
THE CUSTOMER ISTHE CUSTOMER IS  KINGKING

RULE 1: THE CUSTOMER IS ALWAYS RIGHT
RULE 2: WHEN THE CUSTOMER IS WRONG,

REREAD RULE 1
—Stew Leonard’s Grocery, Darrien, Ct

Sells More Product Per Square Foot
Than Any Retail Store In America

THE PRIVILEGE OF SERVICE:
THE CUSTOMER IS KING



You may be an ambassador to England or France,
You may like to gamble, you might like to dance,
You may be the heavyweight champion of the world,
You may be a socialite with a long string of pearls

But you're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody,
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

You might be a rock 'n' roll addict prancing on the stage,
You might have drugs at your command, women in a cage,
You may be a business man or some high degree thief,
They may call you Doctor or they may call you Chief

But you're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody,
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

You may be a state trooper, you might be a young Turk,
You may be the head of some big TV network,
You may be rich or poor, you may be blind or lame,
You may be living in another country under another name

But you're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody,
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

You may be a construction worker working on a home,
You may be living in a mansion or you might live in a dome,
You might own guns and you might even own tanks,
You might be somebody's landlord, you might even own banks

But you're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody,
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

You may be a preacher with your spiritual pride,
You may be a city councilman taking bribes on the side,
You may be workin' in a barbershop, you may know how to cut hair,
You may be somebody's mistress, may be somebody's heir

But you're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody,
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

Might like to wear cotton, might like to wear silk,
Might like to drink whiskey, might like to drink milk,
You might like to eat caviar, you might like to eat bread,
You may be sleeping on the floor, sleeping in a king-sized bed

But you're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody,
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

You may call me Terry, you may call me Timmy,
You may call me Bobby, you may call me Zimmy,
You may call me R.J., you may call me Ray,
You may call me anything but no matter what you say

You're gonna have to serve somebody, yes indeed
You're gonna have to serve somebody.
Well, it may be the devil or it may be the Lord
But you're gonna have to serve somebody.

—Bob Dylan

Gotta Serve Somebody



THE NEW AMERICAN HOSPITALTHE NEW AMERICAN HOSPITAL
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ASSOCIATE POWEREDASSOCIATE POWERED
•• JOB: -SERVE CUSTOMER JOB: -SERVE CUSTOMER 

                -IMPROVE SYSTEM -IMPROVE SYSTEM 
•• SECURE JOB/R.E.S.P.E.C.T.SECURE JOB/R.E.S.P.E.C.T.
•• + UTILIZATION/FREEDOM+ UTILIZATION/FREEDOM
•• TRAINTRAIN3 3 + TEAM + REWARD+ TEAM + REWARD
•• IDEATION EXPLOSIONIDEATION EXPLOSION

FUTURE CREATINGFUTURE CREATING
•• REVENUE GROWTHREVENUE GROWTH
•• SERVICE EXTENSIONSERVICE EXTENSION
•• PROFITABILITYPROFITABILITY
•• VALUE ENHANCEDVALUE ENHANCED
•• ABLE TO REINVESTABLE TO REINVEST

SYSTEMS CONTROLLEDSYSTEMS CONTROLLED
•• UNFAILING QUALITYUNFAILING QUALITY
•• CYCLE TIME STREAMLININGCYCLE TIME STREAMLINING
•• BANDITRY BENCHMARKINGBANDITRY BENCHMARKING
•• IT & STD PROTOCOLS (RIT & STD PROTOCOLS (R44))
•• BRASS TACKS TOUGHNESSBRASS TACKS TOUGHNESS  CUSTOMER FOCUSEDCUSTOMER FOCUSED

•• + QUALITY,+ QUALITY,  - COST- COST
•• REMOVE -, + VALUEREMOVE -, + VALUE
•• USER FRIENDLYUSER FRIENDLY
•• #1 IDEA SOURCE (SCR)#1 IDEA SOURCE (SCR)
•• CUSTOMER RETENTIONCUSTOMER RETENTION

