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Seven Principles of Customer Service®

T

2.

Keeping your word is where it all begins. Keeping your word builds trust. Trust is the foundation of all successful
relationships.

Always be honest and tell it like it is. By being honest and telling your customers the truth, you are much more likely to
get a positive response to any situation

Always think proactively, looking around the corner. Thinking proactively when it comes to customer service boils
down to addressing concerns prior to you having to hear from the customer that something needs to be done.

Deal with problems as best you can yourself, never passing the buck. The more authority employees have to address
customer problems, the better it is because nothing upsets customers more than being passed from department to
department.

Do not argue with a customer because it is a lose/lose situation. The best question to ask yourself is: What can be
done to make the customer feel happy and cared for?

Accept your mistakes, learn from them, and do not repeat them. Accept that you have made a mistake, evaluate the
situation, learn the lesson, and move on. Don’t get stuck in an indefinite state of denial.

. Consistency is the name of the game for lasting success. When the customer service principles discussed above are

practiced consistently, customers realize over time that the integrity of how you choose to run your business is not to be
compromised.

Creating a Customer-Oriented Company®

corwN =

Top-down culture and commitment are essential.
Identify internal champions and uphold them.
Commit resources to the task.

Hire the right people.

Empower your employees.

Make customer service training a priority.

“Summarized from Imran Rahman, “Seven Service Principles Guaranteed to Create Raving Fans,” http://www.dreammanifesto.com/service-
principles-guaranteed-create-raving-fans html. Accessed May 11, 2016.

"Summarized from John Allen, “Creating a Service-Oriented Company Takes Commitment,” Houston Business Journal (April 10, 2009), http:/
www.gnapartners.com/system/files/private/ Creating%20a%20service%20oriented%20company%20takes%20commitment.pdf. Accessed May 11,
2016.

consumers in real time and use this information to enhance personal service.'® Fifth,
remember that politeness pays. Customer relationships are a two-way street. McDonald’s
and Coca-Cola in the Philippines introduced an app that would reward diners for not
using their phones while eating. Another restaurant initiated a pricing policy that
rewarded customer’s politeness.”® These ideas are just some of the innovative thinking
on customer service that is taking place today.

Customer service programs are very important. In addition, programs such as Total
Quality Management (TQM) and Six Sigma have become important strategic responses
to product quality and safety issues. Lean Six Sigma, Kaizen, and ISO 9000 are also pop-
ular quality enhancement programs. These responses merit brief consideration.

X Total Quality Management Programs

Total Quality Management (TQM) has many different characteristics, but it essentially
means that all of the functions of the business are blended into a holistic, integrated phi-
losophy built around the concepts of quality, teamwork, productivity, customer under-
standing, and satisfaction.'”® The purpose of TQM is to satisfy customers by focusing
on product quality and safety issues. To be successful, a strong TQM program needs to
employ principles, practices, and techniques that focus on the customer, use continuous
improvement, and employ teamwork."”® It should be noted that the customer, or
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consumer stakeholder, is at the center of the process. The positive impact TQM can have
on safety in the workplace has been established.'*

According to the American Society for Quality (ASQ), a global community of people
interested in quality, TQM has a number of established benefits. Some of these include
strengthened competitive position, elimination of defects and waste, reduced costs,
enhanced market position, and improved customer focus and satisfaction.'”” To be suc-
cessful, TQM must emphasize eight key elements—Ethics, Integrity, Trust, Training,
Teamwork, Leadership, Recognition, and Communication. The first three—Ethics, Integ-
rity, and Trust—constitute the foundation on which all else is built. These three elements
foster openness, fairness, and sincerity, and they create the foundation for involvement
by everyone.'”®

A vital assumption and premise of TQM is that the customer is the final judge of
quality. Therefore, the first part of the TQM process is to define quality in terms of cus-
tomer expectations and requirements. Quality means different things to different people,
and this makes its achievement challenging, but the four attributes of quality that most
often seem to be used include excellence, value, conformance to specifications, and meet-
ing and/or exceeding expectations.'® It is important to remember that customers’ percep-
tion of quality is not always the same as actual quality and so firms may have to wait for
customers to realize that genuine quality improvements have been made.''

