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A

Accountability: blueprint for, 281-282;
C-A-T-S (customer accountability
targets) approach to, 117-133, 211;
CEO commitment and, 95; creat-
ing, 134-138, 211-212, 226-227;
executive support for, 206; for guer-
rilla metrics, 115-116; mechanics
and, 77-80, 83; power of public,
134, 136, 139, 211; reality check
audit of, 148-149, 164-165, 169—
170; room for, 134-138; silos and,
116; symptoms of lackluster, 115—
116. See also C-A-T-S (customer ac-
countability targets); Ownership

Accountability forums, 128, 134-138,
139, 148, 211

Alignment process definition, 186. See
also Change effort; Integration

Allstate, 39-40, 188

American Customer Satisfaction
Index, 92, 125

American Marketing Association,
Survey on Leadership Challenges,
56

Analysis paralysis, 101-102, 107

Annual planning: customer account-
ability room and, 138; customer
annual plan document and, 254;
customer metrics tie-in with, 81—
82, 83, 138; customer resource al-
location in, 188-189; dueling silos
in, 12. See also Planning

Apology letters, 35, 144

Aramark, 260

Association of National Advertisers
(ANA), 33

Attainability assessment, 189-190

Audit. See Reality check audit

Aunt Polly, 195-196, 203, 215

Automotive business: customer tote
boards in, 111-113; dueling silos
in, 55; getting to know, 68-69; sales
and marketing power core in, 8-9

B

Balance, between customer demands
and profitability, 15, 248-249, 272

Banking industry, vertical power core
in, 20

Banners, 156, 201

Barrington, L., 6

Baxter Healthcare Corporation, Ger-
many, 64

Benack, E., 263-269

Bills, customer feedback forms on,
129

Boards: CCO access to, 197, 253-254;
percentage of time spent on cus-
tomer issues, 87-88; support from,
255

Booz Allen Hamilton, 33

Bottom line, 69-70

Boundaries, 273

Bowflex, 245

Brainstorming sessions, 156

Brand Keys, Inc., 92

Brenneman, G., 72-73, 144

Broadmoor Resort, 262

Burnout, 282-283
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Business objectives, customer metrics

and, 71

C

C-A-T-S (customer accountability tar-
gets): communication and imple-
mentation of, 117-118, 134-138;
components of, 118-133; customer
listening metrics in, 118, 119, 125—
130; guerrilla metrics in, 118-119,
120-121, 136; leadership commit-
ment to, 133-134; operational met-
rics in, 118, 119, 130-133; overview
of, 117-119, 138-139; reality check
audit of, 148-149; service perfor-
mance metrics in, 118, 119, 122—
125. See also Accountability

Call routing systems, 78

Calls, customer service. See Customer
service calls

Canadian Pacific Hotels, 132-133

Capital One, 128-129

Captive loyalty, 154-155

Carbone, L., 133

Carlzon, J., 131

CCO. See Chief customer officers
(CCOs)

Celebration, 96, 155-156, 157

Central marketing organizations
(CMOs), 33

Central Parking, 260

Chambers, J., 256

Chameleon abilities, 201-202

Change effort: chief customer officer
for, 181-194, 195-216; execution
chasm in, 224-228; initiation of,
sources of, 217-222; leadership
of, choosing functional area for,
222-228; “no” responses to, 13-15;
progress measurement on, 140—
141; readiness assessment for, 185—
191; reality check audit for, 140-177;
roadmap for, 208-213; skills re-
quired for, 226-228; stages of, 208—
213; structures for driving, 217-239;

time frame for, 95-96, 191, 199,
207-208, 211-213; to-do list for, 140,
176. See also Customer leadership

