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A
Accenture, 8, 14
Accessibility, Easy To Do Business

With service and, 75
Accessories magazine, 174
Accuracy, Easy To Do Business With

service and, 75
ACSI. See American Customer

Satisfaction Index
Advanced Dinner Reservation

(ADR) system, Disney World
upgrade, 82

Advocate, customer experience
grid, 13

Airline customer satisfaction, 67
See also JetBlue Airways

Alboro, Edward, 182
Allsop, 130
Altimeter Group, 37
Amazon.com, 6–7, 8, 11, 15, 67,

140
great recovery in action, 167–168
positive/negative customer

review approach, 105–106
Ambassadors, effective, for digital

embassies, 140

American Customer Satisfaction
Index, xii, 73

American Life Project, 3
Analytics, 108
Apologizing to customer:

about errors, 126
service recovery and, 169, 178

Apple Computers, 30
Arrington, Michael, 2
Artful Home, 76
Ask.com, 109
Assurance, service quality and,

19–20
Attitude, of new hires, 56
Audience, paying attention to,

30–33
Automated Attendant, 109

B
Background checks, 58
Backtype, 124
Bad reviews, responding to, 126
Bad service experiences, “viral

sharing” of, 4
Bain and Co. (Boston), 78
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Bazaarvoice, 125
Bell, Chip, 34
Berry, Leonard, 18, 157
Best Buy:

internal social network at, 61
Twelpforce at, 102

BestBuy.com, 101
Bing.com, 109
Binhammer, Richard, 142, 143, 144,

145, 155
Biz Rate, 125
Bloatware, Ideastorm and reduction

in, 155
Blog analytics, 111
Blogosphere:

Dell outreach in, 146
scanning, for company mentions,

141
sophisticated tracking software

and, 4–5
Blogpulse, 116
Blogs, xii, 25, 36, 42, 131, 141

customer communication via, 90
scouring, 124

Blog technology, xiii
Blue Shirt Nation, Best Buy Co., 61
Brand perception, social

networking and, 25
British Airways, 132–133
Brown, Deborah Chaddock, 45
Budgets, dwindling, 59
BudURL, 116
Burberry, social networking site, 39
Burger Jones, 28, 29
Business analytics, vitality of,

109–112
Business Week/Interbrand Best

Global Brands ranking, 37

C
Cable service providers, dollar

impact of service breakdown
and, 158–159

Cabrera, Tami, 151

CADD. See Commercial attention
deficit disorder

CafeMom.com, 100
Carroll, Dave, 4
Case, Steve, 117
Channel measurement, 112
Charles Schwab, 67
CitySearch.com, 3, 100, 121

description of, 89
responding to customer reviews

on, 145
Clarity of purpose, communicating,

29
Coaching:

informal, 61
training and, 58–62

Cobb, Peter, 174
Cohn, Kathy, 175
Comcast Cares, 2
Comcast Corp., 2, 71–72, 140

Customer Care program, 72–73
Twitter, customer service and,

102
Commercial attention deficit

disorder, 13
Common expectations, reliability

and, 19
Communication demands of

customer, hiring staff to match,
98

Community building, corporate
web sites and, 69–70

Company web sites, customer
communication via, 87

Compelling marketing messages,
developing, 27–30

Competitive edge, Pay Attention
strategy and, xii

Complaints, seeing as a gift,
173–174

comScore, 122
Consistency, of each Moment of

Truth, 114
Contact information, for Web

shoppers, 118
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Control, consumers and desire for,
32–33

Convergys, 80, 95, 96
Corporate marketing messages,

customer wariness and, xi
Corporate web sites, xii

community building with, 69
product review areas on, 3

Cross-training, 59
Crowdsourcing, 154–155
CSRs. See Customer service

representatives
Cultural norms and expectations,

educating service staff about,
17–18

Customer comments:
engaging with or not?, 125–129
guidelines for responding to,

126–129
Customer contact staff, measuring

and rewarding performance of,
62–64

Customer-driven engagement, Easy
To Do Business With service
and, 75

Customer experience:
capturing complete picture of,

131
Easy To Do Business With service

and, 73–79
grid, 11–13
making it personal, 66–70
paying attention to, 65–84
responsiveness and reliability for,