VALUES DRIVENVALUES DRIVEN
•• + WORK ENVIRONMENT+ WORK ENVIRONMENT
•• EFFERVESCENT CULTUREEFFERVESCENT CULTURE
•• FUN & CELEBRATIONFUN & CELEBRATION
•• BIAS FOR BIAS FOR ACTIONACTION——JDIsJDIs
•• CREATIVE CREATIVE CHAOSCHAOS——DIGsDIGs
••   SPEED, SPEED,   BARRIERSBARRIERS
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SERVANT           LEADER

UNCOMMONLY LEDUNCOMMONLY LED
•• JOB: -GROW ASSOCIATE JOB: -GROW ASSOCIATE 

-IMPROVE SYSTEM-IMPROVE SYSTEM
•• FIT ORG. TO USERS & DOERSFIT ORG. TO USERS & DOERS
•• LISTEN, BELIEVE, DOLISTEN, BELIEVE, DO——MBWAMBWA
•• HANDS ONHANDS ON——DO THE WORK!DO THE WORK!
•• MBP:  RESULTS, NOT STATUSMBP:  RESULTS, NOT STATUS



““PROVIDE HEALTHCAREPROVIDE HEALTHCARE  AS WEAS WE
EXPECTEXPECT  FOR OUR OWN FAMILYFOR OUR OWN FAMILY””

SAFETY
EXCELLENCE
RESPECT
VALUE
ENTHUSIASM

WHY ARE WE HERE?

WHAT ARE WE ALL ABOUT?

WHAT DO WE STAND FOR?



CUSTOMER:  n, mef,  A COLLECTOR OF CUSTOMS & DUTIES
1. ONE WHO PURCHASES GOODS FROM ANOTHER, A BUYER, A PATRON
2. A PERSON ONE HAS TO DEAL WITH:  A TOUGH OR COOL CUSTOMER
3. A HABITUAL PATRON OF A PARTICULAR SHOP
4. SOMETHING “CUSTOM MADE” FOR INDIVIDUAL CUSTOMERS

PATRON:  n, rom,  A PROTECTOR OF A DEPENDENT
1. A PERSON WHO IS A CUSTOMER, CLIENT OR PAYING GUEST
2. A PERSON WHO SUPPORTS WITH MONEY....AN INSTITUTION

—The Random House Unabridged Dictionary

WHAT IS A CUSTOMER?WHAT IS A CUSTOMER?

IN MANAGEMENT, A CUSTOMER IS:
1. A PERSON OF POWER & THE DEFINER OF SUCCESS
2. THE PRIMARY FOCUS & PURPOSE OF THE ENTERPRISE
3. A PARTICIPANT IN & BENEFICIARY OF WHAT WE DO
4. A GIVER OF MEANING TO OUR LIVES

A CUSTOMER IS NOT:
1. A PIECE OF MEAT ON A GURNEY OR A DIAGNOSTIC LABEL
2. A PERSON DESERVING ANYTHING LESS THAN RESPECT OR DIGNITY



WHAT TERM IS BEST 
FOR THOSE WE SERVE?

• “CABBAGE”
• GERIATRIC
• PATIENT
• CLIENT
• CONSUMER
• PATRON
• CUSTOMER
• GUEST
• HONORED GUEST

WHAT TERM FITS BEST 
WITH OUR VALUES?

“When you’re here
you’re Family.”

—Olive Garden



START WITH INTERNAL CUSTOMERS



PROCESS
FEEDBACK

CUSTOMER
FEEDBACK

DEPARTMENT

･ MANPOWER
･ MONEY 
･ MINUTES
･ MISSION     
･ METHODS
･ MATERIALS 
･ MACHINERY

CUSTOMERS

･ PATIENTS
･ PHYSICIANS
･ DEPARTMENTS
･ VISITORS   
･ PAYERS

 

SUPPLIERS

･ DEPARTMENTS
･ STAFF GROUPS
･ VENDORS
･ MANAGEMENT
  
           
       

