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brand message, control of (continued )
employees, impact on, 128–129, 176
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jobs as agents, diffi culties of, 124–129
listening programs in, 23–24, 33, 

162–163
managing, 156
policies in, 120, 124–125
systems in, 125–126
training in, 119–120 
work day, description of, 121–124

canned responses, 66–68, 
132–133, 162

capitalization, 18–19
cards/notes, sending, 69, 169
Caringbridge, 13
Carroll, Dave, 116–117
CarsDirect.com, 65–66
Carson, Sherri, 100
Casem, Mark, 100
CEOs. See leaders/leadership
change, driving

at Comcast, 12, 92–98, 109–114
in Customer interaction models, 

30–33
individual’s ability to, 197–200
openness to, importance of, 109–112
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Comcast Pulse newsletter, 100
communication

brands, impact on, 158–165
changing styles of, 189
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honesty, importance of, 62–63
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leadership and employees, 160
marketing and, 151
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38, 111

apologies and, 142–143
courtesy and, 63–64, 131–132, 135
Customer stories, 21–22, 36–37, 111
driving change in, 30–33
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26–27, 132
mistakes, allowing, 146–147
questioning to improve, 113–114
scripts for calls, 30, 31
self-checkouts/self-service, 27–28
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167–169

time, valuing, 131, 134–135
See also Comcast; Zappos

Customer knowledge, lack of, 21–26, 
127–128
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(CRM), 160

apps for, 71
Facebook for, 70
LinkedIn for, 70–71
Social CRM, 69–73, 78
Twitter for, 70–71
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appreciating, 131–132, 135
brand message, control of, 8, 34–37, 

41–42, 45, 117–118
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engagement, social media, 43–44
focus on in interactions, 29–30
feedback, 150, 151
importance of, 18–21
listening to, importance of, 76–77, 

131–132
newfound power of, 53, 201–205
potential impact of, 1–6
products, interraction with, 

81–82
time of, valuing, 29–30

Customer satisfaction, decline of, 137
Customer satisfaction surveys, 154
Customer Service

bad service, example of, 65–68
calls, lack of focus on, 25–33
courtesy and, 63–64, 131–132, 135
good service, example of, 68–69
honesty, importance of, 62–63
outsourcing of, 21, 138, 139
process-driven vs. experience-based, 136
process in way of, 34–39
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service, as value, 137–141
service, bad vs. good, 62–68
service, basic tenets of, 130–136
service teams, trusting, 
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social Customer Service, 57–58, 
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Customer Service industry
as cost center, 29
identity crisis in, 20–21, 28–29, 130
negative perceptions of, 39–40
sales, focus on in, 29–30
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Customer stories, 21–22, 36–37, 111
Customer surveys, 155–156
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Domino’s Pizza, 175–176
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Ehrenberg-Bass Institute, 163
800 numbers, 26
Eliason, Carolyn, 9–11, 16
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retail experience, 9
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19–22, 49
See also Comcast

Eliason, Gianna Rose (“Gia”), 10–14, 
105, 167

e-mail addresses, fi nding, 52–53
employee empowerment

at Apple, 36–37
class systems and, 37–38
empowerment, defi ned, 133–134
as key to success, 143–148
lack of, 37–38
mistakes, allowing, 146–147
at Ritz-Carlton, 37
as service value, 131, 133–136
transparency and, 144
trusting employees, 58–60, 145–147

employee guarantee, 152–153
employee morale, 127–128, 203–204
employees

call center performance metrics for, 
30, 120–121

change, frustrations about, 79–80
class systems and, 37-38
Customers, disconnects with, 28–29
hiring the right people, 59, 60–61, 

147–148
passion among, 60–61
social media, participation in, 58, 

61–64, 65, 190–191
trust in, lack of, 58, 79–80

empowerment
Customer empowerment, 51–55
defi ned, 133–134
See also employee empowerment

