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4.MANAGE TOUCH POINTS AND IMPACT POINTS

Back in 1986 | read the book,”Moments of Truth” by Jan Carlzon. If you have read
my articles and books over the years, or have seen me speak, you may remember
that Mr.Carlzon took a failing airline and turned it around to be the most successful
and admired airline in the airline industry. He did it by managing the moments of
truth, which he defined as:

Anytime a customer comes into contact with any aspect of a business, however
remote, they have an opportunity to form an impression.

These “moments of truth” are front line contacts | refer to as touch points;
interactions between your company and the customer. Anything happening

behind the scenes is an impact point. A flaw or mistake behind the scenes impacts

the outcome of the customer experience. For example, when you check your bag
at the airport in St. Louis and it shows up in Los Angeles, a lot has to happen. It doesn't just show up by magic. Any and all of the many
processes and activities happening behind the scenes are the impact points. Go through the process of identifying the Touch Points and
Impact Points and you'll find opportunities to make the customer service better and consistent.

5.WOW WITH AN OCCASIONAL POW!

While a predictable and consistent above average experience in and of itself is good
enough to be in the Cult of Amazement, there are companies that stand out with
truly amazing, over the top service. The service legends include companies like IBM,
Nordstrom’s and Lexus, just to name a few. They create what Tom Peters has been
credited with calling a WOW level of service. Recently Andy Nuhlman wrote a book
called POW. While WOW is creating a super high level of service — the higher end of
the Cult of Amazement - POW is the surprise.

Zappos is a great example of this. They will upgrade a customer’s shipping to next
day, even though they paid for regular shipping. Surprise!

How about the restaurant that calls a guest the next day to make sure they had a
great meal the night before. A pleasant... Surprise!

For the customer, great service is hoped for. WOW is very much appreciated. POW is... a capitalized version of AMAZING!

Don’t confuse WOW with POW.
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6. CONFIDENCE CREATION

My formula for customer loyalty is simple: Great service + Confidence = Loyalty.
Without confidence there is little or no chance for loyalty. Confidence comes from
the Cult of Ownership. Once the experience is expected and predictable,
confidence develops.

While this is a great concept and theory, employees on an individual level can
practice confidence creation. They must commit to the following:

Always doing what they say they will do.
Doing what they promise on time, if not even a little ahead of time.

Not blaming others for their mistakes. This is accountability.

Saying please and saying thank you — showing respect and appreciation.
Practicing proactive service - anticipating the customer’s needs before the customer has to ask.
Under Promise and Over Deliver

oA wWwhN =

Evangelism cannot come without loyalty. And loyalty cannot come without confidence.

7.PRACTICE SERVICE CREATIVITY

Find opportunities to improve the customer experience.

A restaurant that never took reservations is now willing to do so. Why? Because
that is what the guests want, and if that is what it takes to get them in the door,
they’ll adapt.

A distributor sends a truck loaded with equipment to a customer’s location.
Rather than just pulling up to the dock and waiting for the customer’s warehouse
employees to unload the truck, the driver now does it for the customer. This extra
value-added step has helped the company secure even more business from
existing customers. Why? The competitors aren’t doing this (yet).

Recently Southwest Airlines started experimenting with free in-flight Internet service. Other airlines are also experimenting with this,
but | haven't heard of any of them offering it for free. This is the type of value-added service that creates a better customer experience
that helps keep customers loyal and may even pull business away from the competition. And, while many other airlines add fees for
checked baggage, Southwest continues to check bags for free, as they always have. Southwest Airlines doesn’t promise “white glove”
service.They promise a good value and a pleasant flight. They continue to meet and exceed customers’ expectations.

The first step to service creativity is to hold a meeting with your employees. Identify all of your touch points (See Strategy # 4). Create
ways to improve on some of these touch points. Brainstorm what you can do to add value, not just to the touch points, but also to your
existing products and services. Ask your customers what you can do to make doing business with you even better. What are they asking
for that you aren't currently doing?
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Are your competitors doing something that you aren’t? If so,don’t copy them. Come up with your own version of what they are doing.

Make it your own. Make it unique. Make it better.

Look at what great companies outside of your industry are doing. What can you learn from them? What are they doing for their

customers that you can modify and do for yours?

Service creativity is a strategy that helps you differentiate your company from the competition. It increases the value to your customers

and improves the customer experience.
8.ATTENTION TO DETAIL

Missing details may sometimes go unnoticed by a customer. However, when the
smallest details are handled well, customers become impressed and confident.

Perhaps you have heard the story of the rock stars who wanted a bowl of M & M'’s
in their dressing room — and requested that all the brown ones be removed. One
might call this request... extreme, difficult or maybe even eccentric. And, is the
story even true?

Yes, it turns out the story is true. The band was Van Halen, and the request was
anything but extreme, difficult or eccentric.

Many performers’ contracts include a rider, which indicates all of the specific
requests to ensure the show will go well. A rider can include dozens, if not
hundreds of requests. Van Halen put the “no brown M & M’s” request in their rider

to see if the people working the show were paying attention to the details. The thought was that if they didn't take out the brown M &
M'’s, what else did they miss? They weren't being difficult. They had created a system that checked (and hopefully confirmed) that the
crews they worked with in each city were paying close attention to details. They wanted their fans to experience a perfect show.

