
• A •
abbreviations (e-mail), 293, 297–298
active listening. See also customer

complaints; problem solving
to customer complaints, 249–250
when handling conflicts with co-

workers, 339–340
when problem solving, 140

all-company meetings, 54
amiable working style

characteristics, 193–194
with people with analytical style,

198–200
with people with driver style, 197–198

analytical working style
characteristics, 190–192
with people with amiable style, 198–200
with people with expressive style,

200–201
Anderson, Robert (“Toward an Ethics

and Etiquette for Electronic 
Mail”), 309

angry customers
active problem-solving techniques,

232–233
agreeing on a solution, 233–234
allowing to vent, 227–229
apologizing to, 335
avoiding defensiveness, 334
avoiding negative filters, 229–231
communicating empathy, 231–232, 334
following up with, 234
responding to constructively, 236–238

answering the telephone, 170–172

Asia
eye contact, 153
touching, 158

ask-and-answer telephone surveys, 69
assertive behavior

defined, 189
when handling conflicts with co-

workers, 337–338
attending skills

eye contact, 152–153
facing the customer, 155
leaning forward, 155
nodding, 155

attentiveness, to customers, as service
standard, 118

attitude surveys, 59–60
audiotape/audio CD training program, 87
auditory language in e-mail 

messages, 314
awards programs

creating recognition programs, 46
importance of, 119, 355–356
informal approaches, 119, 120–124
as morale boosters, 44
for quality service, 354
for service improvements, 50

awareness-building training programs, 77
Aztell, Roger E. (Gestures), 158

• B •
background colors and images (Web

sites), 281
backtracking technique

during face to face contacts, 212
in e-mail, 316–317
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backup style, 195
Bailey, Keith (Watercooler Wisdom: How

Smart People Prosper in the Face of
Conflict, Pressure and Change), 219

banners on Web sites, 281
behaviors, focusing on, 45
benefits statements, 211–212
blogs, adding to Web site, 268
body language

communicating friendliness with, 27
components, 152
cultural differences, 153
emotional expression, 189
eye contact, 152–153
facial expression, 153–154
facing the customer, 155
and fight or flight mechanism, 235–236
hand gestures, 156–157
leaning forward, 155
neatness and grooming, 160–161
nodding, 155
personal space, 159–160
and response to service, 161–162
touching, 157
upper body posture, 154
when resolving conflicts with co-

workers, 338
bonus programs for online shopping, 265
books for training programs, 87–88
bottom-line, as company focus, 20
bounce-back initiative

apologizing for errors, 241
care tokens, 242–243
cautions about, 243
correcting service problems, 242
defined, 60, 239–240
examples of, 246
when to use, 244–245

bracketed expressions (e-mail), 296–297
brainstorming. See also problem solving

identifying causes of the problem,
136–137

online quality groups, 144–145

breathing when talking on telephone, 166
bridging technique, 212–213
broadcast e-mail lists, 268
bronze level customer service, 16–17
bulletin boards, adding to Web site,

267–268
buttons for Web site navigation, 277

• C •
capital letters in e-mail messages, 294
carbon copy (CC) for e-mail messages,

293, 299–300
care tokens, 242–243
Carlzon, Jan (Moments of Truth),

10, 25–26
cash awards for superior service, 126
CD-ROM training programs, 88
certification for Web developers, 275
channels of communication

defined, 328
maintaining consistency across,

328–329
multichannel strategies, 329–330

checklists
for facilitating consensus decision-

making, 138
for quality group facilitators, 133

Christmas shopping, 356–357
clarity in e-mail messages, 293, 294,

298–300
classroom training, 81–83
clients. See also customers

listing on Web site, 265
soliciting and listening to feedback

from, 41–42
closed-ended questions, 210
closing lines in e-mail messages, 294
commitment by management, 35, 37
communications

consistency across channels, 328–329
effective, 24
by e-mail, pros and cons, 290–291
problems with, identifying sources, 59
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communications skills
answering the phone, 170–172
communicating service strategy, 54–55
ending the call, 175–176
inflection, 164–167
pacing, 167–169
putting customer on hold, 172–173
taking a message, 174–175
tone of voice, 163–164
transferring calls, 173–174
voice mail, 176–182
voice volume, 167

community features, adding to Web
sites, 267–268

company culture
commitment to service, 28
implementing service strategy, 48

company newsletter, 55
company policies and procedures, 218
company-wide attitude surveys, 59–60
complaints, customer

apologizing for problems, 253
complaint policies, 250–251
e-mail responses, 291, 315
fixing the problem, 253–254
following up on, 255
identifying core problem, 252
listening to, 249–250
perception of being wronged,

correcting, 246 
preventing, 254–255
sources of, 252
speaking with managers, 352
when to complain, 352
writing complaint letters, 353–355

conciseness in e-mail messages, 298–300
confidential material, communicating,

291
confirmation e-mails, 263–264
conflicts with co-workers, handling

active listening, 339–340
assertiveness, 337–338

avoiding put-downs, 343–345
basic human interactions, 345–346
defusing anger, 339–340
expressing empathy, 339
face to face contact for, 338
facing problems honestly, 340–341
focusing on the specific, 341–342
put-downs, 343–345
role of mood, 345
withdrawn or noncommunicative

workers, 342–343
consensus decision-making, 137, 138

online quality groups, 146
with virtual quality groups, 144–148

consultants (outside vendors)
search engine consultants, 284–285
training consultants, 84–86
Web developers, 271–276

contact information, including on Web
sites, 279–280

content, online
advice and how-to articles, 260–261
community features, 267–268
confirming order status, 263–264
convenience, 263
customer lists, 266
determining during design process, 278
e-mail newsletter, 262
financial incentives/special offers,