Opportunities for recognition have helped to propel quality efforts. In the United States
and the rest of the industrialized world, the Malcolm Baldrige Award, ISO 9000, and the
Deming Quality Award have enhanced the reputations of firms that undertake quality
initiatives and complete them successfully. As often occurs with new management
approaches, TQM became a management buzzword, and many of its slogans, such as
“Getting it right the first time,” became viewed as clichés. It is against this backdrop that
other tools developed and became popular, such as Just in Time (JIT) strategy and Busi-
ness Process Reengineering (BPR). Recently, some analysts have argued that sustainability
and TQM are intimately related. And, TQM is often characterized as a predecessor to Six
Sigma and other approaches though it is still practiced in its fundamental principles.

The need for a more rigorous definition of quality was part of the appeal of Six
Sigma, and other approaches, which are briefly described.

Six Sigma Strategy and Other Processes

Six Sigma is a development within TQM that has become a way of life for many cor-
porations. Sigma is a statistical measure of variation from the mean; higher values of
sigma mean fewer defects. The six-sigma level of operation is 3.4 defects per million.
Most companies operate around the four-sigma level, that is, 6,000 defects per million."""

Six Sigma also is viewed as a general heading under which is grouped a body of strat-
egies, methodologies, and techniques. Six Sigma continues as a popular way of improving
quality and reducing costs.''> IBM, Motorola, Amazon, GE, Nokia, and Sony are but a
few of the major corporations that have adopted the Six Sigma methodology.'”®
Although some observers deride Six Sigma as “TQM on steroids,” it has brought new
commitment and energy to the quest for quality in the new millennium. It is even said
to have brought “more prominence to the quality world than it has enjoyed since the
glory days of the mid-1980s.”'"*

Motorola first developed Six Sigma, and Allied Signal later experimented with it, but
most observers believe that GE perfected it. One of Six Sigma’s strengths has been the
clarity of the process and the steps companies must take to adopt it. However, Six
Sigma is more than a toolbox with clear instructions. The program also represents a phi-
losophy or strategy that stresses the importance of customers as well as careful
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measurement. Six Sigma practitioners look for facts rather than opinions, and they
believe in fixing the process rather than the product.'’® Of course, these underlying prin-
ciples are the foundation of TQM and most other quality efforts.

Whereas Six Sigma is a comprehensive quality program, a newer program, Lean Six
Sigma (LSS) began being practiced in conjunction with it. Whereas Six Sigma focused on
improving quality, Lean Six Sigma focused on removing waste. As a combined quality man-
agement approach, LSS amplifies the strengths and minimizes the weaknesses of both
approaches.'* TQM and Six Sigma are often used in conjunction with the Japanese concept
of Kaizen, which means “improvement,” and refers to activities that are continuously
involving all employees, management, and workers toward process improvement. Kaizen is
also seen as a company-wide improvement mindset that is focused on customer satisfac-
tion.""” Accompanying these approaches to quality improvement, ISO 9000 is often used
as well. ISO 9000 is a set of international standards on quality management and quality
assurance that have a customer focus. The standards are based on quality management prin-
ciples that senior management can apply for organizational improvement.'**

The basis for all of these quality or safety approaches is the satisfaction of the con-
sumer. Figure 14-6 outlines a consumer stakeholder satisfaction model that depicts
how product and service quality and safety lead to consumer satisfaction and the conse-
quences for the firm’s profitability, reputation, and continued purchasing by consumers.

Consumer stakeholders have become concerned with
product quality and safety, largely because businesses
have failed to meet their needs reliably on these two
fronts. The situation has been the same with both
manufacturing and services. One major challenge has
been to identify and understand the different

dimensions of the quality issue. Today, quality may
mean performance, features, reliability, conformance,
durability, serviceability, aesthetics, perceived quality,
or some combination of these dimensions. Product
and service quality is both a business and an ethics
issue.
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An extremely important legal and ethical issue has
been the consumer’s right to safety. Product safety,
especially food safety, has become one of the most cru-
cial consumer issues for firms. The product liability
crisis has been an outgrowth of business’s lack of atten-
tion to this issue. Other factors contributing to the
product liability crisis have been the number of
harmful-product cases, our increasingly litigious soci-
ety, the size of financial awards given by the courts, and
rising insurance rates. A major consequence of these
phenomena has been calls for product liability reform
or tort reform.