79–84
social media and, 70–72
taking problems seriously,

72–73
Customer feedback:

business analytics and, 109–112
consistency of, 104–105
evaluating, 103–107
paying attention to your reaction

to, 121–136
realistic and actionable, 106–107

“Customer-fixing” skill of listening,
164

Customer loyalty drivers, focusing
on, 107

Customer measurement, 110–111
Customer research, objectives of,

133
Customer response, professional

and service-sensitive, 138–139
Customer retention, 78–79

enhancing, 187
good service recovery and, 159

Customer reviews, 32
importance of, 121, 122
negative, responding to,

148–152
positive, responding to, 152–153
responding to, 145, 147–153

Customer review sites, 25, 49, 131
Customers:

assessing, 31–32
eleven ways to listen to, 86–90
engaging, paying attention to,

37–44
engaging through social media,

37, 38–41
recovery expectations of, 162
uniqueness of, 65

Customer satisfaction, financial
performance and, xii

Customer satisfaction rankings,
compelling service strategies
and, 51

Customer service metrics, 113
Customer service representatives,

Easy To Do Business With
service and, 75

Customer service strategy, buying
decision making and, 6–7

Customers helping other
customers, 155–156

Customer stories, power of, 33–37
Customer suggestions and ideas,

responding to, 154–155
Customer surveys, 86
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Customer’s voice, paying attention
to, 93–103

Cyberspace, speed as a competitive
advantage and, 14

D
Dashboard tools, 124
Data mining, 108
DDI. See Development Dimensions

International
DebtProofLiving.com, 165
Decision making, positive reviews

and, 95
Defectors, customer experience

grid, 12
Delivery of products, timely, 120
Dell, Michael, 117, 141
Dell.com, 141, 143
Dell Computer, 4, 127, 130, 131,

140
crowdsourcing at, 154
engaging via social media as

everyone’s job at, 141–145
outreach in blogosphere by, 146
Twitter account of, 38

Dell Mini 10 netbooks,
crowdsourcing and
improvements to, 155

Dell Outlet, 143
Development Dimensions

International, 56
Digital embassies:

creating, 139–141
effective, 140

Direct mail, 42
Direct2Dell, 141
Disboards.com, 81, 82
Discussion boards, xii, 3, 121
Distrustful customers, 5–6
Do-it-yourself (DIY) industry, 33
Domino’s Pizza, prank video and

brand damage to, 1–2, 14, 124
Downsizing, 61
Doyle, Patrick, 2

Dozen Bake Shop, Facebook page,
38

Dramatic listening, 134

E
Easy To Do Business With, 34,

36–37, 73–79. See also Pay
Attention strategy

business analytics and, 110
consideration for all audiences,

77–78
customer loyalty and, 99
effective service recovery and,

160
payoffs of, 78–79
service delivery system in action,

75–76
web site as, 116–120

eBags.com, 174
eBay.com, 104, 140
e-commerce, benefits of, 42
Economic costs, service breakdowns

and, 158–160
Edelman, Richard, 6
Edelman Digital, 3, 139
Edelman Public Relations, 3, 5, 139
Edmunds.com, 33, 100
Educated global customers,

increase in, 16–18
800 numbers, for Web shoppers,

118
Eliason, Frank, 71, 72, 140
e-mail:

customer communication via, 87
“customer-fixing” skill of listening

via, 164
generational preferences and

customer interactions via, 97
phone vs., speed of service and,

15–16
prompt response to, 184
response times for, 118

Emerging markets, consumer
expectations in, 8
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Empathy:
service quality and, 20–21
service recovery and, 178, 181,

185
Employees’ personal promises,

reliability and, 19
Enterprise Rent-a-Car, 63
Errors, apologizing for, 126
ETDBW. See Easy To Do Business