264–265
how-to articles, 260
including in design process, 278
links and resources, 260–261
“Recent Projects” section, 265
safety/security enhancements, 263
samples of work, 266–267
shopping suggestions, 264
testimonials, 266
tools, 261
Web-cast events, 262
white papers, 260

control, customers’ need for, 221–222

361Index

34_768693 bindex.qxp  3/24/06  5:43 PM  Page 361



convenience
of online shopping, emphasizing, 263
using CRM technology for, 322

conversations, redirecting, 213
Cooper, Ken (Nonverbal Communication

for Business Success), 158
correcting incorrectly filled orders,

244–245
correcting service problems, 242
costs

as bounce-back initiative, 246
for Web site development, 270

cover letters for questionnaires, 68–69
co-workers, viewing as customers, 28–29
co-workers, handling conflicts with

active listening, 339–340
assertiveness, 337–338
avoiding put-downs, 343–345
basic human interactions, 345–346
defusing anger, 339–340
expressing empathy, 339
face to face contact for, 338
facing problems honestly, 340–341
focusing on the specific, 341–342
put-downs, 343–345
role of mood, 345
withdrawn or noncommunicative

workers, 342–343
crafting e-mail messages, 302–304
CRM (customer relationship

management)
company benefits, 323
maintaining consistency across

channels, 328–329
meeting customer needs, 322–323
multichannel strategies, 329–330
overview, 12–13
personalizing help options, 321–322
segmenting customer base, 324–327
uses for, 319–320

cultural differences in body language
eye contact, 153
nodding, 155
personal space, 160
touching, 158

Culture Shock Series (Times Books
International), 158

customer base
and in-house versus outside 

surveys, 62
segmenting for online services, 324–327

customer chain, 29–30
customer complaints

apologizing for problems, 253
complaint policies, 250–251
e-mail responses, 291, 315
fixing the problem, 253–254
following up on, 255
identifying core problem, 252
listening to, 249–250
perception of being wronged,

correcting, 246 
preventing, 254–255
sources of, 252
speaking with managers, 352
when to complain, 352
writing complaint letters, 353–355

customer needs
assessing, 14
control, 221–222
fairness, 221
friendliness, 220–221
information, 222
options and alternatives, 222
understanding and empathy, 221
variability of, 222–224

customer panels, 71–73
customer profiling, 321
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customer relationship management
(CRM)

company benefits, 323
maintaining consistency across

channels, 328–329
meeting customer needs, 322–323
multichannel strategies, 329–330
overview, 12–13
personalized help options, 321–322
segmenting customer base, 324–327
uses for, 319–320

customer requests
clear and direct, encouraging, 348
in e-mail messages, 304–305
finding answers, 333
forwarding to correct department, 334
hard “no’s,” 224–225
learning to say “no” to, 217–219
positive approach, 333
realistic responses to, 335
saying “yes” versus good customer

service, 219–220
service-no sandwich technique,

225–226
taking initiative, 334–335

customer service. See also customer-
focused companies; customer-
friendly service; online customer
service

changing styles of, 13
emergence of during 1970s, 10
job stress associated with, 234–235
relationship to sales, 207
self-evaluation questionnaire, 15–17
skills training, 48, 77

customer service, telephone
answering the phone, 170–172
complaints, 251
ending the call, 175–176
exaggerating tone, 166–167
experiencing as user, 351
inflection, 164–165
pacing, 167–169

pre-testing your voice, 169
putting customer on hold, 172–173
recorded messages, 178
returning telephone calls, 336
smiling when talking, 165
taking a message, 174–175
tone of voice, 163–164
transferring calls, 173–174
voice mail, 176–182
voice volume, 167
word stress and meaning, 166

customer surveys. See also surveys
for developing multichannel service

strategies, 329
exit survey, 61
lost account surveys, 60
random, 58–59
target account survey, 60–61

customer-focused companies
bean counters, 34–35
characteristics and structure, 21–22
Level 1 commitment, 34–35
Level 2 commitment, 35–36
Level 3 commitment, 36–37
Level 4 commitment, 37
questionnaire for measuring degree of

customer focus, 30–34
service as element of company 

culture, 28
versus in-focused companies, 13–14

customer-friendly service
asking customer to wait, 335
backtracking, 212
benefits statements, 211–212
bridging, 212–213
communications and relationship-

building, 24–25
creating, time needed for, 36
features, 23
getting customer’s attention, 208–209
implementing service strategy, 49
maintaining during times of stress,

26–27
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customer-friendly service (continued)

open-ended/closed-ended 
questions, 210

positive business impacts, 24, 26
customers

assessing working style of, 197
benefits from CRM technology, 322
creating profile of, 204–205
customer chains, 29–30
customer logic, 25, 161
customer satisfaction, 47
facing, importance of, 155
internal versus external, 28–29
interrupting, 213
list of, including on Web site, 266
loyalty of, building, 13
mental score card, 114–115
perceptions of, impact on purchase

decisions, 10–11
retaining, financial benefits, 53

• D •
data mining, 326–327
data warehousing, 326–327
deadlines, missed, 244
decision-making

consensus decision-making, 137
in-focused companies, 20

defensiveness, avoiding, 334
degree questions (questionnaires), 64–65
denying customer requests

example situations, 217–219
hard “no’s,” 224–225
positive approach, 333
service-no sandwich technique,