Create a system that checks and confirms that employees and vendors are managing the details. Paying attention to the details can

help ensure a flawless customer experience.
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9. AMAZING RECOVERY

In the wake of adversity, you may have the best opportunity to create confidence.
Being in the Cult of Amazement doesn’t mean you're perfect. So, when there is a
problem or, as | like to call it,a Moment of Misery™ recovery becomes the key
strategy to not just restoring confidence, but making it even stronger.

Realize that being in the Cult of Amazement doesn’t mean you’re perfect.
However, when you are in this cult, you will be better equipped to deal with
problems and mistakes. Your customers will have confidence in you, and give
you the opportunity to turn a wrong into a right.

First, let's make the assumption that problems don't occur frequently - at least to

the same customer.

My friend Tom Baldwin, the CEO and President of Morton’s the Steak House, has the philosophy that good service is “mistakes well
handled.” In other words, no matter how great you might be, one mistake not handled well, can destroy the brand promise. The
Morton’s strategy for handling problems is simple. Don't let the problem walk out of the restaurant. Deal with it right away, quickly
and to the satisfaction of the guest. Restore their confidence while the guest is still in the restaurant.

Take that philosophy into your company. First, let’s assume you're good at what you do most of the time and that you don’t have many
problems or complaints. When there is a problem, your goal isn't just to fix it. It is also to restore confidence. You do that by doing
three things:

1.Fix the problem that needs fixing. That's a given.
2.Do it with the right attitude; an attitude that is positive and one of accountability.
3. Act with urgency. Respond quickly; the quicker the better.

And this is the best part. Many times when you fix the problem the right way, you restore confidence to a level greater than before you
ever had the problem.
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10.STARTING OVER

In The Cult of the Customer | write about how easy it is for a company who has the reputation
of operating at the level of Amazement to fall back into a cult (or phase) of “uncertainty.” The
best companies understand that they are only as good as the last sale.

Tony's is a famous St. Louis restaurant. One night | made a comment to Vince Bommarito, the
owner, that Tony’s is so good and the expectations are so high that all Tony’s has to do to
exceed expectations is to simply meet them.

His response was brilliant. He said they get lots of phone calls and letters about the restau-
rant, the food and employees. Every night just before Tony’s opens they have an
all-employee meeting where Vince loves to share these accolades. Then he tells everyone,
“This is great and we should all be proud. Guess what? In five minutes we start over!”

BONUS: ALWAYS SHOW APPRECIATION

Every customer wants it, every customer expects it. At a minimum, show apprecia-
tion by saying,“Thank you!” And, you can do it in numerous ways; face-to-face, over
the phone, thank you notes, holiday cards, etc.

Internally, employees want to be appreciated. The number one reason an
employee leaves a company to work somewhere else is due to lack of appreciation.
Let people you work with, and who work for you, know that you appreciate the
effort they put forth.
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SHOW ME THE MONEY!

Itis in the Cult of Amazement where customer loyalty really begins. Understand-
ing the five Cults,and where you and your company fit in, is the beginning of
creating Amazement, which leads to loyalty and eventually evangelism — when
your customers are more than loyal. It's when they rave about you to their friends
and associates.

As simple as some of these strategies may seem to be, it will take effort to make
them work. It will cost in the form of training and time. Is it worth it?

Let’s look at some numbers and put it in terms of dollars.

University of Michigan’s Ross School of Business Professor Claes Fornell directs
the National Quality Research Center which manages the American Customer
Satisfaction Index (ASCI). Another professor, Bruce Cooil from Vanderbilt, used
the ASCl numbers to determine that certain high-level customer focused compa-
nies could out perform the stock market.

Looking at the stock market during the ten year period between 1996 and 2006,

which included both a bull and a bear market, you may remember the market soared through the late 90’s and tanked in the early

2,000’s.

If you bought a portfolio of companies who not only had high ASCI scores, but also ever so slightly improved on those scores over the

past year, you would have far out-performed the stock market.

A portfolio of the Standard and Poors 500 stock index just more than doubled during that ten year period, gaining 105%. A portfolio
that consisted of these customer service superstars more than doubled the S and P’s performance, gaining 212%.

The numbers don't lie. The result of a strong service experience strategy is more customers, happier customers, loyal customers and
more referred business. The effort and cost to provide an outstanding customer service experience doesn't really cost. It pays!
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FINALLY...

Hopefully this has made a compelling case to get you to join in on the Amaze-
ment Revolution, focusing on your employees and creating a culture (cult) that is
fanatical about taking care of customers.

Remember, what is happening on the inside of a company is also happening and
being felt on the outside by your customers.

Are you hiring right, training often, in alignment, and creating predictable above
average experiences for both employees and customers? Do you have a system
in place to deal with problems? Are you already in The Cult of the Customer? If
not, it’s time to join.

This really is a Cult you want to belong to!
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