Discussions of tort reform are ongoing, but few
changes in these laws have recently occurred. There
are many stakeholders on both sides of the tort reform
issue. Product tampering and product extortion have
also become safety-related issues. In recent years, the
health and safety issues related to foods, drugs, tobacco,
and medical devices have propelled the CPSC and the
FDA into prominent roles, fueled by supplementary
regulations like the CPSIA and the FSMA to help pro-
vide protocols and enforce regulations. The CPSC and
FDA play vital roles in product safety, but strong

business ethics remains the best practice for dealing
with these issues.

Companies today employ a host of different cus-
tomer service programs, all of which are aimed at cre-
ating satisfied customers who will demonstrate loyalty
and will return for future purchases. In addition, firms
use a variety of approaches that specifically address
the issue of quality, primarily in the production pro-
cess, and these embrace safety as one significant fea-
ture. Quality improvement initiatives such as TQM,
Six Sigma, Lean Six Sigma, Kaizen, and ISO 9000 are
being used systematically, but they have not solved all
the problems; however, they and other techniques
have the potential for addressing the problems in a
significant way if they are properly formulated and
implemented.

In addition to these specific responses, a consumer
focus and orientation needs to permeate management
decision making if the concerns of consumers are to be
handled effectively. In today’s business environment,
consumers have many choices. Consequently, compa-
nies have no alternative but to internalize the consumer
focus if they are to succeed.
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Discussion Questions

1. Identify the major dimensions of quality. Give an
example of a product or service in which each of
these characteristics is important.

2. What ethical theories can help us to better
understand the issue of quality? Discuss.

3. Identify the principal reasons why we have a
product liability crisis. Have any reasons been
omitted? Discuss.

4. Differentiate the doctrine of strict liability from
the doctrines of absolute liability and market
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share liability. What implications do these
views have for the business community and for
future products and services that might be
offered?

5. Given the current business and consumer
climate, what do you anticipate the future to be

for the CPSC and the FDA? What role does
politics play in your answer?

What is your assessment of business’s response
to product and service quality and safety? Have
they done enough? What is missing from their
approaches?
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found in New York, and one woman died. James Burke, J&] chairperson at the time,
characterized the case as “terrorism, pure and simple.”' In response to these and
other incidents, firms began to employ tamper-evident packaging. Although improve-
ments in packaging have slowed the rate of pharmaceutical product tampering, they
have not stopped it. In addition to the Tylenol case, other notable cases of product
tampering have involved Jell-O pudding, bottled water, oranges, candy, baby food, and
Girl Scout cookies.”” In addition to invading packaging, there are other approaches to
product tampering as well. In 2016, a man walked into a Michigan Whole Foods Mar-
ket and sprinkled a mysterious substance on the grocery store’s buffet. An observant
employee saw the incident and all of the food was thrown away. The FBI is still seeking
the perpetrator.®®

After the 9/11 terrorist attacks, product-tampering concerns centered on anthrax and
the possible ways it could be used for extortion and terror. When attorneys at Stoel Rives
in Portland, Oregon, mailed 50,000 cards in envelopes with bumpy seeds, some recipi-
ents became so scared they dialed 911. Publisher’s Clearinghouse mailed packages of
powdered detergent to customers, causing alarm in the process.”* Now that the furor
over mail has subsided, attention has shifted to ways in which terrorists might tamper
with the food or water supply. Since the 9/11 attacks, food companies have spent hun-
dreds of millions of dollars to upgrade security, institute employee background checks,
and install lights and video cameras.”® In spite of these efforts, some incidents continue
to occur.”®

Product extortion occurs when someone threatens to damage, destroy, or contami-
nate products in an effort to leverage ransom monies from the affected companies.®”
Though there have not been many recent cases in the United States, product extortions
have occurred around the world in a variety of markets. The problem has occurred fre-
quently enough, however, that insurance companies now exist that specialize in product
extortion insurance.”® Unlike product tampering and contamination, product extorters
do not try to do reputational harm to the company. They are typically just interested in
ransom from the company.*’