225–226
designing Web sites

contact information, 279–280
content, 278
dividing up project workload, 271
elements of good design, 281

enabling fast downloads, 279
evaluating and hiring Web developers,

272–276
Frequently Asked Questions (FAQ)

section, 278
home page, 278
importance of, 269
offering interesting content, 278
setting site goals, 270
site navigation, 276–277
using multiple media, 280

developers for Web sites
communication skills, 274
creative style, 273
evaluating services/choosing, 272–273
maintenance capabilities, 274
professionalism of, 274–275
references and credentials, 275–276
skills and role, 271
technical competence, 273

difficult customers
active problem solving techniques,

232–233
agreeing on a solution, 233–234
allowing to vent, 227–229
apologizing to, 335
avoiding defensiveness, 334
avoiding negative filters, 229–231
communicating empathy, 231–232, 334
following up with, 234
responding to constructively, 236–238

discounting, as bounce-back 
initiative, 246

discussion telephone surveys, 70
download times for Web sites, 279
dramatic statements, 208
driver working style

characteristics, 192–193
with people with amiable style, 197–198
with people with expressive style,

202–203
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• E •
ease-of-procedure standards, 115
e-commerce Web sites

adding personal touch, 14–15
advice and how-to articles, 260
community features, 267–268
confirming order status, 263–264
content, 259–262
convenient shopping, 263
customer lists, 266
e-mail newsletter, 262
financial incentives/special offers,

264–265
hosting live events, 262
identifying goals for, 270
increasing visibility, 259
interviewing customers using, 330
link exchanges, 286–288
links and resources, 260
“Recent Projects” section, 265
responding to e-mail, 282
safety/security enhancements, 263
samples of work, 266–267
search engine listings, 283–285
search engine ranking, 285–286
shopping suggestions, 264
testimonials, 266
updating frequently, 280–281
visibility, 259
white papers, 260

education programs
audiotapes and audio CDs, 87
awareness building, 77
books for, 87–88
CD-ROMs, 88
classroom training, 81–83
comprehensive approach, 76
consulting companies, evaluating,

84–85
customer-service skills, 22, 42–43, 

75, 77

for executives and senior managers, 80
for implementing service strategy, 48
importance for improving customer

service, 75
online, pros and cons, 83, 86
practice and follow-up, 91–92
preparing staff for, 88–89
for problem-solving, 78–79
public seminars, 83
service management skills, 79–80
setting goals for, 89
team-building, 78–79
training libraries, 92–93
on using e-mail, 78
video-based programs, 87
Web-based programs, 83–86
when implementing service strategy, 48

e-mail
abbreviations used in, 293, 297–298
backtracking key words, 316–317
bracketed expressions, 296–297
CCs in, 293, 299–300
clarity in, 293, 294, 298–300
closing lines, sign-offs, 294
for community-building, 268
for complaints, 251
for customer questionnaires, 68
customer-friendly responses to, 282
emoticons, 296
establishing rapport, 311–312
ethical issues, 307–308
etiquette, 292–294
fat-trimming, 306–307
flames, 309–310
grammar and spelling, 294, 301–302
greeting line, 293
for interviewing customers, 330
for making requests, 304–305
message context, 294–295
multiple media in, 299
neutral language in, 315–316
online harassment, 309, 311
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e-mail (continued)

ownership of, 308–309
permanence of, 309
privacy issues, 308–309
pros and cons, 290–291
for responding to complaints, 315
reviewing and proofing, 300
salutations, 300–301
sensory language in, 312–315
spam, 287, 309–311
subject lines, 295–296
tone, 294, 295
top-down writing, 302–304
training programs for using, 78
unnecessary words, 306–307
for virtual quality group discussions,

144–145
visual appeal, 302
for Web-based surveys, 63
well-crafted, importance of, 11
when not to use, 291

emoticons, 296
emotional expression

in e-mail messages, 296–297
types of, 189

empathy
communicating to co-workers, 339
communicating to customers, 

231–232, 334
customers’ need for, 221
defined, 213
with service people, 348–349
using CRM technology for, 322

ending telephone calls, 175–176
enforcement of service standards, 114
e-rapport

defined, 311–312
using sensory language, 312–315

errors, service, responding to promptly,
239. See also customer complaints;
problem solving

etiquette, telephone
answering the phone, 170–172
ending the call, 175–176

putting customer on hold, 172–173
taking a message, 174–175
transferring calls, 173–174

etiquette, e-mail, 292–294
evaluating service

comprehensive approach, 45
creating service standards, 111–114,

116–118
goals and objectives, 48
incorporating customers’ criteria,

114–116
quantifying outcomes, 45

events, Web-casting, 262
evidence, e-mail as, 309
exclamation points in e-mail 

messages, 302
executives. See management
exit surveys, 61
expectations of customers, responding

to realistically, 335
experience enhancers

converting into standards, 118
identifying staffing needs, 117–118

expressive working style
characteristics, 194–196
with people with analytical style,