Chief customer officers (CCOs): ac-
tions to support the success of,
203-208, 215-216; advice from and
for, 250, 255, 258-259, 262-263,
268-269, 273; assessing the need
for, 141, 183-191; attributes of,
198-203, 215, 247-248, 258, 270;
burnout in, 282-283; case examples
of, 243-273; executive partnership
with, 94-95, 195-198, 203-213,
215-216; first-quarter actions for,
204-205; functional area ownership
of, 214-215, 232-237; hiring of, par-
ticipants in, 205-206; job descrip-
tion for, 213-214, 216; as line
function leader with dedicated
team, 232-235, 238; as line function
leader with dispersed team, 235—
236, 238; as officer of the company,
204; organizational structures for,
228-239; performance measure-
ment of, 270; pitching the need for,
191-194; political air cover for, 207,
211; reality check audit and, 141,
181-183; reporting structures for,
222-228, 247, 253, 256, 265, 271;
resource allocation and, 188; road-
map of organizational shift for,
208-213; as staff leader with dedi-
cated team, 229-231, 238; as staff
leader with dispersed team, 231—
232,238

Chief executive officers (CEOs):
accountability mission of, 282; apol-
ogy letters from, 35; central mar-
keting organization priorities versus,
33; change effort initiation from,
218, 221-222; clarity of, about pur-
pose, 59-60; customer counting
and, 61-62; customer loyalty and
retention priorities of, 6; as suppor-
tive partners, 94-95, 195-198, 203—



213, 215-216, 255. See also Executive
sponsor; Executives; Leaders

Cisco Systems: background on, 255;
customer advocacy role at, 244,
255-259; customer leadership ac-
complishments at, 256-257

Clarity of purpose: among chief execu-
tive officers, 59—-60; assessment of,
141-142, 184, 186, 222, 223; gain-
ing, 63-64, 91-93; motivation and,
62—63; reporting structures and, 222

Clued In (Carbone), 133

Coca Cola, 245, 248

Coffee mugs, 156, 201

Coldwell Banker: service delivery at,
151-153; vertical power core of, 40,
42

Collaboration process, 189

Colorado Rockies: background on,
259; CCO role at, 259-263; cus-
tomer leadership accomplishments
at, 260; customer leadership title
at, 244

Comer, G., 88-89, 90

Commitment. See Leadership commit-
ment

Communication, internal: about C-A-
T-S (customer accountability tar-
gets), 117-118, 134-138; about
customer achievements, 190; for
customer leadership, 227; of guer-
rilla metrics, 117-118, 137-138; for
unified customer experience, 262

Companywide hoopla, 218, 219

Compensation tie-ins: to customer
feedback, 259; to customer reten-
tion, 154-155, 191; to customer sat-
isfaction surveys, 153-155. See also
Recognition and rewards

Competencies: for chief customer offi-
cers, 198-203, 215, 247-248, 258,
270; cross-functional, 93-94; cus-
tomer focus, 24-26; for driving cus-
tomer change, 226-228

Complaints: forgiveness campaign for,
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144-145; system for tracking, 97—
98. See also see also Customer feed-
back; Customer listening; Cus-
tomer listening metrics

Conference Board, surveys on CEO
top challenges, 6, 33

Conlon, G., 92

Contact points: inconsistent perfor-
mance in, 265-266; moments of
truth and, 131, 1382, 150-151; pri-
ority, 131-133, 135, 136; unified
customer experience and, 149-151

Continental Airlines: forgiveness cam-
paign at, 144-145; marketing-driven
customer focus at, 34-35; metrics
at, 72-73

Coors Field, 259-263. See also Col-
orado Rockies

Corporate machine: areas of, that im-
pact customer relationships, 13—
15; dueling silos and, 10-12, 13,
54-84; poor customer experience
and, 5-7; power core concept and,
8-9; pushing against, 4; workings
of, 4. See also Mechanics; Metrics;
Motivation

Courage. See Guts

Court, D., 87-88

Crawford, B., 87-88

Credit, giving, 199-200, 234, 270

Cross-functional teams and work: for
CCO readiness assessment, 186—
191, 194; dedicated, 228, 229-231,
232-235, 238; dispersed, 228, 229,
231-232, 235-237, 238; levels
of, 224; managing, 227; organiza-
tion of, 206, 212; organizational
structures for, 217-239; reporting
structures and, 223-224. See also
Integration

Cross-selling, 4-5, 149

Customer accountability room, 134—
138

Customer accountability targets. See C-
A-TS
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Customer bermuda triangle, 54-56,
64-65