Product Liability Reform. The problems discussed up to this point have combined
to generate calls from many groups for product liability reform, also known as
tort reform. A tort is an act that injures someone in some way and for which the injured
person may sue the wrongdoer for damages. Legally, torts are civil wrongs, not criminal
wrongs.”’ The U.S. tort system costs Americans hundreds of billions of dollars every
year. Built into the price of every product is a component to pay for liability insurance
and lawsuit defense. Tort risks are the second most important factor when a company
decides where to relocate or expand operations or build a new plant or introduce a new
product.”!

With the recent changes in health-care law, many experts believe that changes in tort
law are also needed as part of the process of bringing health-care costs under control.
However, not everyone agrees that tort reform is needed. On one side are business
groups, medical associations, local and state governments, and insurance companies
that want to change the system that they claim gives costly and unfair advantage to
plaintiffs in liability suits. On the other side are consumer groups and trial lawyers who
defend the current system as one that protects the constitutional rights of wrongfully
injured parties.”*

The business community’s criticisms of the current system illustrate some of the
aspects of the controversy. Currently, there is a patchwork of state laws, with the law
varying significantly from state to state. Business wants a uniform federal code to govern
product liability. It also argues for no punitive damages unless the plaintiff meets
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tougher standards of proof because meeting government standards is no defense in
most states. Business thinks it should have an absolute shield against punitive damages
for drugs, medical devices, and aircraft that meet government regulations. Business
also wants a cap placed on how high punitive awards can be. Finally, business wants
victorious plaintiffs to be able to recover damages only to the extent that defendants
are liable.”*

On the other side of the issue are consumer and citizen groups and others who sup-
port the current system and say the critics of the product liability laws have exaggerated
the problems. These supporters of the current system point out that some of the most
infamous injuries inflicted on consumers were remedied mainly through lawsuits, not
regulatory action. Examples include the Dalkon Shield, a contraceptive device that
made thousands of women infertile; the Pinto’s exploding gas tank; the damage to work-
ers exposed to asbestos; tobacco cases; and many lesser-known cases.”* To be sure, the
health-care arena is one of the primary stages upon which the tort system’s reform is
being played out. According to Ralph Nader, trial lawyers are “all that is left to require
wrongdoers to be held accountable.””

The debate over product liability reform is ongoing. Business claims the current sys-
tem is inherently inefficient, raises the costs of litigation, and imposes a hidden tax on
consumers because it inhibits innovation and dampens competitiveness. Consumer
groups argue that the current system has forced companies to make safer products and
listen to their customers. Studies show that both sides have valid arguments. The laws
have spurred some safety improvements, but they have also hampered innovation.”
The American Tort Reform Association (ATRA) has been working for decades to bring
about modifications in product liability legislation. ATRA is an organization that repre-
sents a nationwide network of state-based liability reform coalitions back by many grass-
roots supporters. The issue of tort reform is so heated, controversial, and complex,
however, that very little progress seems to be made.”” From an ethical perspective, if
businesses internalize the notion of product safety and take responsibility for the pro-
ducts and services they sell, the need for legal redress is precluded and the entire
business-consumer relationship is far better served.

There are two major government agencies that are dedicated to product safety and
both of them have become more activist in recent years—the Consumer Product Safety
Commission and the Food and Drug Administration.

¥ Consumer Product Safety Commission

The Consumer Product Safety Commission (CPSC) is an independent regulatory
agency that was created by the Consumer Product Safety Act of 1972. CPSC works to
reduce the risk of injuries and deaths from consumer products by”*:

1. developing voluntary standards with industry,

2. issuing and enforcing mandatory standards,

3. banning consumer products if no feasible standard would adequately protect the
public,

4. obtaining the recall of products or arranging for their repair,

5. conducting research on potential product hazards, and

6. informing and educating consumers through the media, state and local governments,
private organizations, and by responding to consumer inquiries.