With
Everyday Cheapskate (Hunt), 165
Executive bonuses, 63
Expectations:

customer transactions and, 162
managing, 44–47

Expectations x Experience =
Evaluation equation, 10

Expertise, recovery and, 163–164
External customers, response time

for, 184
External social networks, 108

F
Facebook, xiii, 3, 14, 26, 27, 36, 49,

70, 141, 185
creating bigger marketing

presence on, 37
customer communication via, 86
“customer-fixing” skill of listening

via, 164
median age of users, 3
service issues addressed via, 138
symbolic atonement and rapid

response via, 180
Fair fixes for problems, service

recovery and, 178–179
“Fairness” failures, customer

reaction to, 169–170
Fallout Shelter hiring exercise, 57
FedEx, 8, 87
Feedback:

business analytics and, 109–112
consistency of, 104–105
evaluating, 103–107
realistic and actionable, 106–107

Feedback channels, new, paying
attention to, 85–121

Financial performance, customer
satisfaction and, xii

First Amendment, customer’s
reviews protected by, 149

Flame wars, Dell and avoidance of,
145

Focus groups, 32
Fogdog.com, 98
Follow-up, recovery and, 180–181
Food coops, 33
Food Network, 33
Forrester, Groundswell Profile

from, 111
4 P’s, of effective marketing plan,

41–43
place, 41–42
price, 42
product, 41
promotion, 42–43

Freedom, recovery and, 164
Freestyle Voices, 69
Front-line employee actions,

disconnect between
management strategy and, 49

Frontline staff, surveying, 7
Functional measurements, business

analytics and, 110

G
Gardening, 33
Gates, Bill, 117
Gates, John, 40
Generational differences:

customer interaction
preferences, 96, 97

customerspeak and, 96
social media behavior and,

111–112
Global customers, educated, 16–18
Global service expectations, rising,

7–11
Global web sites, pros and cons of,

119
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Goals, 108
Goodwill, creating, 140
Google, 89, 109
Google Alerts, 116, 124
Google Analytics, 111
Google Blogs, 141
Groundswell Profile, 111

H
“Hassle” factor, eliminating, 34
Hay, Richard Brewer, 140
HGTV.com, 100
Hiring:

customer communication
demands and criteria for, 98

tactics for, 55–58
Home Depot, 33
“Honest mistakes,” customer

reaction to, 169–170
Hunt, Mary, 165
Huston, Larry, 41

I
IBM Corp, internal social network

at, 61
IdeaStorm concept (Dell), 130, 154
IDM. See Internet direct-mail
Implied covenant, in customer

interactions, 159–160
Industry-specific web sites, 87–88
Inspiron Z laptops (Dell),

crowdsourcing and
improvements in, 155

Integrated response systems,
creating, 130–131

Integration, Easy To Do Business
With service and, 75

Interactive voice response:
defined, 109
generational preferences for, 97

Internal customers, response time
for, 184

Internal social networks, 61–62, 108

Internet, 67
customers speaking through, 96
researching via, 35
speed as a competitive advantage

and, 14
Web 2.0 applications, 108

Internet communication channels,
pros and cons of, 119

Internet direct-mail, 166
Internet service providers, dollar

impact of service breakdowns
and, 158–159

Interviewing process, 56
Irate customers, evaluating

feedback from, 103–104
IVR. See Interactive voice response

J
J. D. Power and Associates, 67
JCPenney.com, 101
JetBlue Airways, 11

Customer Bill of Rights, 170–173
value-added service with, 67

Jobs, Steve, 117
Job simulations, 56
Judge, Barry, 102
Jussel, Amy, 123

K
King, Rodney, 9
Knowledge base of customer,

exceeding, 60

L
Lands’ End, 34
Lawsuit threats, 149
Layoffs, avoiding, 59
Libel threats, 149
LinkedIn

median age of users, 3
participative marketing and, 26

Linux community, Dell,
crowdsourcing and, 154–155
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Listening:
“customer-fixing” skill of, 164
service recovery and, 178, 181
three types of, 133–134

Listening posts, traditional, 131–134
Live chat, 117, 118

“customer-fixing” skill of listening
via, 164

symbolic atonement and rapid
response via, 180

L.L. Bean, 11
Location, in effective marketing

plan, 41–42
Lost customers, value of, 79
Lowe’s, 33
Loyal customers, customer

experience grid, 13
Loyalty, 33

drivers of, 129
good service recovery and, 159
Pay Attention strategy and, xiii
responsiveness and reliability tied

to, 79–80

M
Mackey, John, 128, 129
Macy’s, 36
Mall of America, 32

service vision statement of, 52
YouTube video, 38

Marketing message:
audience, 30–33
customer stories, 33–37
developing, 27–30
engaging your customers, 37–44
fundamentals, 27
participating vs. observing, 26–27
paying attention, 25–47
walking your marketing talk,