Customer change effort. See Change
effort

Customer counting, 61-62, 102-103.
See also Guerrilla metrics; Metrics

Customer dashboard, 268

Customer defection: creating a pipeline
of, 39-40; due to poor customer ser-
vice, 6; due to silo dysfunction, 56;
guerrilla metrics for, 104-106; inter-
viewing defectors about, 14-15,
105-106

Customer experience: in ballpark case
study, 260-261; defaulted, 5-7;
defining, 64-66, 130-131, 132-133,
211; disjointed metrics and, 72;
with marketing power core compa-
nies, 31, 35; mechanics and, 76-80;
operational metrics of, 130-133,
148; power core strategy and, 53;
for priority points of contact,
131-133, 135, 136, 149-151; with
product power core companies, 28;
reality check audit of, 149-150;
resource allocation for, 189; with
sales power core companies, 37;
unified, 149-151, 165, 171-172,
211, 245-260, 260-261; with verti-
cal power core companies, 42—43

Customer  Experience  Management
(Schmitt), 133

Customer feedback: for customer lis-
tening accountability, 125-129;
organizing, 97-98, 126, 127-128,
267-268; on service performance,
122-125; technology for, 127-128,
129-1380, 145-147. See also Com-
plaints; Customer listening; Cus-
tomer listening metrics; Service
performance metrics

Customer groups: customization by,
254; feedback organization and,
128-129; referral metrics by, 108—
109; systems for classifying, 107-
108

Customer issues reporting tool, 146—

147

Customer leadership: assessments for,

185-191, 275-279; case examples
of, 243-273; CEO-CCO partnership
for, 195-198, 203-213, 215-216;
chief customer officers (CCOs) for,
181-194, 195-216, 228-239, 243—
273; gut and guts for, 87-90, 97—
98, 99-100, 203, 250; organiza-
tional sources of, 218-222; organi-
zational structures for, 217-239;
passion for, 90-100; product oper-
ations involvement in, 30; reality
check audit of, 141-143, 164, 166;
reporting structures for, 222-228,
247, 253, 256, 265, 271; summary
of, 275-279. See also Chief customer
officers; Chief executive officers;
Executive sponsor; Leaders; Lead-
ership; Leadership commitment

Customer listening: in CCO case stud-

ies, 255-256, 267-268; with cus-
tomers who have defected, 14-15,
105-106; by executives, 192-193;
low-tech, 144—145; metrics for, 118,
119, 125-130; in product power
core companies, 26; reality check
audit of, 143-147, 164, 167; refusal
to engage in, 14-15. See also Com-
plaints; Customer feedback; Cus-
tomer listening metrics

Customer listening metrics: defined,

118; implementing, 126-129; pur-
pose of, 119, 125-126; reality check
audit of, 143-147, 164; resources
for, 129-130; technology for,
127-128, 129-130, 145-147. See
also Customer feedback; Customer
listening

Customer loss review meeting, 106
Customer loyalty and retention: CEO’s

concern with, 6; customer referrals
and, 120-121; ineffective shortcuts
to, 80; levels of, 257; reliability con-
tinuum and, 80; tote boards show-



ing, 111-113, 190; tying compensa-
tion to, 154-155, 191

Customer math, 204-205, 210. See also
Guerrilla metrics; Metrics

Customer power core: case examples
of, 8, 9, 22-23; defined, 19, 22

Customer quicksand, 56-59, 84, 277

Customer relationship management
(CRM) systems: customer focus
with, 92-93; hallucination of, 21—
22, 46-47, 146; preliminaries to,
80; time frame for, 95-96

Customer relationship stages: cross-
functional metrics for, 71-72; de-
fector pipeline and, 39-40; getting
cross-company agreement on, 65—
66; operational metrics for, 130-131

Customer Satisfaction movement, 95—
96

Customer satisfaction scores: over-
analysis of, 101-102; “top-box,”
153-154; tying compensation to,
153-155

Customer satisfaction surveys: coordi-
nation of, with annual planning,
12; insufficiency of, 193; outbound,
122-123; for service performance
measurement, 122-125; tying com-
pensation to, 153-155