Figure 14-3 summarizes the Mission, Vision, and Goals of the CPSC for the period
2011-2016. This strategic plan represents the initiatives the CPSC has in place and con-
tinues to implement.
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FIGURE 14-3 | Consti

MISSION

VISION

Goal 1

Goal 2

Goal 3

Goal 4

Goal 5

r

Protecting the public against unreasonable risks of injury from consumer products through education,
safety standards activities, regulation, and enforcement.

The CPSC is the recognized global leader in consumer product safety.

GOALS

Leadership in Safety Take a leadership role in identifying and addressing the most pressing consumer
product safety priorities and mobilizing action by our partners.

Commitment to Prevention Engage public and private sector stakeholders to build safety into consumer

products.

Rigorous Hazard Identification Ensure timely and accurate detection of consumer product safety risks to
inform agency priorities.

Decisive Response Use the CPSC's full range of authorities to quickly remove hazards from the
marketplace.

Raising Awareness Promote a public understanding of product risks and CPSC capabilities.

Source: U.S. Consumer Product Safety Commission Strategic Plan-2011-2016, http://www.cpsc.gov//PageFiles/123374/201 Istrategic.pdf.
Accessed May 11, 2016.

The CPSC was created at the zenith of the consumer movement as a result of initia-
tives taken in the late 1960s. Over the decades, the CPSC has experienced ups and downs
and various degrees of activism as various administrations came into office. During some
administrations, it was significantly bolstered in its power and budget, and during other
administrations, it was downplayed and underemphasized. As with all government agen-
cies, their directors are appointed by the presidents in office at the time and their powers
are greatly affected by the budgets given them by Congress.

During the Obama Administration, the CPSC has been more activist and has intro-
duced a number of new priorities including an official blog titled OnSafety (http://www
.cpsc.gov/onsafety/) that reports the latest product safety information that consumers
might need. By 2016, some of the product safety issues being carefully monitored by
the CPSC included defective humidifiers, portable hook-on chairs for children, architec-
tural glazing materials, pool and spa drain entrapments, harmful toys, and other danger-
ous children’s products.”” On a regular basis, the CPSC is actively engaged in product
recalls, safety education, regulations, laws, and standards.*” Consumers may now connect
with CPSC safety warnings and other information on YouTube, Twitter, and GooglePlus,
as well as through RSS Feeds, Podcasts, and the OnSafety blog.*!

The Consumer Product Safety Improvement Act (CPSIA) of 2008 is the most
recent and comprehensive piece of legislation given to the CPSC for enforcement. This
act provided the CPSC with new regulatory and enforcement tools. CPSIA addresses,
among other things, lead, phthalates, toy safety, third-party testing and certification,
imports, ATVs, civil and criminal penalties, and SaferProducts.gov. It also repeals a
funding limitation on the number of CPSC commissioners.*” In 2011, CPSIA was
updated to provide stronger regulatory and enforcement tools.**

The CPSC continues to play an important role in protecting consumers from unsafe
products. Since the passage of CPSIA, the cap on civil penalties has been increased from
just under $2 million to $15 million for violations of the consumer safety laws.** Up
until 2016, no penalty higher than $5 million had been issued. But, in 2016, CPSC
entered into an agreement with several non-U.S. companies that agreed to payments in
the range of $15 million. The huge penalty was a way of sending a message to non-U.S.
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companies that if they sell, manufacture, or distribute consumer goods in the United
States, they must meet their reporting and product certifications that must be accurate and
up-to-date under the U.S. consumer protection laws or face record high consequences.*