200–201
with people with driver style, 202–203

external customers, 28
eye contact

in Asia, 153
examples, 152–153
when handling conflicts with co-

workers, 338
when offering praise, 120

• F •
face time, 14
face to face contact

customer interviews, 71, 330
as vehicle for complaints, 251
when handling conflicts with co-

workers, 338
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facial expressions
examples, 153–154
when handling conflicts with co-

workers, 338
facilitators (quality groups)

brainstorming solutions, 139
characteristics, 129–130
checklist for, 133–135
handling discussions about solutions,

141–142
managing consensus decision-making

process, 138
online quality groups, 144, 145

fairness
customers’ need for, 221
in formal award programs, 124

FAQ (Frequently Asked Questions) on
Web sites, 261, 278

fat-trimming (e-mail), 306–307
feedback

CRM technology for, 323
during site navigation, 277
requesting during online problem

solving, 146
soliciting and listening to, 22, 41–42, 47
Web-based surveys, 63

fidgeting, 338
fight or flight mechanism, 235–236
finding information, 333
flames (e-mail), 309–310
focus groups, 70–71
follow-up

for complaint handling, 100, 246, 255
with difficult customers, 234
after face to face interviews, 73
for telephone inquiries, 336
tracking, 254
to training, 75, 87, 91–92

formal recognition/reward programs
characteristics, 119, 124
customized awards, 125–126
value of, 46

forums, adding to Web site, 267–268
Frequently Asked Questions (FAQ) on

Web sites, 261, 278
friendliness. See also customer-friendly

service
customers’ need for, 220–221
as service standard, 118

frown emoticon, 296

• G •
general surveys, sample 

questionnaire, 66
geographic language differences, 168
Gestures (Aztell), 158
gifts, as award for superior service, 125
giveaways, as bounce-back initiative, 246
gold level customer service, 17
goodwill initiatives

defined, 246–247
examples, 248
impact, 247

grammar in e-mail messages, 
294, 301–302

graphics on Web sites, 280, 281
greeting line (e-mail), 293
grooming, 160–161
ground rules worksheet (quality 

groups), 133

• H •
hand gestures

with props, 156
touching, 157–159
without props, 156–157

handshaking, 157
harassment, online, 309, 311
hard “no’s,” 224–225
hits on Web site, maximizing, 285–288
hold, putting customer on, 100, 172–173,

244, 251
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holiday shopping, 356–357
home page, 278
how-to articles, adding to Web sites, 260
human resources

customer-friendly hires, 50
need for, during service strategy

implementation, 51–52

• I •
“I” messages versus “you” messages, 350
implementing service strategy

assigning responsibilities, 54
building awareness, 47–48
communicating to rest of company,

54–55
cost-benefit comparison, 53
education and training programs, 48
establishing goals and objectives, 48
financial costs, 53
infrastructure changes, 50
process improvement, 48–50
staffing requirements, 51–52
time requirements, 52–53

improvement programs, 49
incorrectly filled orders, correcting,

244–245
indirect service effects, 29
in-focused companies

characteristics and structure, 19–20
versus customer-focused companies,

12, 43–44
informal recognition programs

characteristics, 119
ideas that cost under $25, 121–122
ideas that cost under $50, 122–123
ideas that cost under $100, 123–124
praising staff, 120–121
when to use, 46

information
customers’ need for, 222
inaccurate, correcting, 245
from unhappy customers, 232–233

infrastructure changes, 50
in-house training, 81–82
initiative, taking

in responding to service errors, 239
as service standard, 118
when responding to complaints,

334–335
initiatives

bounce-back initiatives, 239–246
goodwill initiatives, 246–248

intensity of speech on telephone,
168–169

internal customers, 28–29
International Webmasters Association

Web site, 276
interviews

of customers, for identifying needs and
wants, 329–330

for developing multichannel service
strategies, 329–330

live, as Web site content, 262
introductory sentences (e-mail), 301

• J •
jackpot tipping, 354
job descriptions, service standards in,

114
Jung, Carl (psychologist), 187

• K •
kaizen approach to improvement, 50
Kent, Peter (Search Engine Optimization

For Dummies), 259
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key words
in e-mail, backtracking, 316–317
on Web sites, 285–286

• L •
large companies, service strategy

implementation, 53
laws and regulations, 218
legal evidence, e-mail as, 309
Leland, Karen (Watercooler Wisdom: How

Smart People Prosper in the Face of
Conflict, Pressure and Change), 219

letters of complaint, 251, 353–355
Level 1 customer focus, 34–35
Level 2 customer focus, 35–36
Level 3 customer focus, 36–37
Level 4 customer focus, 37
libraries of training materials, 92–93
limited-time offers, 264–265
link exchanges, 286–288
links, adding to Web sites, 260–261
listening

to customer complaints, 249–250
during problem-solving sessions, 140
when handling conflicts with co-

workers, 339–340
live interviews, adding to Web site, 262
long-term perspective, 22
lost account surveys, 60
loyalty

building and valuing, 13
building using CRM technology, 320
loyalty drivers, 329

• M •
Malcolm Baldrige Quality Award Web

site, 115

management
commitment to customer service, 

35, 37, 41
complaining to, 352
identifying sources of customer

difficulty, 234
involvement in service strategy

implementation, 47, 51
participatory, in customer-focused

companies, 22
praising staff, 120–121
presentations to, components, 142–143
support for quality groups, 130
top down, in-focused companies, 20–21
training programs for, 80

manual submission to search engines,
283–284

market share
and customer-focused companies, 21
role of good customer service, 2, 11

marketing using CRM technology, 323
meeting trees, 54–55
meetings, attending, 52
Merrill, David (Personal Styles and