Customer score: disjointed silos and,
70-73; motivation and, 60, 61-62.
See also Customer satisfaction scores;
Guerrilla metrics; Metrics

Customer scoreboard, guerrilla met-
rics for, 103-109

Customer service: biorhythmic, 75;
change effort initiation by, 218,
219-220; change effort leadership
by, 224-225, 226-228; customer
defection due to poor, 6; perfor-
mance metrics for, 118, 119, 122—
125; reality check audit of, 151-
153, 165, 173; telepathic levels of,
98-99; 24,/7, 266-267; well-oiled
performance of, 215

Customer service calls: centralization
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of, 249-250; hand-offs in, 77-80;
triage in, 14; up-selling and cross-
selling in, 4-5
Customer service function: customer
ownership by, 78; sales function
collaboration with, 57-58
Customer tote boards, 111-113, 190
Customerbliss.com, 275

D

Database-driven businesses, lost-cus-
tomer data for, 106

Database systems: for customer classi-
fication metrics, 107-108; for cus-
tomer feedback, 127, 128

Datamonitor, 99

Day, G. S., 128, 132-133

Decision making, gut instincts in, 87,
88-89, 99-100, 250

Dedicated team: CCO line function
leader with, 232-235, 238; CCO
staff leader with, 229-231, 238;
qualities of, 228, 229

Defector pipeline, 39-40. See also Cus-
tomer defection

Dell, D., 73

Denmark’s International Health
Insurance (IHI), 22-23

Denver police, 260

Differentiated value, defining, 98-99,
212

Direct Marketing Association, 88-89

Dispersed team: CCO line function
leader with, 235-237, 238; CCO
staff leader with, 231-232, 238;
qualities of, 228, 229

Distribution businesses, operations
power core in, 22

Dueling silos. See Silos

E
Edwards, J., 77
Elfrink, W., 255-259
Emotions, managing customer, 261-
262
Enterprise Rent-a-Car, 67
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Evercare Company: background on,
250-252; CCO role in, 244, 252—
255; customer leadership accom-
plishments of, 251-252, 253-254

Exceptions, for customer service, 258

Execution chasm, 224-228

Executive sponsor: need for, 195-198,
211; supportive actions of, 203—
208, 211

Executives: apology letters from, 35,
144; assigning, to call defected cus-
tomers, 106; in CCO interview
loop, 205-206; CCO’s partnership
with, 195-198, 203-213, 215-216;
customer listening by, 192-193;
pitching the need for a CCO to,
191-194; recognition from, 157.
See also Chief executive officers;
Leaders; Leadership commitment

Exit interviews, 105-106

F

Famous Footwear, 247

Fast Company, 99

Federal Express, 262

Finance: CCO partnership with, 220;
as power core, 22

Financial services businesses: call ser-
vice system of, 4-5; vertical power
core in, 20

Florida, R., 193

Forbes, 251

Forgiveness campaign, 144-145

Fortune: America’s Most Admired
Companies, 2003, 263; Most Ad-
mired Global Airline, 2005, 145

Franchising business, sales-service
relationship dysfunction in, 57-58

Franklin, B., 92

Friendly horse race, 156

Frontier Airlines, 262

Frontline people: cross-functional
skills for, 93-94; customer service
ownership by, 261-263, 264-265,
267; inconsistent performance of,
75; reality check audit of service

delivery and, 151-153, 165, 173;
service performance metrics for,
118, 119, 122-125

Functional experts, in cross-functional
structures, 230-231, 232

G

Game plan. See Clarity of purpose

Goodnight, J., 193

Gordon, 251

Grassroots uproar, 218-219

Griffin, J., 281

Guerrilla metrics, 101-114; account-
ability for, 115-116; assessment of
companies’ status of, 109-111; for
C-A-T-S (customer accountability
targets), 118-119, 120-121, 136;
CCO responsibility for, 204-205,
210, 220; commitment to, 96-97,
113, 114; communication of, 111-
113, 137-138; components of,
103-109; customer-counting basics
and, 102-103; establishing base-
line, 210; getting started with, 113,
187, 210; ideal scenario for, 113;
overview of, 114, 120; for product
power core companies, 30; pur-
pose of, 119; reality check audit
of, 147-148, 164; for sales power
core companies, 38; for vertical
power core businesses, 44; volume
and value in, 103-109. See also
Metrics