INPUT PROCESS OUTPUT

PROCESS & CUSTOMER FEEDBACK
･  ADD CUSTOMER VALUE, CUT IRRITATIONS
･  ZAP VALUES VIOLATIONS, TRIVIAL WORK
･  STOP REDO, REWORK & PATCH
･  WORK FOR CYCLE TIME REDUCTIONS

FEEDBACK CHANGES THE SYSTEM



HOW CUSTOMER SERVICE
IMPACTS OUR FINANCIAL HEALTH



COST OF LOSING A CUSTOMERCOST OF LOSING A CUSTOMER

1. IF LOSE PATIENT

• 3 ADJUSTED ADMITS OVER LIFE -$38,400

2. IF LOSE PAYOR

• 200 EMPLOYEE
• 2.5 DEPENDENTS (500 TOTAL)
• 1 ADJUSTED ADMIT OVER CONTRACT -$6,164,500

3. IF LOSE PHYSICIAN

• 3 ADJUSTED ADMITS/WEEK
• 45 WEEKS PER YEAR
• 30 YEARS IN PRACTICE -$51,840,000

—Redmond Regional Medical Center





LOYAL CUSTOMERS GENERATE
MORE PROFIT OVER TIME





HOW CUSTOMER RATINGS
PREDICT OUR FUTURE
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WANT ME TO RECOMMEND YOU?WANT ME TO RECOMMEND YOU?
DUH!  FIRST DO A GOOD JOB!DUH!  FIRST DO A GOOD JOB!





CUSTOMER RATINGS AT NMH
TO BE CHANGED

• CURRENT METHODOLOGY JUDGED TOO SLOW, INACCURATE
• NEW RATING SERVICE TO BE INSTALLED
• TOUGHER, MORE TIMELY MEASURES
• HIGHER SERVICE STANDARDS ACROSS HOUSE
• PERFORMANCE UNDER MEASUREMENT SCRUTINY

IDEAL TIME TO 

MAKE CHANGE!
3R’s TO 

FOLLOW!

BASED ON DATA, RETROFIT, REBUILD
EVERYTHING TO CUSTOMER STANDARDS



DISSATISFIED CUSTOMERS
CAN TEACH US OUR BUSINESS



Customer Change
satisfaction from

Industry score  1996
Beverages soft drinks 83 –3.5%
Pet foods 83 N.A.
Personal-care, cleaning products 82 2.5%
Food processing 81 –2.4%
Beverages beer 81 2.5%
Parcel delivery, express mail 80 –5.9%
Household appliances 80 –2.4%
Consumer electronics 80 –1.2%
Automobiles, vans, light trucks 79 N.C.
Gasoline 78 1.3%
Tobacco cigarettes 77 N.C.
Apparel sportswear 77 –1.3%
Insurance casualty, property 77 2.7%
Solid-waste disposal suburbs 77 1.3%
Phone—local & long distance 75 N.A.
Insurance life 75 1.4%
Apparel athletic shoes 74 –3.9%

Customer Change
satisfaction from

Industry score  1996
Department & discount stores 74 –1.3%
Supermarkets 74 –1.3%
Electric service 73 –2.7%
Solid waste disposal 73 –3.9%
Commercial banks 72 –2.7%
Hotels 71 –1.4%
Motion pictures 71 –4.1%
Personal computers 70 –4.1%
Publishing newspapers 69 N.C.
U.S. Postal Service 69 –6.8%
Airlines scheduled 67 –2.9%
Hospitals 67 –5.6%
Local police suburbs 67 6.3%
Restaurants fast food, pizza 66 –5.7%
Local police central cities 63 6.8%
Broadcasting national news 62 –11.4%
Internal Revenue Service 54 8.0%

N.A. Not available. N.C. No change.

WHAT CUSTOMERS LIKEWHAT CUSTOMERS LIKE 
THEY’RE HAPPIER WITH MANUFACTURERS THAN WITH SERVICES

INDUSTRY TYPE
NONDURABLES—Companies that make items that get used up quickly tend to score
best. After all, how can you screw up ketchup?
DURABLES—With products that are supposed to last longer, like cars and computers,
more can go wrong, and scores are lower.
SERVICES—Customers tend to be least satisfied with service companies— mostly
because down-sizing has stressed out frontline workers.