Effective Performance: Make Your
Style Work for You), 189

message boards, adding to Web site,
267–268

messages, e-mail
abbreviations used in, 293, 297–298
backtracking key words, 316–317
bracketed expressions, 296–297
CCs in, 293, 299–300
clarity in, 293, 294, 298–300
closing lines, sign-offs, 294
for community-building, 268
for complaints, 251
for customer questionnaires, 68
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messages, e-mail (continued)

customer-friendly responses to, 282
emoticons, 296
establishing rapport, 311–312
ethical issues, 307–308
etiquette, 292–294
fat-trimming, 306–307
flames, 309–310
grammar and spelling, 294, 301–302
for interviewing customers, 330
for making requests, 304–305
message context, 294–295
multiple media in, 299
neutral language in, 315–316
online harassment, 309, 311
ownership of, 308–309
permanence of, 309
privacy issues, 308–309
pros and cons, 290–291
for responding to complaints, 315
reviewing and proofing, 300
salutations, 300–301
sensory language in, 312–315
spam, 309, 310–311
subject lines, 295–296
tone, 294, 295
top-down writing, 302–304
training programs for using, 78
unnecessary words, 306–307
for virtual quality group discussions,

144–145
visual appeal, 302
for Web-based surveys, 63
well-crafted, importance of, 11
when not to use, 291

messages, telephone, 174–175
mid-size companies, service strategy

implementation, 53
minutes (quality groups), 136
mistakes, how to handle, 239. See also

customer complaints; problem
solving

Moments of Truth (Carlzon), 10, 25–26
moments-of-truth

defined, 10–11
positive, creating, 25–27

mood, and relationships with co-
workers, 345

morale, tips for boosting, 44. See also
recognition programs

multiple media
in e-mail messages, 299
on Web sites, 280

music for customers on hold, 173
mystery shopping, 73

• N •
name of customer

choosing the correct salutation, 176
using when greeting, 1

name-calling, 229
navigation systems for Web sites,

276–277
neatness

personal grooming, 160–161
in work area, 161

needs, customer
assessing, 14
control, 221–222
fairness, 221
friendliness, 220–221
information, 222
options and alternatives, 222
understanding and empathy, 221
variability of, 222–224

negative filters, 229–231
neutral language in e-mail messages,

315–316
news

about company, communicating, 291
company newsletters, 55
syndicated, as online content, 261
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“no,” saying to customers
example situations, 217–219
hard “no’s,” 224–225
positive approach, 333
service-no sandwich technique,

225–226
nodding, 155
noncommunicative workers, tips for

handling, 342–343
Nonverbal Communication for Business

Success (Cooper), 158

• O •
online content

advice and how-to articles, 260–261
community features, 267–268
confirming order status, 263–264
convenience, 263
customer lists, 266
determining during design process, 278
e-mail newsletter, 262
financial incentives/special offers,

264–265
how-to articles, 260
including in design process, 278
links and resources, 260–261
“Recent Projects” section, 265
safety/security enhancements, 263
samples of work, 266–267
shopping suggestions, 264
testimonials, 266
tools, 261
Web-cast events, 262
white papers, 260

online customer service
maintaining consistency across

channels, 328–329
opportunities offered by, 13
tips for, 2
and use of CRM technology, 323–324

online shopping
confirming order status, 263–264
convenience, 263
financial incentives/special offers,

264–265
making shopping suggestions, 264
“Recent Projects” section, 265
safety/security enhancements, 263

online sites for e-commerce
adding personal touch, 14–15
advice and how-to articles, 260
community features, 267–268
confirming order status, 263–264
content, 259–262
convenient shopping, 263
customer lists, 266
e-mail newsletter, 262
financial incentives/special offers,

264–265
hosting live events, 262
identifying goals for, 270
increasing visibility, 259
interviewing customers using, 330
link exchanges, 286–288
links and resources, 260
“Recent Projects” section, 265
responding to e-mail, 282
safety/security enhancements, 263
samples of work, 266–267
search engine listings, 283–285
search engine ranking, 285–286
shopping suggestions, 264
testimonials, 266
updating frequently, 280–281
visibility, 259
white papers, 260

online training, pros and cons, 83, 86
online (virtual) quality groups

choosing and publishing consensus
solution, 148

determining root cause, 146
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online (virtual) quality groups (continued)

identifying/evaluating possible causes,
145–146

identifying/evaluating possible
solutions, 147

multichannel strategies, 329–330
presenting the problem, 144

open e-mail lists, 268
open-ended questions, 210
options/alternatives, customer need 

for, 222
orders

confirming order status, 263–264
incorrectly filled, correcting, 244–245

out of stock items, 218
outside vendors

search engine consultants, 284–285
training consultants, 84–86
Web developers, 271–276

overcommunicators (e-mail), 298

• P •
paid submission services, 284
paraphrasing technique, 212
participating in problem-solving

sessions, 140
partnerships

for link exchanges, cautions, 288
long-term, role of customer service, 12

performance evaluations, service
standards in, 50, 114

personal contact standards, 115–116
personal space (spatial zones), 159–160
Personal Styles and Effective Performance:

Make Your Style Work for You (Merrill
and Reid), 189

personalized service
as bounce-back initiative, 246
importance to online relationships,