44–47
Marketing strategy, effective,

components to, 27
Marketing talk, walking, 44–47
Market Metrix, 147

Marriott Hotels, staff training at, 59
Maruggi, Albert, 26, 27
Megatrends (Naisbett), 102
Memory Makers, 185
Metrics, 108, 115
Micro blogging, 38
Millennial generation,

customerspeak and, 96
Miller, Keith, 90, 92
Miller, Thom, 101
Misrepresentation of products or

services, addressing, 127
Moments of Truth, managing,

112–114
Monitoring tools, 124
Mooney, Amanda, 3
Morgans Hotel (New York City),

great recovery in action,
165–166

MOT. See Moments of Truth
Motivational listening, 134
Muddy Paws Cheesecake

Easy To Do Business With service,
100

response to negative review by,
151–152

MySpace, 3, 26
MyStarbucksIdea.com, 38, 155

N
Naisbett, John, 102
National Restaurant Association, 22
Navigation, web site, 118
NCL. See Norwegian Cruise Lines
Negative feedback, engaging with

or not, 125–129
Negative reviews:

emotional management and
responding to, 151

engaging with people in
responding to, 150

honesty and sincerity in
responding to, 150

prompt response to, 150
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Negative reviews (Continued )
responding to, 126–127, 148–152
what not to do when responding

to, 148
what to do when responding to,

149
Netflix, 8, 11, 30, 68

great recovery in action, 182–184
hiring tactics of, 55–56
phone-based customer support

decision at, 21–22, 62, 97
Net Promoter Scores, 111, 116
New York Times, 167
Nickelodeon Universe, 28
Nocera, Joe, 167
Norwegian Cruise Lines, 69–70
NuCompass Mobility, 174–175

Customer Process Improvement
Initiative, 175–176

service vision statement of, 52–53

O
Objectives, 108
Observation, participative

marketing vs., 26–27
One-to-one interactions, customer

service reputations and, 138
Onion, The, 28
Online diaglogue, effective, 145
Online experience, personalizing,

68
Online feedback, analyzing for

trends and themes, 140–141
Online forums, for customers

helping other customers,
155–156

Online megaphones, power of, 3–5
Online references to your company,

tracking, 124–125
Online reviews, purchasing

decisions and, 122
Open-ended questions, service

recovery and, 178, 186
Opinion Research Corporation, 122

Organizational commitments,
reliability and, 18–19

Outcome, customer experience
grid, 12, 13

P
Pampered Pooch Playground,

90–93, 152
Parkson Corporation, 28
Participative marketing, 109

observation vs., 26–27
Partnership, recovery and working

in spirit of, 166–168
Pay Attention service culture,

creating and sustaining, 49–50
Pay Attention strategy. See also Easy

To Do Business With
deceptive simplicity of, xiv
empathy and, 21–22
loyalty and, xiii
tangibles and, 20–21

PC World magazine, 182
Peer-to-peer dialogue, trust and, 6
Performance measurements, for

customer contact staff, 62–64
Personality assessments, 56
Personality testing, 58
Personal service, 30, 66–70
Petco, 130
Pew Internet, 3
Phone contact:

customer interaction preferences
and, 96, 97

e-mail vs., speed of service and,
15–16

Phone interviews, 131
Place, in effective marketing plan,

41–42
Planned recovery, 170–173
Podcasts, 42
Positive reviews:

building on feedback from,
94–95

responding to, 127–129, 152–153
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PowerReviews, 125
Preparation:

creating standards and norms,
53–55

hiring tactics, 55–58
measuring and rewarding

performance, 62–64
paying attention to, 49–64
training and coaching, 58–62
vision and purpose, 50–53

Price:
in effective marketing plan, 42
posting with every product, 120
service vs., 8