EIE] Food and Drug Administration

The Food and Drug Administration (FDA) grew out of experiments with food safety by
one man—Harvey W. Wiley—chief chemist for the agricultural department in the late
1800s.* Wiley’s most famous experiments involved feeding small doses of poisons to
human volunteers. The substances fed to the volunteers were similar to those found in
food preservatives at the time. The volunteers became known as the “Poison Squad,” and
their publicity generated a public awareness of the dangers of eating adulterated foods. The
Food and Drugs Act of 1906 was a direct result of the publicity created by Wiley’s experi-
ments. The act was administered by Wiley’s Bureau of Chemistry until 1931, when the
name “Food and Drug Administration” first was used.*” Today, the FDA is responsible
for protecting public health by assuring the safety, efficacy, and security of human and vet-
erinary drugs, biological products, medical devices, the nation’s food supply, cosmetics,
tobacco products, and products that emit radiation.*® The scope of the FDA’s regulatory
authority is very broad and is closely related to some other regulatory agencies. As a result,
it is often frustrating and confusing to consumers to determine the appropriate regulatory
body to contact.* The FDA conducts an enormous amount of business as it carries out its
mission, and like the CPSC it has been controversial over the decades and its zeal in pur-
suing its mission has varied widely depending on the administration in office.
Figure 14-4 provides information about the FDA and its strategic priorities.

| FIGURE 144 [U.S. Food & Drug Administration (FDA)—Overview, Mission, and Strategic Priorities—2014-2018

FDA Overview

The U.S. FDA is the agency within the U.S. Department of Health and Human
Services (HHS) responsible for ensuring the safety and effectiveness of pro-
ducts that account for about 20 cents of every dollar spent by American con-
sumers each year—products that touch the lives of every American every
day. These include human and animal drugs, 80 percent of the food supply,
biological products, medical devices, cosmetics, radiation-emitting products,
and tobacco products.

Five Crosscutting Strategic Priorities Regulatory Science

Globalization
Safety and Quality
Smart Regulation
Stewardship

Core Mission Goals and Objectives Goal 1—Enhance oversight of FDA-regulated products

Implementation

Goal 2—Improve and safeguard access to FDA-regulated products to benefit health
Goal 3—Promote better informed decisions about the use of FDA-regulated
products

Goal 4—Strengthen organizational excellence and accountability

FDA will implement these strategic priorities through a tiered planning framework.
Most importantly, FDA senior leadership will integrate them into the annual
budget priority setting and formulation process.

Progress will be monitored by aligning annual executive and employee
performance metrics with long-term objectives and strategies.

Source: U.S. Food & Drug Administration, “FDA Strategic Priorities, 2014-2018,” http://www.fda.gov/downloads/ AboutFDA/ReportsManuals
Forms/Reports/UCM416602.pdf. Accessed May 11, 2016; “About FDA,” http://www.fda.gov/AboutFDA/default htm. Accessed May 11, 2016.
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X Business’s Response to Consumer
Stakeholders

Business’s response to consumerism and consumer stakeholders has varied over the
years. It has ranged from poorly conceived public relations ploys at one extreme to
well-designed and implemented programs focusing on customer relations, customer
satisfaction, customer engagement, and customer relationship management at the other
extreme. Business’s response has also included programs focusing on quality and contin-
uous improvement initiatives such as Total Quality Management (TQM), Kaizen, ISO
Certification, and Lean Six Sigma programs, although there is some indication that
these are falling out of favor, as passing “fads.”® Though particular programs may
become less fashionable to businesses, the core activities that are involved in being
responsive to consumers remain.

The history of business’s response to consumers parallels its perceptions of the seri-
ousness, pervasiveness, effectiveness, and longevity of the consumer movement. When
the consumer movement first began, business’s response was casual, perhaps symbolic,
and hardly effective. Today, the consumer movement has matured, and formal interac-
tions with consumer stakeholders have become more and more institutionalized. Busi-
ness has realized that consumers today are more persistent than in the past, more
assertive, and more likely to use or exhaust all appeal channels before being satisfied.
Armed with considerable power, consumer activists have been a major stimulus to
more sincere efforts on behalf of business to provide consumers with a forum. These
efforts have included the creation of toll-free hot lines, user-friendly Web sites, consumer
service representatives, and more extensive customer service training. Today, virtually all
successful companies have customer service programs, irrespective of whether they are
selling products or services.

EXJ Customer Service Programs

It is ironic that the United States is said to now be a service economy and yet poor cus-
tomer service seems to be a topic on every consumer’s minds today. In recent years,
retailers of all types have been pushing the idea of self-service and many consumers con-
tinue to be upset with how businesses’ keep pushing this concept whether it be checking
out your own groceries, following a computer voice protocol to fix your own cable TV or
internet connection problem, printing your own boarding pass at the air terminal kiosk,
or pumping your own gas (except in New Jersey and Oregon where pumping your own
gas is forbidden by state law). One writer recently exclaimed “Are we entering a dark,
deeply un-American era when we literally have to do everything for ourselves?”"