14–15
using CRM technology for, 321–322

planning service strategy
changing to customer-service focused

systems, 43–44
developing consistency, 45
education and training programs, 42–43
soliciting and listening to feedback,

41–42
top-down approach, 41

policy, complaint, 250–251
poor-to-excellent questions

(questionnaires), 64
pop-up windows (Web-based 

surveys), 63
posture, 154
predictable service problems, 241
presentations to management, 142–143
preventing problems, 254–255
price reductions, 264
print designers, 271–272
prioritizing paragraphs (e-mail)

exercise, 303–304
importance of, 302–303

problem solving. See also quality groups
accelerating using CRM technology, 323
apologizing for problems, 253
brainstorming solutions, 138–140
for conflicts with co-workers, 337–346
for conflicts with customers, 232–233
evaluating causes, 137–138
evaluating solutions, 140–142
fixing the problem, 254–255
following up on complaints, 255
identifying core problem, 137, 252
listening to customers, 252
online quality groups, 144–148
preventing problems, 254–255
recommending solution to

management, 142–143
skills training for, 48, 78, 79
team approach, 10
using quality groups, 128–131
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procedures
evaluating ease of, 115
reviewing, 49

product quality
communicating in e-mail, 11
historical attitudes towards, 9
importance to customers, 114–115
as service standard, 118
stress on during 1970s, 10

profile, customer, 204–205
profits, 21
promotion

customer-focused companies, 22
in-focused companies, 20

promptness as service standard, 118
public training courses/seminars, 83
purchase decisions, 10–11
put-downs, avoiding, 343–345

• Q •
quality groups

action plan worksheet, 135
defined, 10, 128
facilitator, 129–130
ground rules, 132–133
identifying correct problem, 130–131
identifying/evaluating causes, 136–138
identifying/evaluating solutions,

138–142
introductory meeting, 131–132
management support, 130
meeting schedule, 132
members, 131
minutes worksheet, 136
online, reaching consensus, 144–148
organizing group, 132
recommending solution to

management, 142–143
roadblocks, 148
user-friendly process, 129

quality of product
communicating in e-mail, 11
historical attitudes towards, 9
importance to customers, 114–115
as service standard, 118
stress on during 1970s, 10

quality service, quantifying, 45
question marks (e-mail), 302
questionnaires

cover e-mail for, 68
for measuring degree of customer

focus, 30–34
as online content offering, 261
sample questions, 65–68
self-evaluation, 15–17, 184–187
written, types of, 64–65

questions
open-ended/closed-ended 

questions, 210
as way of getting customer 

attention, 209

• R •
rapport

defined, 311–312
in e-mail messages, 312–315

rate of speech and telephone 
service, 168

“Recent Projects” section (Web 
sites), 265

recognition programs
creating recognition programs, 46
importance of, 119, 355–356
informal approaches, 119, 120–124
as morale boosters, 44
for quality service, 354
for service improvements, 50
for service staff, importance of, 119

recorded messages, 178
redirecting conversations, 213
references for Web developers, 275–276
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referrals, CRM technology for, 323
Reid, Roger (Personal Styles and Effective

Performance: Make Your Style Work
for You), 189

relationship buyers, 12
relationships

building using CRM technology, 320
as consequence of service excellence,

24–25
defined, 24
online, building and maintaining, 13–14

requests, customer
clear and direct, encouraging, 348
in e-mail messages, 304–305
finding answers, 333
forwarding to correct department, 334
hard “no’s,” 224–225
learning to say “no” to, 217–219
positive approach, 333
realistic responses to, 335
saying “no” to, 217–219
saying “yes” versus good customer

service, 219–220
service-no sandwich technique,

225–226
taking initiative, 334–335

resources, adding to Web sites, 260–261
responsiveness. See also customer

complaints; problem solving
to service errors or problems, 239
using CRM, 322

retaining customers, 53
returning telephone calls, 336
rude treatment of customers, 245
run-on and fragment sentences 

(e-mail), 294

• S •
safety measures (Web sites), 263
salary advancement, 46

salutations
e-mail messages, 300–301
face to face contacts, 176

samples of work, including on Web site,
266–267

saying “no” to customer requests
example situations, 217–219
hard “no’s,” 224–225
positive approach, 333
service-no sandwich technique,

225–226
Search Engine Optimization For Dummies

(Kent), 259
search engines

getting sites listed with, 283–285
and link exchanges, 286–288
monitoring rankings with, 286
ranking systems, 285–286
search engine consultants, 284–285

security measures (Web sites), 263
segmenting customer base, 324–327
self-evaluation questionnaire, 15–17,

184–187
senior management. See management
sensory language (e-mail)

auditory language, 314
tactile language, 314–315
use in establishing rapport, 312–313
visual language, 313–314

service, customer-friendly
asking customer to wait, 335
backtracking, 212
benefits statements, 211–212
bridging, 212–213
communications and relationship-

building, 24–25
creating, time needed for, 36
features, 23
getting customer’s attention, 208–209
implementing service strategy, 49
maintaining during times of stress,

26–27
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open-ended/closed-ended 
questions, 210

positive business impacts, 24, 26
service excellence

communications and relationship-
building, 24–25

customer-friendly attitude, 23–27
expanding definitions of service, 27–28
expanding definitions of the customer,