Privacy guidelines, engaging with
customer via social media and,
144

Proactive response, recovery and,
163

Problem solving:
customer participation in,

166–167
effective service recovery and, 161
serious approach to, 72–73

Problems or breakdowns, service
quality and response to, 157

Process, customer experience grid,
12

Proctor & Gamble, 41
Product delivery, timely, 120
Product design improvements,

customer feedback and, 101
Productivity, increasing, 59
Product quality feedback, service

quality feedback vs., 135–136
Product reviews, optimizing, for

customer satisfaction, 100
Products

in effective marketing plan, 41
price postings for, 120

Product vs. service feedback,
reacting to, 135–136

Promises:
delivering on, 44–47
keeping, 180

Promotion, in effective marketing
plan, 42–43

Provident Partners, 26
Psychological aspects of successful

recovery, 162–166
Public comments, to reviews,

153–154
Purpose, power of, 50–53

Q
Qualitative feedback, 104
Qualitative measures, of customer

feedback, 131
Quantitative measures, of customer

feedback, 131
Questioning, service recovery and,

181, 186
Questionnaires, 131

R
Radian6, 69, 125
Rancho Bernardo Inn, Twitter

offers, 39–41
RATER factors, 18
Really Simple Syndication, 109
Recourse, recovery and, 164
Recovery. See Service recovery
Recovery expectations, of

customers, 162
Recovery needs, fix the process to

reduce, 174–176
Refunds, 179
REI, 98
Reichheld, Fred, 159
Reliability, 51

common expectations, 19
employees’ personal promises,

19
organizational commitments,

18–19
responsiveness and, 79–84
service quality and, 18–19

Repeat business, cost-effectiveness
of, 94
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Responding to customers:
about suggestions and ideas,

154–155
customers helping other

customers, 155–156
digital embassies and, 139–141
paying attention to, 137–156
in public vs. in private,

153–154
rules of engagement, 141,

143–145
Responsiveness:

reliability and, 79–84
service quality and, 22–23
service recovery and, 181–182

Retention of customers, 78–79
enhancing, 187
failure to respond quickly and,

159
Return merchandise,

straightforward procedure for,
120

Reviewers, motivations of, 100–101
Review sites, 6–7

ten action steps for paying
attention to, 114–116

Rewarding customer contact staff,
62–64

Rich Site Summary, 109
Riga, Debbie, 165, 166
Ritz Carlton Hotels, 50

elevated standard of customer
care at, 30

service vision statement of, 53,
54

Role playing:
modeling star performers and,

56
training and coaching, 58
videotaping, in service training

sessions, 62
RSS. See Really Simple Syndication
RSS alerts, 124
Rubel, Steve, 139, 140
Rumors, 127

S
Sanders, Colonel, 117
SAP

Communities of Innovation
section on website, 156

digital embassies and, 140
Scherr, Scott, 63
Schulze, Horst, 50
Scientific listening, 133–134
Scoopler, 116
Search engine optimization, 42,

109
Sears.com, 101
Secret shoppers, 121
Self-assessments, 62
SEO. See Search engine

optimization
Service, price vs., 8
Service America (Zemke), 132
Service breakdowns:

dollar impact of, 158–160
fair fixes for, 178–179
implied covenant and, 159–160

Service edge, creating, xiii
Service promise, keeping, 18
Service quality:

customer response as litmus test
of, 138

rising expectations for, 7–11
social networks and, 9–10
solving customer’s problem as

acid test of, 157
Service quality building blocks,

18–23
assurance, 19–20
empathy, 21–22
reliability, 18–19
responsiveness, 22–23
tangibles, 20–21

Service quality feedback, product
quality feedback vs., 135–136

Service recovery:
customer reaction to “fairness”

failures vs. to “honest mistakes”
(axiom 4), 169–170
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customers have recovery
expectations (axiom 1), 162

defined, 160–162
dollar impact of service

breakdown, 158–160
effective, five axioms of, 161–173
effective, three rules paving way

to, 160
fixing process to reduce recovery

needs, 174–176
fix the person, then the problem

(axiom 2), 162–164
key skills, 181–187
Memory Makers, 185
paying attention to, 157–187
as planned process (axiom 5),

