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1-Click Service, 17-18

A

Abandonment rate (ABA), 287

Accountability, 11, 16-17, 166-169;
Amazon, 176-178, 190-191, 200;
assigning to the right level, 195—
201; bad cases, 171-176; the Berlin
Wall, 170; contact center problems,
178-179; within customer service,
181-183; financial accountabil-
ity, 192-195; Five Why’s, 187-188;
framework, 183-201; good cases,
176-183; island hopping in WWII,
170; lack of individual accountabil-
ity, 197-201; lack of information,
184; making accountability stick,
189-195; matrix management,
174-175; McDonald’s, 179-180;
ministerial accountability, 169-170;
Nordstrom, 180-181; ownership
tests, 188-189; penal measure-
ment system, 197; policy shields,
173, 175-176, 196-197; shooting
the messenger, 171-172; sponsor-
ship, 190-191; systems spaghetti,
173-174; targets, 191-192; tearing
down the walls, 183-189

After-call work (ACW), 181-182;
defined, 287

Airlines, proactive contact, 105

Alaska Airlines, 108

Amazon: accountability, 176-178,
190-191, 200; challenging demand,
43-45; easy contact, 142-143;
great service experiences, 274-275;
integrating channels to manage

change, 94-95; listening to custom-
ers, 17-18, 221-222; multichannel
integration, 79-81; proactive con-
tact, 107-108

American  Customer Satisfaction
Index (ACSI), 5, 26, 27, 209-210

Annual reports, 245-246

AOL France, 111-112

Apple, 140

Appreciative customers, 246-247

Asleep at the wheel, 39-41

ATMs, 88-89

Australian Cancer Council, 104

Autobahn, 102-103

Automated feedback tools, 233-234

Automatic number identification
(ANI). See caller line identifica-
tion (CLI)

Average handle time (AHT), 14,
38-39; defined, 287

B

Bank of America, 142

Bendigo Bank, 161

Berlin Wall, 170

Best agents, 272

Best Service, 26-28, 242-245; road-
blocks to, 247-251. See also great
service experiences

Best Service Principles, 8-14; objec-
tions to, 19-21

Bezos, Jeff, 18, 43, 190-191, 221

Bills, 4243

Blogs, 235-236

Bouska, Jardon, 47

Brand, impact of poor service on,
24-26
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British Telecom, 15
“But our customers are happy” prob-
lem, 248, 250-251

C

Cable & Wireless (C&W), 217-218

Call chokers, 133

Call factories, 45—47

Caller line identification (CLI), 287

“Can’t afford it” problem, 247, 250

“Can’t fix it” problem, 247, 249

Capatosto, Terri, 179-180

Carlson, Jan, 32

Carpetbaggers, 41-42

Challenging demand, 32-33; bad
cases, 38-43; driving safety, 37-38;
establishing a closed-loop system,
53-57; framework, 49-63; good
cases, 43—49; hardware manufac-
turing, 35-36; health care, 26-27;
preventive equipment mainte-
nance, 35; Toyota, Lean, and
Deming, 33-35

A Change of Heart (Drink), 37

Channel prisons, 133-134

Charrette planning process, 130-131

CheckFree, 47-48

Command-and-control environments,
199

Company blogs, 235-236

Contact elimination, 47

Contacts: number required of custom-
ers, 6-8; understanding the reasons
for, 50-53; unnecessary, 31; what
to eliminate, automate, simplify,
improve, or leverage, 57-61. See also
dumb contacts; easy contact; proac-
tive contact; repeat contacts

Contacts handled per hour (CPH),
38

Contacts per hour (CPH), 287

Contacts per order (CPO), 43-45,
191

Contacts per X (CPX), b54-55;
defined, 287

Cost reallocation, 193-195

Costs, increased, 24, 25

Critical reviewers, 245

Cross-sell theory, 20

Cross-selling, 41

Customer change management, 95;
defined, 288

Customer notes, 213-215, 218-220

Customer relationship management
(CRM): defined, 288; software, 50

Customer service: accountability for,
11; example of poor service, 3—4;
number of contacts required, 6-8;
speed vs. effectiveness, 14; speed
vs. quality, 13-14; why it matters,
21-26; why it’s broken, 3-8. See also
best service; great service experi-
ences; poor service; self-service