Gulati, R., 11, 385

Gut instincts, 87, 88-89, 99-100, 250

Guts: for customer leadership, 87,
89-90, 97-98, 99-100, 203; for cus-
tomer listening, 144-145

H
Hammann, G., 245-246
Harrah’s Entertainment: customer
data integration at, 47, 107-108;
customer loyalty program of, 107-
108; funky task forces at, 11
Harvard Business Review, 87-88



Hawkins, T., 245-250

Helmac Products, 251. See also Ever-
care Company

Home builder company, 63, 142-143

Hospitality industry, operations power

core in, 22
I
“If we build it, they will come” men-
tality, 28

Incremental approach, 189-190

Information technology (IT) involve-
ment, 48

Information technology (IT) power
core: CRM hallucination and, 21—
22, 46-47; customer focus kickstart
for, 47-49; customer strengths of,
44, 45; customer vulnerabilities
of, 44-46; defined, 19, 21

Insurance companies: customer ser-
vice leadership in, 225; dueling
silos in, 55; vertical power core in,
20-21, 22-23

Integration: assessment of, 277; case
study of building, 78-80; in infor-
mation technology power core
companies, 47-49; in marketing
power core companies, 34-35; of
metrics, 66—75, 210-212; of motiva-
tion, 59-66; in product power core
companies, 29-30; roadmap of
organizational shift for, 208-213; in
sales power core companies, 37-40;
in vertical power core companies,
43-44. See also Change effort; Cross-
functional teams and work

International Health Insurance (IHI),
Denmark, 22-23

Issues resolution metrics, 148

Issues trend line, 205

J

Job descriptions: for chief customer
officer (CCO), 213-214, 216; for
cross-functional work, 93

Jorgensen, P. B., 23
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K
K-Mart, Evercare and, 251
Kahn, K., 259-263
Kent, C., 99
King Soopers, 262
Kramer, R. J., 73

L

Lands’ End: Customer Correspon-
dence Corps at, 157; customer
feedback classification at, 127; cus-
tomer power core at, 8, 9; decision
making at, 88-89, 90; at Direct Mar-
keting Association’s annual confer-
ence, 88-89; executive support at,
197-198; guarantee policy of, 90

Leaders: clarity of purpose in, 59-60,
63—-64; customer counting and, 61—
62; guts and gut in, 87-90, 99-100,
250; lack of customer perspective
in, 59-60; pitching the need for a
CCO to, 191-194; reality check
audit completed by, 157-158. See
also Chief customer officers; Chief
executive officers; Customer lead-
ership; Executives

Leadership commitment: assessment
of, 90-100, 187-188, 222, 223; to C-
A-T-S (customer accountability tar-
gets), 133-134, 138-139; in CCO
case studies, 79, 255, 258, 262; to
chief customer officer, 195-198;
gaining, 191-194; to guerrilla met-
rics, 96-97, 113, 114; lack of, 90-91;
reporting structures and, 222, 223

Leadership development, 80

Lerner, S., 255

Levi Strauss and Company, 245

Line function leader: with dedicated
team, 232-235, 238; with dispersed
team, 235-237, 238

Lint Pic-Up, 251. See also Evercare
Company

Listening to customers. See Customer
feedback; Customer listening; Cus-
tomer listening metrics
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Long, L., 269-273

Lost customers metrics, 104—=106. See
also Customer defection

Loyaltyrules.com, 121

M

Managing the Customer Experience
(Smith and Wheeler), 133

Marketing back, 190, 202-203

Marketing function: change effort ini-
tiation by, 218, 220-221; change
effort leadership by, 224, 225-228

Marketing power core: in airline in-
dustry, 34-35; in automotive indus-
try, 8-9; customer focus kickstart
for, 33, 34-35; customer strengths
of, 31, 32; customer vulnerabilities
of, 31-33; defined, 18, 19