End of Business As Usual, The (Solis), 80
endorsements, blogs and, 73–75
engagement, social media, 43–44
English language, 18–19
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European Union, privacy in, 72
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about, 41
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brand, communicating on, 163–165
brand research on, 49
changes in, 152
CRM apps for, 71
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employee participation in, 44–45, 62
fans on, 40, 43, 71, 163
location-based technology and, 44
as marketing tool, 40–41
Millennial Generation and, 79
privacy issues on, 72, 73
user engagement on, 43–44

Facebook Like button, 40, 43, 73
Facebook Sponsored Stories, 72–73
fake reviews, 62–63
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FCC, 174, 175
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(FCC), 174, 175
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feedback
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from Customers, 32, 54, 100, 151, 152
negative feedback, 110

fee waivers, 38–39
followers and fans, 40, 43, 71, 163
follow through, lack of, 145–146, 161–162
forced transparency, 150
Foursquare, 40, 44
franchises, social media and, 44–45
FrankEliason.com, 7
free products, blogs and, 73–76
FTC, 74
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Gawker Media, 51, 54
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Generation
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brand, communicating on, 163–165
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�1 button, 40
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Google search
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48–49, 113
for product reviews, 8, 50–51
search strings for, 49
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Hallmark cards, 169
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Hope on Wheels, 184
Hsieh, Tony, 58–59, 131
hubs. See relationship hubs
human connections
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in Customer Service, lack of, 57
importance of, 41
relationship hubs, 130, 147, 165, 201–205
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ideation websites, 146
impersonal responses, 66–68, 
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managing, 69–70
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iPhone/iPad, 36, 199
“It is what it is,” 11–12
IVR (automated voice response), 

26–27, 132

J
Jarvis, Jeff, xi–xiii, 87, 112
Jobs, Steve, 35, 198–199
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CEOs, Customer contact with, 52–53
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193–196
Chief Financial Offi cers (CFOs), 194
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193–194
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Customer knowledge, lack of, 21–26, 

127–128
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127–128
openness to change by, 109–112
organizational roles of, 193–194, 196
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Like button, 40, 43, 73
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brand, communicating on, 163–165
brand research on, 49
for CRM, 70–71
employee participation in, 61–62
introductions on, 70
as marketing tool, 40
for relationship building, 70
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as basic tenet of service, 131–132
intimate connections and, 76–77

listening to online discussions
brands, understanding by, 46–50
diffi culties in, 46–47
getting started, 48–49
Google Alerts and, 48–49, 102
by government, 175
Radian 6, 50, 57, 62, 100, 190
recording devices for, 23–24, 33, 
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tools for, 50
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driving
organizational culture

brand identifi cation by, 24
fear of Customer and, 20
problems in, 19–20
questioning policies and, 11–12
service as value, 137–141
Zappos, 58–60, 131

organizational metrics. See metrics
outsourcing, 21, 138, 139

P
passion

in call center agents, 126
Customer experiences and, 81–84
Customers, connecting with, 81–85
Customers’, understanding, 50, 83
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See also metrics; social review websites

search strings, 49
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social Customer Service
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engagement with, 43–44
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hype about, 40–45, 164
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negative reviews, impact of, 42, 51–55, 

75–76, 93
for product research, 41–42
trust in information on, 76
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technology, changes in, 150
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time, valuing, 29–30
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brand loyalty and, 59–60
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Twitter (continued )
for CRM, 70–71
Customer complaints on, 106–107
employee participation in, 44–45, 62
followers on, 40, 43, 71, 163
Millennial Generation and, 79
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41, 49, 105–107
service-oriented blowups on, 116–117
user engagement on, 43–44

Twitter handles
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Wellington Management 
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Westerman, Scott, 100
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Wired Magazine, 104
word of mouth, 7, 42, 82
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Wozniak, Steve, 198

Y
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Z
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Customer Service, focus on, 58–60, 
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layoffs at, 59–60
organizational values, 58–60, 131, 144
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