




Skulduggery is more fun



ESTIMATED LIFETIME VALUE - REVENUE

FACT: A great customer is worth 102x an unhappy one.



ESTIMATED LIFETIME VALUE - MARGIN



Myths that get in the way

 What problem?

 Someone else's problem or not the only one with 

a problem

 Cant fix it

 Recovery is expensive

 But the customers are happy

 Cant afford to fix or too busy

 CEO doesn't get it



The CEO gap

 CEOs who believe their firm is above average 

on service – 75%

 Customer feedback – somewhat or extremely 

dissatisfied with most recent experience – 59%

 Accenture 2007



Issues

 Keep handling the same issues

 Self service doesn't exist or is rubbish

 Service is reactive

 Hard to contact the right person
 Sorry I cant transfer you

 Customer service dept.....

 Company CANT listen

 Wrong metrics

 Wrong staff



Solutions

 Eliminate dumb contacts

 Closed loop active listening
 Cut the crap meetings

 Owners of solutions

 Make yourselves easy to do business with

 Self service tools that work

 Change your metrics

 Be proactive

 Preventative support

 First Call Support



Stop doing dumb stuff

 Why do customers contact you?
 Phones calls

 Emails

 Support tickets

 How to track this?

 What happens to complaints?

 How many invoice problems?

 Credit notes for what?

 Low rated support tickets?



Major Supermarket Chain 

Heatmap Interpretation:

1. Promote success? For 

example, create 

prominent banner for 

„Go Shop‟ or focus on 

less popular items?

2. What are users‟ 

missing? Can 

navigation be 

restructured?



Amazon

• 4x customers zero 

headcount

• +ve and –ve reviews

• Was this review helpful?

• Status in expertise



The Register

 85k comments per month

 Informed comment

 40k peer to peer research

 Real community not fake 

friends

 Reader blogs



Self service example

 Before

 1000 “tickets” per day

 12 staff

 Monthly purge to stay “on-top”

 After

 300 tickets per day

 4 staff

 Costs

 setup plus

 £600 down to £200 per month



Tools



Recovery

 TNT found increased loyalty after recovery

 Done right it builds trust

 Don't just write you need to call



Twitter in service



Measure your service

 Not annual survey!

 NPS monthly

 Customer touch points

 By employee

 By touch point

 Every time in real time

 Feedback, feedback, feedback



Maximising The Value of 

Customer Feedback

2. COMMUNICATING TO OUR EMPLOYEES

• All can access survey results online (in real time)

• E-mail alerts instantly sent to Operations Director 

if customer rates itlab less than 7/10

1. MEASUREMENT

• NPS issued monthly to 1/3rd customer base

• Insight Survey issued within 30 days of 

becoming a customer 

3. ACTION PLANNING

• Survey results (NPS, suggestions for improvement 

etc.) are reviewed at team meetings

•Directors ring all text answers

4. ACTION DEPLOYMENT

• Customers that aren‟t 

delighted are followed up with 

a health check

• Appropriate customer 

suggestions are implemented

5. COMMUNICATING TO 

OUR CUSTOMERS

• Customers receive 

feedback on the changes 

we have implemented as 

a result of their 

suggestions 



Net Promoter Score

 Net Promoter score
 Key metric to measure customer service

 Would you recommend us to a friend or colleague?

 Your dedicated team is rewarded only on your satisfaction 

 Bad profits and Good profits
 Bad profits are profits earned at the customer‟s expense, in 

other words, profits earned from customers which then become 
detractors

 Good profits are earned from creating customer value, which in 
turn creates customers who are promoters



Net Promoter Score



Net Promoter Scoring

 Answers between 0 to 10
 0 – 6 = Detractors

 7 – 8 = Passive

 9 – 10 = Promoters

 Score Calculation:
 Promoters – Detractors/Total Responses = % Score

 Management target - How do we turn passives and 
detractors into Promoters??



Where does growth come from?



Specific Actions

 Abandonment rate

 Interaction rate

 Back to the floor

 Say thank you

 Say sorry

 Bombard the departments who should own the 
issues

 Mystery shop yourself

 Blog about it



Measure

 Contact rates – down

 Repeat revenues – up

 Referrals - up

 Staff turnover – down

 Escalations and complaint costs – down

 Consistency - up