28–30
service filters, 231
service heroism and goodwill initiatives,

246–248
service management skills training, 48,

79–80
service people

approaching directly, 348
empathizing with, 348–349
handling anger towards, 350

service problems or errors
asking customers about, 47
care tokens, 242–243
correcting, 242
critical, examples, 244–245
and goodwill initiatives, 246–248
predictable versus unexpected, 241
responding to promptly, 239
troubleshooting using quality groups,

128–131
service process, mapping, 117
service providers, approaching

effectively, 348
service sequence, defining, 116
service staff

ensuring commitment and
participation, 52

evaluating treatment of, 17
honesty of, and in-house versus outside

surveys, 62
including management among, 51
morale boosters, 44

participation in creation of service
standards, 114

preparing for training, 88–89
in quality groups, 131
questionnaire, cover e-mail, 68–69
questionnaire, sample questions, 67–68
recognizing, customer-focused

companies, 22
recognizing, in-focused companies, 20
setting training goals, 89
soliciting and listening to feedback

from, 42
viewing as customers, 28, 30

service standards
and defining friendliness, 111–112
developing, 112–113, 116–118
effective, criteria for, 113–116
function of, 111

service strategy implementation
assigning responsibilities, 54
building awareness, 47–48
communicating to rest of company,

54–55
cost-benefit comparison, 53
education and training programs, 48
establishing goals and objectives, 48
financial costs, 53
infrastructure changes, 50
process improvement, 48–50
staffing requirements, 51–52
time requirements, 52–53

service strategy planning
changing to customer-service focused

systems, 43–44
developing consistency, 45
education and training programs, 42–43
soliciting and listening to feedback,

41–42
top-down approach, 41

service-no sandwich technique, 225–226
shaking hands, 157
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Shapiro, Nancy (“Toward an Ethics and
Etiquette for Electronic Mail”), 309

share of market. See market share
shopping online

confirming order status, 263–264
convenience, 263
financial incentives/special offers,

264–265
making shopping suggestions, 264
“Recent Projects” section, 265
safety/security enhancements, 263

short-term perspective, 20
sign-offs in e-mail messages, 294
silver level customer service, 17
simulation training approach, 79
sincerity when apologizing, 253
site maps, 270
skills, communication

answering the phone, 170–172
communicating service strategy, 54–55
ending the call, 175–176
inflection, 164–167
pacing, 167–169
putting customer on hold, 172–173
taking a message, 174–175
tone of voice, 163–164
transferring calls, 173–174
voice mail, 176–182
voice volume, 167

small business service strategy
implementation, 53

smile emoticon, 296
smiling. See also body language

falsely or inappropriately, 23, 339
overdoing, 153
and relationship building, 25
as service standard, 112, 118
when talking on telephone, 165

software, search engine submission, 285
solo practitioners (Web developers), 272
solution evaluation worksheet, 141
spam (e-mail), 287, 309–311

spatial zones (personal space), 159–160 
spelling in e-mail messages, 294, 301–302
staff members. See co-workers, handling

conflicts with; service staff
staff surveys

company-wide attitude survey, 59–60
value of, 58

standards of excellence, 49–50
step-by-step problem solving method

(quality groups)
brainstorming solutions, 138–140
clarifying individual responsibilities,

132
establishing ground rules, 132
evaluating causes, 137–138
evaluating solutions, 140–142
ground rules worksheet, 133
identifying causes of the problem,

136–137
introductory meeting, 131–132
online approach, 144–148
recommending solution to

management, 142–143
setting meeting schedule, 132

Sterling Consulting Group online training
programs, 86

stock quotes as online content 
offering, 261

stress
and customer service jobs, 234–235
fight or flight mechanism, 235–236
responding to constructively, 236–238

style stepping
amiable versus driver style, 198
analytical versus amiable style, 200
defined, 196
driver versus expressive style, 202–203
example situations, 203
expressive versus analytical style, 201

subject lines (e-mail), 295–296
submission services, 284
submission software, 285
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suggestions by customers, 253
surveys

communicating results from, 73–74
company-wide attitude survey, 59–60
customer panels, 71–73
customer satisfaction, 47
of customers, for identifying needs and

wants, 329
face to face interviews, 71
focus groups, 70–71
in-house versus outside surveys, 61–62
lost account surveys, 60
mystery shopping, 73
as online content offering, 261
random customer surveys, 58–59
surveying both customers and staff, 58
target account survey, 60–61
telephone surveys, 69–70
Web-based surveys, 63
written questionnaires, 64–69

• T •
tactile language in e-mail messages,

314–315
target audience and link exchanges, 286
team-building training, 78–79
teamwork problems, 60
Technical Assistance Research Program

(TARP), 249
technical training, pros and cons, 76
telephone customer service

answering the phone, 170–172
complaints, 251
ending the call, 175–176
exaggerating tone, 166–167
experiencing as user, 351
inflection, 164–165
pacing, 167–169
pre-testing your voice, 169
putting customer on hold, 172–173
recorded messages, 178

returning telephone calls, 336
smiling when talking, 165
taking a message, 174–175
tone of voice, 163–164
transferring calls, 173–174
voice mail, 176–182
voice volume, 167
word stress and meaning, 166

telephone surveys
ask-and-answer surveys, 69
discussion surveys, 70
interview techniques, 330

telephone tag, 180
testimonials, including on Web site, 266
tests, as online content offering, 162
thanking customers, 252–253. See also

recognition programs
Times Books International Culture Shock

Series, 158
time-sensitive issues, communicating,

291
tipping, jackpot, 354
tone in e-mail messages, 294, 295
tone of voice. See also body language;

telephone customer service
and apologies, 232
exaggerating tone, 166–167
importance, 163–164

tools, offering on Web sites, 261
top-down writing

prioritizing paragraphs, 302–303
writing exercise, 303–304

total quality management (TQM), 10
touching, 157–159
“Toward an Ethics and Etiquette for