COMPARE TO OTHER HOSPITALS?
A BETTER TEST:  PEAK PERFORMANCE

ORGS IN OTHER INDUSTRIES



LOR EXCEEDS LOE
(RAVING FAN CUSTOMER)

LOR BELOW LOE
(UNHAPPY CUSTOMER)

LOR MEETS LOE
(SATISFIED CUSTOMER)

LEVEL OF EXPECTATIONLEVEL OF EXPECTATION
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MEETING CUSTOMER STANDARDSMEETING CUSTOMER STANDARDS

REALITY vs EXPECTATION OVER TIME

GREAT 
NURSE

ADMITTING

BILLING
ERRORS

HOUSEKEEPER

INFECTION

GOOD
SURGERY

FIRST
MEAL



A VISIT TO NORTHWORST MEMORIALA VISIT TO NORTHWORST MEMORIAL
THE FIRST 15 MINUTES OF PATIENT M.O.T. INTERFACE

1. SIGNAGE:  EXTERNAL OUTPATIENT UNCLEAR,
INTERNAL—“OUTPATIENT CASHIER” OR “X-RAY REGISTRATION”

2. GREETING:  “NOT HERE, OVER THERE.”  NAME SCRAWLED ON
WRINKLED LIST, INSURANCE CARD 4TH TIME.  ANSWERING
MACHINE—”WHY DON’T YOU PEOPLE ANSWER?”—LAUGHTER.

3. ENDOSCOPY:  KID—“NEVER DONE THIS BEFORE.”  PATIENT HISTORY
3RD TIME, BUT NO WAITING.

4. PATIENT DRESSING ROOM:  ALL LOCKERS BUT ONE USED BY STAFF &
SUPPLIES—“HERE’S A GROCERY BAG.”  DOUBLE GOWNS.  NO WASTE
CAN FOR SLIPPER WRAPPER.  DOOR OPENS ONTO WAITING AREA OF
DRESSED PEOPLE.

5. STAFF:  GOOD NEWS—NURSE SITS SIDE BY SIDE & EXPLAINS THINGS.
BAD NEWS—CAN’T HIT VEIN IN 3 STICK ATTEMPTS, MUTTERS, “I’M
NEW HERE.”  SURVEY— “ON A SCALE OF 0-10, HOW ANXIOUS ARE YOU
ABOUT THIS EXPERIENCE?”

6. DR. MARY ARRIVES, ADMINISTERS MEDICATION, LIGHTS OUT.



SUFFERING IN SILENCESUFFERING IN SILENCE
Nearly 90% of patients experience at leastNearly 90% of patients experience at least
one problem during their hospital stayone problem during their hospital stay……

……but few complainbut few complain
(Patient Complaint Rates at Selected Hospitals)

(Number of Service Problems Experienced by Inpatients)



BETTER TO HEAR THE BAD NEWSBETTER TO HEAR THE BAD NEWS
CUSTOMERS WHO INTEND TO REPURCHASE GOODS/SERVICESCUSTOMERS WHO INTEND TO REPURCHASE GOODS/SERVICES

CUSTOMER PROBLEM STATUS



DISSATISFIED CUSTOMERS

1. 4% TELL MGMT, 96% GO AWAY, 91% NEVER COME BACK

2. CUSTOMER QUITS:
• 68% INDIFFERENT STAFF/MANAGER ATTITUDE
• 14% PRODUCT DISSATISFACTION
• 9% COMPETITIVE REASONS
• 5% DEVELOP OTHER RELATIONSHIPS
• 3% MOVE AWAY

3. UNHAPPY CUSTOMERS TELL 8+ PEOPLE, 1 IN 5 TELL 20.          12
POSITIVE SERVICE INCIDENTS TO EQUALIZE 1 NEGATIVE.  92%
SATISFACTION RATING REQUIRED TO STAY EVEN!