McGregor, J., 124-125

McKay, H., 250-251

McKay, N., Jr., 251, 252

McKay, N., Sr., 250-251

Mechanics, 75-82; customer experi-
ence breakdown and, 76-77; cus-
tomer ownership and, 77-80, 83;
importance of, 75-80; silo dys-
function and, 13-15, 54, 57, 58,
75-82, 83. See also Operations

Medical industry, vertical power core
in, 20

Meetings: Chief Customer Officer as
guide for, 282; customer account-
ability, 206; customer loss review,
106; to pitch the need for a CCO,
192-193; reality check audit, 158,
159, 163-164

Metrics: accountability for, 115-116;
alignment of, 73; baseline, 210;
coordinating, with annual plan-
ning, 81-82, 83; cross-functional,
71-72; defined, 66; disjointed, 70—
74, 83; importance of, 66-67; in in-
formation technology power core
companies, 44; integration of,
66-75, 210-212; kickstart for, 74—

75; in marketing power core com-
panies, 34; motivation and, 60-61;
operational versus customer, 71;
overanalysis of, 101-102; power
core and, 68-70, 83; in product
power core companies, 26, 30;
readiness of, 187; reality check
audit of, 147-148, 164, 168; in
sales, 101-102; silo dysfunction
and, 13-15, 54, 56, 58, 70-73, 83.
See also C-A-T-S (customer account-
ability targets); Guerrilla metrics

Microsegmentation, 128

Microsoft: boiling the ocean at, 189;
Windows Error Reporting software
of, 29, 30

Milk run, 151-153

Minute Maid, 245

Mirman, R., 11

Mission clarity. See Clarity of purpose

Moments of truth, 131, 132, 150-151

Monster.com: background on, 263;
customer leadership accomplish-
ments at, 266-267; customer lead-
ership role at, 244, 263-269

Monster Central, 266-267

Monster North America, 264, 268

Monster Worldwide, 264, 268

Motivation, 59-66; assessment of,
190-191; CCO leadership for, 195—
203; importance of, 59-60; non-
monetary forms of, 155-157, 191;
patience and, 96; reality check
audit of, 153-157, 165, 174-175;
reasons for, 60-63; silo dysfunction
and, 13-15, 54, 56, 58; sources
of, for change initiation, 217-
222; symptoms of problematic,
82-83

N
Nautilus, Inc.: background on, 245;
CCO role at, 244, 245-250; cus-
tomer leadership accomplishments
at, 249-250



Neppl, J., 2562-255

Net distracters, 121

Net promoters, 121, 124

New customer metrics: reality check
audit of, 147-148; value and vol-
ume, 103-104

Nixon, G., 79-80

(0]

OAG Airline of the Year Awards, 145

Office of the President, change effort
leadership from, 218, 221-222,
224. See also Chief executive offi-
cers; Customer leadership; Execu-
tives; Leaders

Oldroyd, J. B., 11, 35

“One Number You Need to Grow,
The” (Reichheld), 121

Operational metrics, 71; contact points
and, 131-133; defined, 118; imple-
menting, 130-133; purpose of, 118,
130; reality check audit of, 148;
recognition for, 156; resources
for, 133

Operations: commitment to reliable,
97-98; as power core, 22. See also
Mechanics

Organization charts, 75

Organizational change. See Change
effort

Organizational structures: for cat-herd-
ing the silos, 228-237; in CCO case
studies, 247, 253, 256, 260, 265,
271; for driving change, 217-239;
for initiating change, 217-222, 237,
for leading change, 222-228, 237

Outbound calls: to defected custo-
mers, 106; for service performance
metrics, 123-124

Outbound surveys, 122-123. See also
Customer satisfaction surveys

Outsourced contractors, working
with, 260-261, 262

Ownership: in CCO case studies, 261—
263, 264-265, 267; of CCO hiring
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decision, 205-206; CEO’s, 95, 203—
204; by front line, 260; lack of ac-
countable, 115; in marketing power
core companies, 31; mechanics and,
77-80, 83. See also Accountability