Electronic Mail” (Anderson and
Shapiro), 309

traffic to Web site, enhancing, 285–286
training

audiotapes and audio CDs, 87
awareness building, 77
books for, 87–88
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training (continued)

CD-ROMs, 88
classroom training, 81–83
comprehensive approach, 76
consulting companies, evaluating,

84–85
customer-service skills, 22, 42–43, 75, 77
for executives and senior managers, 80
for implementing service strategy, 48
importance for improving customer

service, 75
online, pros and cons, 83, 86
practice and follow-up, 91–92
preparing staff for, 88–89
for problem-solving, 78–79
public seminars, 83
service management skills, 79–80
setting goals for, 89
team-building, 78–79
training libraries, 92–93
on using e-mail, 78
video-based programs, 87
Web-based programs, 83–86
when implementing service strategy, 48

transaction buyers, 12
transferring telephone calls, 173–174
travel rewards, 126
trophies, 125–126

• U •
undercommunicators (e-mail), 299
understanding, customers’ need for, 221.

See also empathy
unexpected service problems, 241
unhappy customers. See customer

complaints; difficult customers
unprofessional customer service,

correcting, 245
updating Web sites, 280–281
upper body posture, 154
up-selling, 323

• V •
vendor loyalty, 12
venting by customers, allowing, 228–229
verbal emotional expression, 189
verbal skills. See also angry customers;

customer complains; telephone
customer service

for handling stress, 236–238
tone of voice, 163–164

video presentations, 55
video-based training programs, 87
virtual (online) quality groups

choosing and publishing consensus
solution, 148

determining root cause, 146
identifying/evaluating possible causes,

145–146
identifying/evaluating possible

solutions, 147
multichannel strategies, 329–330
presenting the problem, 144

visual language in e-mail messages,
313–314

voice
emotional expression, 189
inflection, 164–165
pacing, 167–169
tone, exaggerating, 166–167
tone, importance, 163–164
volume, 166–167
word stress and meaning, 166

voice mail
brevity of messages on, 181
greeting, skipping option, 180
greetings, updating, 178–179
reasons for not using, 176–177
reasons for using, 177
responding to messages, 179, 180–181
security measures, 182
streamlining customer responses,

179–180, 181
using effectively, 178–179
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• W •
Watercooler Wisdom: How Smart People

Prosper in the Face of Conflict,
Pressure and Change (Bailey and
Leland), 219

Web developers
communication skills, 274
creative style, 273
evaluating services/choosing, 272–273
maintenance capabilities, 274
professionalism of, 274–275
references and credentials, 275–276
skills and role, 271
technical competence, 273

Web site design
contact information, 279–280
content, 278
dividing up project workload, 271
elements of good design, 281
enabling fast downloads, 279
evaluating and hiring Web developers,

272–276
Frequently Asked Questions (FAQ)

section, 278
home page, 278
importance of, 269
offering interesting content, 278
setting site goals, 270
site navigation, 276–277
using multiple media, 280

Web site URLs
customer service tools, 261
Essential E-mail training program, 301
International Webmasters Association,

276
Malcolm Baldrige Quality Award, 115
Sterling Consulting Group online

training programs, 86
Web sites for e-commerce

adding personal touch, 14–15
advice and how-to articles, 260

community features, 267–268
confirming order status, 263–264
content, 259–262
convenient shopping, 263
customer lists, 266
e-mail newsletter, 262
financial incentives/special offers,

264–265
hosting live events, 262
identifying goals for, 270
increasing visibility, 259
interviewing customers using, 330
link exchanges, 286–288
links and resources, 260
“Recent Projects” section, 265
responding to e-mail, 282
safety/security enhancements, 263
samples of work, 266–267
search engine listings, 283–285
search engine ranking, 285–286
shopping suggestions, 264
testimonials, 266
updating frequently, 280–281
visibility, 259
white papers, 260

Web-based surveys, 63
Web-cast events, 262
Weblogs, adding to Web sites, 268
white papers, adding to Web sites, 260
withdrawn workers, handling conflicts

with, 342–343
word-of-mouth

power of, 1, 12
and service excellence, 24

work environment
emotional expression using, 189
neatness in, 161

working style
amiable, 193–194
amiable versus driver, 197–198
analytical, 190–192
analytical versus amiable, 198–200
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working style (continued)

backup, 195
driver, 192–193
driver versus expressive, 202–203
emotional expression, 189
expressive, 194–196
expressive versus analytical, 200–201
grid for, 191
identifying, 197, 204–205
self-evaluation questionnaire, 184–187
style stepping, 196
variety of, 345

worksheets
quality group action plan, 135
quality group minutes, 136
solution evaluation, 141

writing, top-down
prioritizing paragraphs, 302–303
writing exercise, 303–304

written interviews, 330

• Y •
yes-or-no questions (questionnaires), 64
“you” messages versus “I” messages, 350
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