4. 70% WILL DO BUSINESS WITH YOU AGAIN IF RESOLVE
COMPLAINT IN THEIR FAVOR; 95% IF RESOLVED ON THE SPOT.

5. AVERAGE BUSINESS SPENDS 6 TIMES MORE TO ATTRACT NEW
CUSTOMERS THAN TO KEEP OLD ONES.

6. SERVICE QUALITY LEVEL:  LO LOSE 2% SHARE/YEAR. HI GAIN 6%
SHARE/YEAR & CHARGE SIGNIFICANTLY HIGHER PRICES!



SMOOTH TALKIN’

A SOFT ANSWER TURNETH ASIDE WRATH.
—Proverbs



1. INTERACTIONS

INTERPERSONAL
• COURTESY
• CONCERN
• CHEERFULNESS
• ATTITUDE
• RESPONSIVENESS
• HELPFULNESS

INFORMATION
• DELAYS
• TREATMENT
• CHOICES
• PROBLEM SOLVE

2. WORK SYSTEMS

• REGISTRATION
• WAIT TIMES

• LAB
• X-RAY
• EKG

• DISCHARGE

CUSTOMER PRIORITIESCUSTOMER PRIORITIES

3. FACILITY

• CLEANLINESS
• FOOD
• EQUIPMENT
• PARKING

PERCEPTION OF
CAREGIVER’S

TECHNICAL
SKILLS





SCRIPT EVERY SCRIPT EVERY ENCOUNTER......



…FROM START TO FINISH





HOW MORALE & TEAM SATISFACTION
IMPACTS CUSTOMER SATISFACTION



POOR STAFF MORALE
UNDERMINES PATIENT SATISFACTION

EMPLOYEE JOB SATISFACTION
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THE WORKLIFE-SERVICE VALUE-PROFIT CHAIN

INTERNAL WORKLIFE QUALITY 
LEADERS ESTABLISH:
  ･ CULTURE FOR RESULTS
  ･ SELECTION & DEVELOPMENT
  ･ JOB DESIGN & UTILIZATION
  ･ REWARDS & RECOGNITION
  ･ BOUNDARYLESSNESS
  ･ CUSTOMER SERVING TOOLS
  ･ WORKPLACE DESIGN  

ASSOCIATE 
SATISFACTION  

ASSOCIATE 
RETENTION

ASSOCIATE
PRODUCTIVITY

EXTERNAL SERVICE VALUE
SERVICE CONCEPT:
  ･ RESULTS FOR CUSTOMERS 

     CUSTOMER 
  SATISFACTION                                              
 ･ RIGHT SERVICES  
 ･ DELIVERED RIGHT

     CUSTOMER 
     RETENTION
 ･ REPEAT BUSINESS
 ･ APOSTLESHIP

REVENUE GROWTH 

PROFITABILITY

 5%, NEXT 1/4  2%, NEXT 1/4  0.5%= =
“It’s not guesswork or theory anymore.
We have built an empirical model that
says unless you have a trained, literate,
motivated, competent work force, and
give them decision-making authority, you
don’t get satisfied customers no matter
how good the merchandise is.  The right
work force creates customer satisfaction,
and that produces superior financial
performance.”

—Chief Learning Officer, Sears



BENCHMARK PRACTICES TO
INCREASE CUSTOMER SATISFACTION



Tell ‘em ‘bout
Carl’s Corners!