P

Packaged goods company, dueling
silos in, b5

Passion: as CCO attribute, 199; for
customer leadership, 90-100

Pastor, B., 264

Patience, need for, 95-96, 207-208

Persistence, 199, 207, 248, 258

PETSMART, Evercare and, 251

Pharmaceutical company, points of
contact for, 132

Planning: Chief Customer Officer for,
281; IT involvement in, 48—49; of
power core strategy, 49-52. See also
Annual planning

Pogorzelski, S., 264

Polaroid Corporation, 28

Political air cover, 207, 211

Power, giving away, 199-200, 234, 270

Power cores: assessing, 50-51, 275—
276; changing, 23-24; concept of,
8-9, 16-18; customer distance from,
24-26, 53; customer focus com-
petencies and, 24-26; customer
strengths and vulnerabilities of,
compared, 26-49; dancing with,
23-26, 68-70; identification of, 49,
275-276; impact of, on customer
improvement efforts, 16-18, 52;
metrics and, 68-70; partnering with,
69-70; strategic planning for, 49-52;
types of, 18-23. See also Customer
power core; Information technology
power core; Marketing power core;
Product power core; Sales power
core; Vertical power core

Powers, K., 67

Privilege, customer work as, 155

Process change, 227
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Product development integration,
29-30

Product power core: customer focus
kickstart for, 29-30; customer
strengths of, 26, 27; customer vul-
nerabilities of, 28; defined, 18, 19

Progress measurement, 96; assessment
of, 186-187; in first-year, 234, 235;
reality check audit for, 140-141,
176

Progressive Insurance, 21, 225

Prospero, M., 99

Purpose. See Clarity of purpose

Q

Quality management framework, 265
Quarterly report, 137
Quelch, J. A., 87-88

R

Railroad business, 43

Readiness assessment, 185-191,
275-279

Ready, D. A,, 28

Real estate, as vertical business, 41, 42

Reality check audit, 140-177; of ac-
countability and taking action,
148-149, 164-165, 169-170; audi-
ences for, 157-158; for CCO re-
quirements, 181-183; components
of, 141-157; of customer leader-
ship, 141-143, 164, 166; of cus-
tomer listening, 143-147, 164, 167,
discussing, 158, 159, 163-164; dis-
tributing and conducting, 158;
instructions for, 159-164; of met-
rics, 147-148, 164, 168; of motiva-
tion and recognition, 153-157, 165,
174-175; overview of, 165, 176-177;
preparing for, 157-158; purposes
of, 140-141, 165, 176; questions in,
summary of, 164-165; questions in,
table of, 166-175; score plotting
for, 159, 162, 163-164; score tally-
ing for, 159, 161; of service delivery,
151-153, 165, 173; summary re-

views of, 181-183, 277-278; of uni-
fied customer experience, 149-
151, 165, 171-172

Recognition and rewards: assessment
of, 190-191; in integrated system,
80, 227-228; non-monetary, 155—
157, 191; reality check audit of,
153-157, 165, 174-175; within
silos, 54; tying, to customer satis-
faction surveys, 153-155, 191. See
also Compensation tie-ins

Referrals: calling, for performance
metrics, 123-124; guerrilla metrics
for, 108-109, 120-121

Regan, K., 155

Reichheld, F., 6, 121, 124

Reliability: commitment to, 97-98;
scaling, across the organization,
146-147

Reliability continuum, 80

Renewals, guerrilla metrics for, 106-107

Reporting structures, for chief cus-
tomer officers: in CCO case stud-
ies, 247, 253, 256, 265, 271; options
for, 222-228

Resource allocation, 188—-189

Retention rates, on customer tote
boards, 111-113, 190. See also Cus-
tomer loyalty and retention

Return on investment (ROI), proving,
69-70

Revenue demands: balancing cus-
tomer demands with, 15, 248-249,
272; CCO’s role in supporting, 200

Rewards. See Compensation; Recogni-
tion and rewards

Roadmap: assessment of, 186-187;
framing of, 208; stages of, 208-213

Royal Bank of Canada (RBC): funky
task forces at, 11; silo integration
at, 79-80

S
Sales function: metrics of, 101-102;
service function collaboration with,
57-58



