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Customer Service That Soars: Take 'ownership' of your service

Name:  Jim Belasco
Background:  A professor of management at San Diego State University, Belasco specializes in helping organizations (including AT&T, BMW, and Frito-Lay) create customer-driven strategies for change.  In his recently released book, Soaring With the Phoenix (Warner Books), Belasco shows how a spirit of renewal at work can bring financial rewards as well as personal satisfaction.

Q - The primary audience for your book is management.  How can front-line customer service reps help their organizations "soar with the phoenix"?
A - One of the main points we emphasize is that if a company doesn't "own" the last three feet of service, that organization is a loser. What matters to the customer is the smiling clerk, the helpful customer service rep with whom they come into contact.  An organization should start at the last three feet - the point of contact the customer has with the organization - and build outward.  If you don't have a lock-on service at the front-line level, all the other planning means nothing.

Q - How can customer service reps achieve the spirit of renewal you talk about in your book?
A - Ask yourself: What is it I like about this job?  I like the people - that's why I got into customer service in the first place.  And because I like people, I want to learn about them.  And I want to help people get what they need and want, because that's something I personally enjoy, that's what brings me pleasure.  When you go back to that, you'll constantly be creating personal service, one-to-one service that matters to you and your customers.

Q - Your message should hit home with many customer service reps who feel that the higher-ups in the organization really have no idea what is needed to make their customers happy.
A - I can give you a good example of the truth in that.  The president of a major U.S. airline told me he was very proud of the new emphasis his company was putting on customer service.  I challenged him to fly with me for 14 hours on his airline.  We changed his identity so he would get the same treatment as you and I.
    
By the end of the day he was shocked by the way he was treated.  How he was told his bag was too big for the overhead compartment.  How bad the airplane food was.  How connecting flights were so late taking off.  The final straw was the middle seat he was assigned.  He turned to me and said, 
"You couldn't pay me to sit in that small seat!"  And that's the whole point of our message:  Are organizations really thinking about what it takes to create the best possible experience for customers?  And who is better qualified to put organizations in touch with their customers than the folks in the trenches - the customer service reps who meet and speak with customers every day?