But, the other type of consumer dissatisfaction is simply with the way merchants and
retailers who claim they are providing good service do not do a very good job and some-
times they behave unethically. Even McDonald’s Corporation has said its own service is
broken (rude and unfriendly employees, slow service) and is tackling a major repair
job.”? Companies seem to always be finding new ways to stick the consumer with lousy
service.”?

In one recent study, 66 percent of consumers switched brands or business due to poor
customer service. Eighty-two percent of those who switched said the brand could have
done something to stop them.”* In spite of customer frustrations with poor to erratic
service, consumers today continue to expect high-quality, safe products and responsive
customer service regarding the products and services they buy. Nothing is more frustrat-
ing than spending money on a product only to encounter after-sale problems or issues
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that are not quickly and easily remedied. Experts today argue that companies should
strive to develop loyal customers who will always come back and that the key to cus-
tomer retention is customer service. Building life-long devotion among customers takes
serious commitment and hard work. It also requires that a company create a culture and
employees who are motivated and committed to delivering outstanding service.

One major factor that holds out hope for better customer service is the fact that there
are a number of companies that not only give good customer service but have become
well known for excellence in customer service. One notable example is Zappos, the
e-commerce company, led by Tony Hsieh, their passionate CEO.> Zappos has become
a model for how to build a culture of employees that know how to serve their customer
base while also enjoying their work. One of the keys to Zappos success is the careful hir-
ing process they use to make sure the employees will fit in with and can adapt to the
customer-centric culture.”®

Companies address customer service in a variety of ways, and it is often dependent on
the nature of the products or services and the competitiveness of the market that drive
commitment on the part of companies. Companies provide customer service through
money-back guarantees, warranties, and offices of consumer affairs in which are found
customer service representatives whose full-time job is to make customers happy. The
effective execution of customer service depends on a host of factors, but it is absolutely
critical that top management be committed to providing a service as part of its ongoing
relationship with the consumer. Management’s job is to attract, maintain, and retain cus-
tomers, and this requires a high degree of dedication and commitment.

One merchant that has done a fine job at customer service is The Vermont Country
Store. It has built its high-level customer service around its own “Customer’s Bill of
Rights.” Its first two customer’s rights include (1) the right to expect polite and courteous
service and (2) the right to always be treated as a priority. Its other customer’s rights
pretty much cover any possible concern a customer might have.””

Under Armour is another company that is well known for its strong customer service.
Under Armour employs customer service agents that actually use the products it sells.
The company believes that by using agents who have experience with their products,
they will better be able to talk with customers in a more meaningful way. Under Armour
works with live chat provider Needle, Inc., to find prospective agents from among the
company’s 1.7 million Facebook fans.”®

There are many principles that drive high-quality customer service and many guide-
lines for creating a customer-oriented company. Figure 14-5 presents some key cus-
tomer service principles and guidelines for developing customer-oriented companies.
If companies followed these, customers would justifiably think they have been treated
fairly.

A recent trend report on customer service argued that there were five trends help-
ing to define and improve customer service now and into the future.”” First, always
have a Plan B. When BMW launched its BMWi3 electric vehicle, purchasers were
given access to petrol vehicles to ease their “range anxiety.” This was their Plan B.
Second, provide video valets. Forward thinking brands will now provide Webcam-
enabled face-to-face interaction with customer service representatives.'” For exam-
ple, the Amazon Mayday button connects Kindle Fire HDX tablet owners with an
Amazon customer service representative via Webcam. Third, deliver (more than) the
goods. Be prepared for a smartphone-fueled rush of delivery innovations. In 2014, Pizza
Hut Panama began delivering pizzas that were cooked in transit in special mobile ovens to
ensure freshness.'”!

Fourth, customer-focused brands will promote a sixth sense—info-sense. Using smart
sensors and face-and-object technologies, it is now possible to gather information about
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