for a client falls short? Just like din-
ers who send back the food, limousine clients can 
call up and complain about bad service.

“In this business, when you do have an unfortu-
nate situation arise, you either put up a defensive 
wall or you learn from it,” operator Eric Tonkonogy 
says. “We’ve changed our ways over the years. 
We listen and see what we can do better.”

That doesn’t mean giving a refund is the best 
approach. In fact, he says it should be a last re-
sort to satisfying a disgruntled customer. It’s more 

important to gather information for improvement 
while trying to keep the customer.

“The first thing I want to do is listen and find out 
what the situation was,” Tonkonogy says. “It feels 
better if both are listening. Giving a refund and 
hanging up doesn’t always work.” It’s better to ask, 
“What is the problem? Help me understand.”

One solution is to give a few hours of free 
chauffeured vehicle service. “You want to get the 
customer back. It’s easier to just hand money 
back and comp the ride than it is to turn it around 
into a positive situation.”
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clients they are naturally best suited for, 
with chauffeurs specif cally assigned to 
work weddings or bachelor parties.

“You can tell who can do weddings or 
not,” he says. “Some guys are bachelor 
party guys, but we never let them do a 
wedding. The proper chauffeur needs to 
go with the proper job. You never send 
the wedding guys to a strip club.”

To that end, Tonkonogy emphasizes 
formal training, which involves a set 
program with monthly meetings and re-
quiring chauffeurs to watch Tom Mazza 
instructional videotapes. New chauffeurs 
must take tests, ride shotgun with more 
experienced chauffeurs, and be closely 
supervised for the f rst six months.

Of course, all service should be fol-
lowed up with thank you cards that ask 
for customer input. An operator can’t see 
what’s going on in every limousine, so 
you can’t f nd out if “people don’t let us 
know,” Tonkonogy says.

The goal is to keep clients for years, 
so they eventually use you for vacations, 
a daughter’s wedding, anniversaries and 
funerals. “It’s not as busy as corporate 
[service], but you want to become part of 
the family.”  

her to her seat. He later was asked to be 
part of the family’s wedding pictures. 

“Paying attention to details is what 
separates companies out there,” Tonkon-
ogy says. “Many of us have white cars, 
but who is doing the above and beyond?”

The same approach works for taking 
clients to sport events. Exceptional serves 
customers heading to Celtics, Patriots and 
Red Sox games. Chauffeurs are trained 
to suggest places to go before and after 
games. If a vehicle runs low on bever-
ages, chauffeurs note which ones the 
clients like and then replenish them and 
add ice while they are at the game.

“You also want to make sure clients 
never come back to a dirty limo, that it 
is as pristine as when they got in it. You 
wipe the windows, empty the trash, re-
stock the ice, provide beverages, and let 
the clients know where you are.”

TARGETED TRAINING

Another essential component of custom-
er service is matching chauffeurs to the 
right clients and events, based on their 
skill sets, personalities and aptitudes, 
Tonkonogy says. At Exceptional Limou-
sine, chauffeurs work with the type of 

try to keep the nerves down. A lot 
of brides get nervous, so we’re al-
ways polite and courteous. We have 
12 guys who do weddings for us, 
and they’re all trained my way. . . 
There is not a thing we will not do 
to make a bride comfortable,” he 
adds. “If [chauffeurs] hear some-
thing the bride needs, they should 
attend to it.” 

EXTRA STEPS

Tonkonogy recalls two anecdotes 
that illustrate his customer service 
approach: One chauffeur over-
heard a bride saying she loved Sun 
Chips and was hungry. So after the 
ceremony, a bag of Sun Chips was 
waiting in the limousine for the 
bride as she headed to the recep-
tion. “You pay attention to the cus-
tomers’ needs and then come up 
with it.” 

In another wedding situation, 
a shy, 5-year-old f ower girl did 
not want to walk down the aisle 
by herself. No one was available 
to walk with her, so the chauffeur 
took her by the hand and escorted 
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