1. HARKEN and OBEY
• NAIVE LISTENING; BE OWN CUSTOMER; CALL YOURSELF UP
• PUBLICIZE COMPLAINT, SWARM SOLVERS, RESPOND IN 24 HRS
• TALK WITH CUSTOMERS 1/2 DAY/WEEK, EVERY WEEK

SERVE THE KING

2. SEE IT THROUGH CUSTOMERS EYES
• ROTTEN SERVICE PERVASIVE—COURTESY 

GREATEST OPPORTUNITY
• CUSTOMER PERCEIVES SERVICE IN HIS TERMS

“Coffee stains on flip-down tray means to the passenger we don’t
do our engine maintenance right!”—Southwest Airlines

• ASK WHAT’S WANTED (SIMPLER, USER FRIENDLY...)         DO IT!
“Respond to unreasonable Customer requests.”—Nordstrom

3. MAJOR SOURCE OF IDEAS IS CUSTOMER
• CUSTOMER IS PARTNER, NOT ANNOYANCE 

OR CASH BOX:  “Over 1/2 of our products
came about by following up on customer
complaints.”—3M

• FOCUS GROUPS, ADVISORY COMMITTEES
“Not R & D, S & D.”—Taurus/Lexus



6. MAKE THE ORGANIZATION RESPOND
• "WOW SERVICE" BHAG:  MIN 95% SATISFACTION, 90% EXCELLENT
• CLARIFY VALUES:  Deliver the Goods, Regardless —FritoLay
• PEOPLE FIRST:

“Guest Relations simply mirror Employee Relations.” —Walt Disney
“Treat employees the way you want them to treat your customers.”

                        —L.L. Bean’s Golden Rule

4. ADD VALUE:  MAKE PRODUCT UNIQUE TO CUSTOMER
• CAN’T AFFORD COMMODITY THINKING:  WINNERS DISCRIMINATED BY

VALUE ADDED, NOT LOW COST—IS OUR SERVICE WORTH IT?
• MAYTAG VS GE ($80 MORE)—CUSTOMER WANTS NO BREAKDOWNS

5. SMALL IS BEAUTIFUL
• IRRATIONAL REALITY:  SOPHISTICATED 

PRODUCT/SERVICE JUDGED BY LITTLE THINGS:
SWEAT THE SMALL STUFF!

• SUCCESS BUILT ON REPEAT CUSTOMERS:  
SATISFACTION IS CUMULATIVE MEMORY OF 
LITTLE THINGS

• DON’T FOUL UP SMALL CUSTOMERS:  
THEY GROW IN SIZE & INFLUENCE



HOW NMH IS ORGANIZING AROUND
BENCHMARK PRACTICES FOR
CUSTOMER SATISFACTION

BHAG: 95TH PERCENTILE



TCS TEAMS/
INNOVATION/

COMMUN3

BALANCED
SCORECARDS/

MEASURES
FEEDBACK 

TIGHT
HIRING/

TRAINING 

3Rs/
PROFIT

SHARING

STEPS TO CUSTOMER SERVICE EXCELLENCESTEPS TO CUSTOMER SERVICE EXCELLENCE

ENFORCED
STAFF SOPs

SERVICE
RECOVERY &
FIX-IT FUND 

EXEC/MGMT
ROUNDING

& MBWA

SCRIPTING

OPRA/
BUSINESS
REALITY

BHAG
QUARTERLY

WORK PLANS

TCS
TACTICAL

PLAN

MGMT
BOOTCAMP/

STAFF
DEVELOPMENT



TOTAL CUSTOMER SATISFACTIONTOTAL CUSTOMER SATISFACTION
3.2 CUSTOMER COMMUNICATION & ORIENTATION FOR RESULTS

• SOLVE NAVIGATION PROBLEMS • CUSTOMER FOR A DAY
• RESOLVE & MANAGE COMPLAINTS

3.3 IDENTIFYING & TARGETING CUSTOMERS
• IDENTIFY WHO THE CUSTOMER IS • CONTRACT REVIEWS
• MANAGE PHYSICIAN ACCOUNTS • BUILD PHYSICIAN BASE

3.4 MAKING SERVICE WORK—REMOVING IRRITATIONS

3.5 MAKING SERVICE WORK—ADDING VALUE
• ADD VALUE TO EXISTING SERVICES • ADD NEW VALUE ADDED SERVICES
• CUSTOMER SATISFACTION GUARANTEE