Customer XTC (customer ecstasy),
43

Customerfocused processes, 263-271

D

Danaher, 36

Deep support, 121

Dell, 35-36, 45-47, 227; Direct2Dell,
235-236

Deming, Edward, 33

Deming Prize, 33-34

Department warriors, 42

Designated owners, 54

Detractors, 22, 23

Diabetes self-testing, 69

Don’t Make Me Think (Krug), 92

Drink, Susan, 37

Driving safety, 37-38

Dumb contacts, 31; defined, 288;
eliminating, 8-9, 15

Dynamic individual handle time
(DIHT), 55, 260; defined, 288

Dyson U.K., 48-49

E
Easy contact, 10-11, 16, 126-129;
allowing two-way control, 158-163;
Amazon, 142-143; Apple, 140; bad
cases, 131-138; Bank of America,
142; call chokers, 133; channel



prisons, 133-134; Charrette plan-
ning process, 130-131; consciously
incompetent companies, 132-134;
encouraging contacts, 152-154;
framework, 143-163; good cases,
139-143; hours of operation and
customers’ needs, 138, 156-157;
how the contact will be handled,
145-147; human support, 159;
i-select, 140-141; last contact
benchmarking, 144; laying the
foundation, 144-150; matching
contact channels to needs, 154—
155, 161-162; matching contact
type to need, 160; maturity levels,
128; missing at the moment of
need, 136-138; opening the flood-
gates, 150-158; overwhelming
options, 134-135; policy shields,
135-136; providing choice, 155—
156; removing cost and barriers of
contact, 157-158; staying tuned to
customers, 162—-163; Teensurance,
131; unconsciously incompetent
companies, 134-138; USAA Insur-
ance, 139-140; Virgin Air, 141;
what the contact will achieve,
149-150; when the contact will
be handled, 147-149; Wikimania,
129-130

EBay, 15

Effectiveness of service, vs. speed, 14

E-mail, 146, 220-221

Enlightened hospitality, 18

Enterprise space shuttle, 207-208

Exchanges, 56

F
FAQ, 288
Fast + simple processes, 266-268
First contact resolution (FCR), 14,
61, 260; defined, 288
First direct bank, 78-79, 109-110
First point resolution (FPR), 61, 260;
defined, 288
Forgetting who the customer is, 13
Frequently asked questions. See FAQ

INDEX 309

G

Geographical separation, 5

Golden thirty seconds, defined,
288-289

Gorbachev, Mikhail, 170

Grade of service (GoS), defined, 289

Great service experiences, 13-14,
18-19, 242-245; Amazon, 274—
275; awesome service delivery,
251-253; customer-focused pro-
cesses, 263—271; matching service
to the customer, 271-273; mea-
suring what really matters, 253—
262; “virtual” no service, 273-276.
See also Best Service

Greene, Moya, 123

H

Halsey, William F. “Bull”, 170
Hardware manufacturing, 35-36
Health care, 26-27, 104
Hewlett-Packard, 261
Hours of operation and customers’

needs, 138, 156-157
Hunter, Dick, 35-36, 45-47

I

In Search of Excellence (Peters and
Waterman), 174

Incompetence, 72-74

Information gap, 11-12

Information Technology Infrastruc-
ture Library (ITIL), 114-115

Interactive voice response (IVR),
defined, 289

Internal best practices (IBP), 260;
defined, 289

I-select, 140-141

J
Jenson, Warren, 192-193

JetBlue Airways, 25-26
Juran, J.M., 33

K
Key performance indicator (KPI),
289
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Kingfisher Airlines, 270-271
Krug, Steve, 92

L

Laptop batteries, 105-106

Last contact benchmarking, 144,
260; defined, 289

Lean, 33-35, 36, 45—47; defined, 289

Listening to customers, 11-12, 17—
18, 204-205; Amazon, 221-222;
automated feedback tools, 233—
234; bad cases, 208-215; Cable
& Wireless (C&W), 217-218;
chained to the office, 211-212;
company blogs, 235-236; cus-
tomer notes, 213-215, 218-220;
dangers of denial, 209-210;
declining reputation for service,
210-211; Enterprise space shuttle,
207-208; framework, 222-238;
good cases, 215-222; learning to
act, 236-238; learning to listen,
223-230; listening for free, 225—
227; listening posts, 224-225,
231; listening to systemic pain,
227-229; listening to the front
line, 229-230; local partnerships
vs. global management, 208-209;
Mars Company, 215-216; Nelson
Mandela and the NAC, 206; Net-
Bank, 220-221; readers writing
books, 207; smart ways to listen,
230-236; text and speech analy-
sis, 231-233; Trader Joe’s, 222

Lost revenue, 22—-24

M
M&M candies, 215-216
Mallya, Vijay, 270-271
Mandela, Nelson, 206
Mars Company, 215-216
Massey, Peter, 266
McCafferty, Pat, 17
McDonald’s, 179-180
MCI, 261
McLeod, Fiona, 17

Meadows, Ivy, 114

Measurements, 253—-254; customer-
centric measures, 255-257; mea-
surement mayhem, 254-255; new
metrics, 260-261; outsourcer mea-
sures, 261-262; things to get right,
259; wacky behaviors, 257-259