170–173
seeing complaints as a gift,

173–174
work in a spirit of partnership

(axiom 3), 166–168
Service recovery process, 139,

176–181
acknowledge customer’s being

inconvenienced and apologize
for it, 178

follow-up, 180–181
keep your promises, 180
listen, empathize, and ask

open-ended questions, 178
offer fair fix to problem,

178–179
offer some value-added

atonement for inconvenience
or injury, 179–180

Service standards and norms,
creating, 53–55

Service vision statements, 50–51
of Mall of America, 52
of NuCompass Mobility, 52–53
parts of, 51–52
of Ritz Carlton Hotels, 53, 54

ShapingYouth.org, 122
Shipping costs, for return

merchandise, 120

Shopping cart, access to, 117
Sixapart.com, 100
Skeptical customers, 5–6
Skepticism, recovery promises and,

180
SNCR. See Society for New

Communications Research
Social media, xiii

addressing service issues via,
138–139

behavior by generation relative
to, 111–112

customer service and, 70–72
engaging customers through,

37
engaging via, as “everyone’s job,”

141–145
examples of engaging customers

via, 38–41
ignoring at your peril, 122–124
ten action steps for paying

attention to, 114–116
Social media sites, corporate

monitoring of, 2
Social networking, defined, 108
Social networking sites, xii, 25, 121,

131
internal, 61–62
power of, 3–5
promotion and, 42
pros and cons of, 119
service quality and, 9–10

Society for New Communications
Research, 5, 6

Southwest Airlines:
hiring tactics, 57–58
social media promotions, 38

Speech recognition, generational
preferences and customer
interactions via, 97

Speed of service, 29
as competitive advantage,

14–15
Easy To Do Business With service

and, 75
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Staff cutbacks, 59
Starbucks:

crowdsourcing and, 155
My Starbucks Idea option, 38

Star performers, modeling, 56–58
Steves-Digicams.com, 87
Stoppelman, Jeremy, 151
Stress management, for customer

contact personnel, 58
Surveys:

Accenture, 8
frontline staff, 7

Symbolic atonement, for customer
inconvenience or injury,
179–180

Sympathy, empathy vs., 21

T
“Talking Business” column (New

York Times), 167
Tangibles, service quality and,

20–21
Target Corp., 77, 81, 122, 123
TARP Worldwide, Inc., 3, 4, 159,

179
Technologies, emerging, paying

attention to, xiii
Technorati, 90, 141
Telecommunications providers,

dollar impact of service
breakdowns and, 158–159

TGI Friday, Facebook page, 86
TheBidFloor.com, 104
TheBump.com, 100
TheNest.com, 100
Thomas, Dave, 117
Time, as prized commodity, 16
T-Mobile, 63
TOA Technologies, 158, 159
Toll-free hotlines, 86–87
Tracking online references to your

company, 124–125
Tracking software, 69, 182
Traditional market research,

objectives of, 133

Training:
coaching and, 58–62
cost-effective, 61
tight budgets for, 61

Transparency, Easy To Do Business
With service and, 75–76

Trends and themes, analyzing
online feedback for, 140–141

TripAdvisor.com, 87
example response to customer

review, 107
responding to customer reviews

on, 145, 147
Trust, 6

building, 47
restoring, recovery and, 163

Tweet Deck, 124
Twelpforce (Best Buy), 102
Twitter, xiii, 3, 9, 26, 27, 70, 141

Comcast customer service and
use of, 71–72, 73

connecting directly with Dell
customers on, 142–143

corporate monitoring of, 2
creating bigger marketing

presence on, 37
customer communication via, 90
“customer-fixing” skill of listening

via, 164
customerspeak via, 102
Easy To Do Business With service

and, 75
median age of users, 3
service issues addressed via, 138
symbolic atonement and rapid

response via, 180
Twitter Search, 124
2008 Customer Satisfaction Survey, 8
Two Rivers, Inc., 101

U
Ultimate Software, 63–64
Uniqueness of customer, 65
United Airlines, 4
“United Breaks Guitars” (song), 4
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U.S. Customer Scorecard, 80
U.S. Scorecard Survey, 182
USAA Insurance, 59

V
Value-added atonement, for

customer inconvenience or
injury, 179–180

Value-added service, 66
Vehix.com, 33, 87, 100
Vernon, Lillian, 117
Video-sharing sites, scouring, 124
Video sites, 42
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