3.6  MEETING & EXCEEDING CUSTOMER EXPECTATIONS
• SET HOUSEWIDE SOPs • GRAPH SATISFACTION RATINGS

3.7 LINKING HUMAN PERFORMANCE TO CUSTOMER NEED
• REWARD PERFORMERS—AGGRESSIVELY MANAGE SERVICE
• ORGANIZE & DEPLOY ASSOCIATES TO SERVE CUSTOMERS

3.8 LET THE CUSTOMER TEACH YOU THE BUSINESS
• MEASURE:  HOW ARE WE DOING? • MAXIMIZE CUSTOMER INPUT & IMPACT

3.9 COORDINATE CUSTOMER STRATEGY
• DESIGN CUSTOMER STRATEGY & PUBLISH TACTICAL PLAN
• RESOURCING TO SERVE CUSTOMER, REINFORCE SERVICE BEHAVIORS
• WIDER MARKETING CONSIDERATIONS



THE CUSTOMER IS KING
DISCUSSION TOPICS

1. DEFINE ASTONISHING, WOW SERVICE:  BEST CUSTOMER SERVICE EXPERIENCE
EVER HAD…  “WELCOME TO A DIFFERENT WORLD”

2. WHAT LONGSTANDING PROBLEMS HAVE CUSTOMERS HAD TO ENDURE? WHAT
IRRITATIONS & ANNOYANCES NEED REMOVAL?

3. WHAT COULD WE DO TO ADD VALUE THAT CUSTOMER IS WILLING TO PAY FOR?
WHAT WOULD MAKE OUR SERVICE EASIER, FASTER, NICER, BETTER?

4. ORGANIZATION NON RESPONSIVENESS:  WHAT’S NEEDED TO DRIVE CHANGE!
SHOULD WE GUARANTEE A LIST OF BEHAVIORS, PERFORMANCES?  HOW CAN
VIOLATIONS BE USED TO CHANGE THE SYSTEM?

5. SHOULD MANAGER’S PAY/BONUS BE AT LEAST PARTIALLY TIED TO CUSTOMER
SATISFACTION RATINGS?

6. WHY DO CUSTOMERS INSTANTLY SEE PROBLEMS THAT BUSINESSES MISS ABOUT
THEIR OWN SHOP?  HOW CAN WE AVOID THIS & LET OUR CUSTOMERS TEACH US
OUR BUSINESS?  DEVISE A METHOD ALL CAN FOLLOW.

7. EVALUATE THE “COMMANDMENTS OF SERVICE.”  DO WE NEED SOMETHING LIKE
THIS?  WHAT MECHANISMS, RELATIONSHIPS, ATTITUDES NEED FIXING?

8. WHAT ASPECTS OF QUALITY SERVICE NEED IMPROVEMENT?  SEE HBR ARTICLE ON
“EIGHT DIMENSIONS OF QUALITY”



SOUTHWEST CASE



FLYING LESSONS AT SOUTHWEST
STRICT DISCIPLINE + GOOFY ANTICS = $ BILLIONS

1. CORPORATE CULTURE—DEFINE COMPANY’S
PERSONALITY, THEN ENFORCE IT

2. HIRE FOR ATTITUDE, TRAIN FOR SKILLS

3. TRAINING—GET EVERYONE THINKING LIKE THEY OWN THE PLACE

4. EMPLOYEE MORALE—CELEBRATE EVERYTHING, EMBRACE MISTAKES

5. LEADERSHIP—NEVER STOP THINKING LIKE AN ENTREPRENEUR

6. STRATEGIC PLANNING—TO HELL WITH MARKET SHARE, GROW WITH
DISCIPLINE TO ACHIEVE PROFIT

7. MARKETING—SET YOURSELF APART:  BREAK THE RULES & SELL YOUR
SOUL

8. CUSTOMER SERVICE—THE CUSTOMER COMES SECOND

9. QUALITY CONTROL—DO ONE THING BETTER THAN ANYONE ELSE

10.COST CONTROL—LOWER COSTS = LOWER PRICES



WHY DON’T THEY GET IT?



SOUTHWEST ACTS LIKE REAL PEOPLE



SOUTHWEST COMPARED TO COMPETITORS
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