MECE, 51, 52

Medibank Private, 110-111

Meter-reading, automatic, 70

Meyer, Danny, 18

A Million Penguins, 207

Mind-set of the organization, 158

Ministerial accountability, 169-170

Mobile phone technology, 146

Motorola Razr, 106-107

Mutually exclusive and collectively
exhaustive (MECE), defined, 289

Mystery contact, 289-290

N
National Action Council (NAC), 206
Nationwide Building Society, 81-83
NetBank, 220-221
New York State Department of Motor
Vehicles, 83-85, 96
Nimitz, Chester, 170
Nordstrom, 180-181
Novadental Clinic, 15-16

o
Orienteering, 69-70
Outside best practice (OBP), 260;
defined, 290
Overwhelming options, 134-135
Owner, 290
Owning actions. See accountability

P
Penal measurement system, 197
Penguin, 207
Personal safety, 104
Peters, Tom, 23
Policy shields, 135-136, 173, 175-176,
196-197
Pombriant, Denis, 121



Poor service, 21-22; impact on brand
and reputation, 24-26; increased
costs, 24, 25; lost revenue, 22-24

Preventive equipment maintenance,
35

Principles of Best Service, 8-14;
objections to, 19-21

Proactive contact, 10, 15-16, 100-
102; airlines, 105; Alaska Airlines,
108; Amazon, 107-108; AOL
France, 111-112; Autobahn, 102—
103; bad cases, 105-107; capabili-
ties, 112-116; closing the loop,
122-123; designing into long-
running processes, 118-122; first
direct bank, 109-110; framework,
112-123; good cases, 107-112;
health care and personal safety,
104; laptop batteries, 105-106;
Medibank  Private, 110-111;
Motorola Razr, 106-107; prior-
ity matrix and service levels, 115;
Puget Sound Energy (PSE), 108-
109; stay home messages, 104—
105; TraceTek, 103-104; triggers
for, 116-118; XM radio, 109

Process mapping, 47-48

Promoters, 22, 23

Puget Sound Energy (PSE), 108-109

Quality of service, vs. speed, 13-14

R

RACI framework, 120-121

Reagan, Ronald, 170

Recovery theory, 19

Reliability, Dyson U.K., 48-49

Repeat contacts, 31; eliminating,
61-63

Reporting, 53-54

Reputation, impact of poor service
on, 24-26

Responsible or action or consulted
or informed (RACI), defined, 290

Revenue lost, 22-24

INDEX 31 1

Rewards, and consequences, 57
Right Care, 47

Rodda, Emily, 207

Rowan of Rin, 207

Rule of 7 plus or minus 2, 290

S

Self-service, 66-67; bad cases, 71—
78; channel wars, 75-76; creat-
ing engaging self-service, 9-10,
15; customer-controlled, 86-87;
deadly sins preventing, 67-68;
design by committee, 74-75;
engaging the customer, 81-83;
E-Z Visit, 83-85; framework, 85—
96; giving the customer control,
78-79; good cases, 78-85; incom-
petent, 72-74; integrating chan-
nels to manage change, 93-96;
multichannel integration, 79-81,
82; neglectors, 71-72; nonsensi-
cal, 74; outside customer service,
69-70; restrictors, 71; sales preven-
tion, 76-78; usable designs, 87-93;
wasting the customer’s time, 76

Short message system (SMS), 290

SHOUT, 48

Skyline, 54, 192; defined, 290

Snowballs, 61-63; defined, 290

“Someone else’s problem” problem,
247, 248-249

Speech analysis, 231-233

Speed of service: bad cases, 38-39;
vs. effectiveness, 14; vs. quality,
13-14; when the contact will be
handled, 147-149

Sponsorship, 190-191

Stay home messages, 104-105

Success rate, 290

Survey, 64, 98, 124, 164, 201, 238-
239, 277-286

Switching levels, 4

T
Take-up rate, 290
Targets, 54-56, 191-192
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Teensurance, 131
Telstra, 81, 82

Text analysis, 231-233
Toyota, 33-35
TraceTek, 103-104
Trader Joe’s, 222
Trager, Harvey, 36

U

Union Square Cafe, 18-19
Unnecessary contacts, types of, 31
Up-selling, 41
U.S. Internal Revenue Service

Employee Resource Center, 255
U.S. Navy, 35
USAA Insurance, 16, 139-140

A%
Value-Irritant Matrix, 59-60, 271
Virgin Air, 141
Voice of the customer (VOC), 291

w

Wacky behaviors, 257-259

Warm body theory, 20-21

What our customers are saying. See
WOCAS

“What problem?” problem, 247, 248

Wikipedia, 129-130

WOCAS, 17, 229-230, 249; defined,
291

XM, 109

Y
Yarra Valley Water, 16-17, 226

Z
Zero-based approach to contacts,
51-52
Zuboff, Shoshana, 121