Sales power core: in automotive indus-
try, 8-9; customer focus kickstart
for, 37-40; customer strengths of,
35, 36, 37; customer vulnerabilities
of, 36, 37; defined, 19, 20

Salmon leadership, 89-90

Samsung, 92-93

SAS Airlines, 131

SAS Data Mining Product Institute,
193

Sawhney, M., 77

Schmitt, B. H., 133

Schwinn, 245

Scope, assessment of, 93

Segmentation, 128

Service contract-based business, lost
customer data in, 106

Service delivery, reality check audit of,
151-153, 165, 173

Service performance metrics: cus-
tomer validations and, 254-255;
defined, 118; implementing, 122—
125; outbound satisfaction surveys
for, 122-123; purpose of, 119; re-
sources for, 125

Silos: accountability problems and,
116; annual planning and, 12;
CCO’s understanding and con-
necting with, 201-202; customer
focus competencies and, 24-26;
defaulted brand experience and,
5-7; defining customer roles and
responsibilities of, 187; disjointed
mechanics and, 75-82; disjointed
metrics and, 70-74; dueling,
10-12, 13, 54-84, 116, 282; dys-
function of, 13-15, 54; handoffs
between, 54-56, 64-65, 77-80, 187;
multiple customer missions of,
62—63; organizational structures
for CCO leadership of, 228-237,
238; roadmap for integration of,
208-213. See also Cross-functional
teams and work; Integration

Six Sigma, 95-96

Smith, S., 133

InnEx 301

Software, for customer feedback, 127—
128, 129-130, 145-147

Spa company, 95

Spanish-speaking customers, 260

Speed kills, 105

Speed sales, 20

Spitzer, E., 155

Spokespersons, 156-157

Sponsor. See Executive sponsor

Sports Authority, 246, 249

SprintUsers.com, 92

Squeaky wheel whiplash, 4-5

Staff leader: with dedicated team, 229—
231, 238; with dispersed team, 231—
232,238

Staff Pro, 260

Staff resources, commitment of, 187—
188

StairMaster, 245

Strategic customer metrics. See Guer-
rilla metrics

Strategy articulation, 247-248

Structures. See Organizational structures

Success, defining, 49, 54, 66-67, 66—
75. See also Guerrilla metrics; Metrics

T

Target, Evercare and, 251, 253

Task forces, funky, 10-11

Technology companies, power core
of, 17

Tepe,]., 6

Thick skin, 247

Think tank experience, 34-35

Three-Hump Cam Story, 7

3M, 76-77

Ticker-tape board, 190

Time frame: for CRM systems, 95—
96; for customer alignment initia-
tives, 95-96, 191, 199, 207-208,
211-213

To-do list, reality check audit for, 140,
176

Tom Sawyer formula, 195-198, 203

Tortorici, F., 6

Total Quality Management, 95-96
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Travel business, customer experience
in, 42-43

Triage, 14

Trinkets, 201

Trucking company, 94-95

Twain, M., 195

U

Ulfelder, S., 108

Unica Corporation: background on,
269; customer leadership accom-
plishments at, 272-273; customer
leadership role at, 244, 269-273

Unified customer experience: in CCO
case studies, 245-250, 260-262;
organizational partnerships for,
210-211; reality check audit of,
149-151, 165, 171-172. See also
Customer experience

Up-selling, 4-5, 149

USAA, 21

A\
Vandermerwe, S., 23, 64
Vertical power core: customer fo-
cus kickstart for, 43—-44; customer

strengths of, 40-42; customer vul-
nerabilities of, 41, 42-43; defined,
19, 20; example of industries with,
20-21

Voice of the customer. See Customer
feedback; Customer listening; Cus-
tomer listening metrics

w

Wachovia, 124-125

Wal-Mart, Evercare and, 251-252,
253

Web-based companies, business plan-
ning function in, 49

Web site, customer feedback on,
129

Wegman, D., 98-99

Wegman’s grocery stores, 98-99

“We’ve never done it that way” syn-
drome, 187

Wheeler, J., 133

Windows Error Reporting solution,
29, 30

Z
Zealotry, 23-24, 113, 217



