

[image: image]




Contents

Foreword Jeff Jarvis

Foreword Brian Solis

Acknowledgments

Chapter 1: This Could Be Your Brand

Chapter 2: Welcome to Our World of @YourService

Chapter 3: It Starts with a Capital C

Chapter 4: Do you Tell Your Customers Not to Call you?

Chapter 5: Let Me Check with My Boss

Chapter 6: The Social Media Hype

Chapter 7: The Starting Point

Chapter 8: The Snarky Web

Chapter 9: Scalable Intimacy

Chapter 10: Intimate Connections

Chapter 11: The Social Business

Chapter 12: Connecting

Chapter 13: The First Weeks at Comcast

Chapter 14: What is Your Customer Guarantee?

Chapter 15: Tweet Tweet

Chapter 16: Driving Change in an Organization

Chapter 17: Social Customer Service is a Failure

Chapter 18: An Inside Look at a Call Center

Chapter 19: The Basic Tenets of Service

Chapter 20: Is Service One of Your Values?

Chapter 21: Do you Trust Your Service Team?

Chapter 22: The Tail Wagging the Dog

Chapter 23: How Do you Speak?

Chapter 24: Startle Your Customer

Chapter 25: Responding to Social Media Crisis

Chapter 26: Doing Social Good

Chapter 27: Scale of Change

Chapter 28: Who is Your Chief Customer Officer?

Chapter 29: The Power in you

Chapter 30: The Relationship Hub

Index





[image: image]





Praise for @YourService

“Frank understands that one of the cheapest, most effective forms of marketing is called extraordinary customer service.”

—Seth Godin, Author of We Are All Weird

“Compelling, personal, and illuminating, @YourService is a delight to read, and essential if you have any influence at all on how your own company manages the customer experience!”

—Don Peppers and Martha Rogers, PhD, Coauthors of Extreme Trust: Honesty as a Competitive Advantage

“@YourService talks about what customer service really means in the networked world and helps you get there. It helps you face the changes you need to make in your corporate culture to realize the benefits of superior customer service. There’s lots on the technology required, but the focus is always about how people treat people.”

—Craig Newmark, Customer Service Rep and Founder of craigslist

“Eliason shows you how to enchant your customers by building trust and likability with the small, personal touches. His wisdom is bound to make your business flourish in this new age of fast, free, and ubiquitous social media.”

—Guy Kawasaki, Author of Enchantment and Former Chief Evangelist of Apple

“At Zappos, we believe that if we get the culture right, then most of the other stuff, like delivering great customer service or building a long-term enduring brand, will happen naturally on its own. This book shows the clear impact that company culture can have on the customer experience.”

—Tony Hsieh, New York Times Bestselling Author of Delivering Happiness and CEO of Zappos.com, Inc.

“Too often customer service is seen just as a cost. But what is the cost of a lost customer or a ruined reputation after the ex-customer talks about it online? In @YourService, Frank Eliason shares hard-won insights from the front lines of the online customer service revolution he helped pioneer. Through real-world examples and folksy anecdotes Frank illustrates the simple truth that bringing decision makers closer to customers and empowering lower-level employees to deliver improves consumer experience, and the bottom line. Simply put, it pays to be nice, because when every customer can be a publisher online, the potential costs of doing anything but are too dear.”

—Ben Popken, Former Managing Editor of Consumerist.com

“As someone who had spent a career moving through sales, corporate strategy, marketing, and corporate communications, I thought I knew something about customer service, or at least the importance of customer service. I had always railed against my marketing colleagues for seeking customer acquisition, but forgetting about customer retention. Frank Eliason not only understands customer service, but he has also made it into a real profession in the age of social media. Frank helped teach the people at Comcast how to reach out, engage, talk with, listen to, win over, and win back customers. His ideas have spread to other companies. He is, in my opinion, a seminal figure in the field of customer service. As someone who cares deeply about connecting strategy and execution to build and grow brand and reputation, I celebrate Frank’s accomplishment as the one who helped teach companies about how customer service is integral to brand and reputation. This is a book well worth reading!”

—Elliot S. Schreiber, Clinical Professor of Marketing and Executive Director, Center for Corporate Reputation, LeBow College of Business, Drexel University, Philadelphia

“Frank has learned the hard lessons and speaks from the heart when it comes to customer service. In @YourService he gives vital information to all who need to cut to the chase and learn the return on investment from outstanding customer connections.”

—Marsha Collier, Author of The Ultimate Online Customer Service Guide: How to Connect with Your Customers to Sell More!

“Every business wants to know how using social media can improve its bottom line. One of the simplest answers is told here beautifully by Frank Eliason: In the age of the networked customer, a real-time, human approach to service can save you money, improve your brand, and build customer equity that you can take to the bank. Don’t miss this book!”

—David Rogers, Author of The Network Is Your Customer: 5 Strategies to Thrive in a Digital Age
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Foreword

I thought Frank Eliason had a terrible job: handling complaints from customers for the largest company in a much-disliked industry, Comcast.

But he did wonders. He fixed customers’ problems. He doused a bonfire set by a well-known grump (I’ll let Frank tell you about ComcastMustDie.com). But most amazing—with humor, directness, and credibility—he put a friendly, human face on a cold corporation.

He did it on Twitter. While many other companies were just discovering social media and using it mostly as a promotional platform for their institutional messages, Frank used his Twitter name, @comcastcares (picked, I’d like to think, with just a dash of irony), to talk with customers, to listen first, and to build relationships. He lived and worked the precepts taught by that seminal work of Internet culture, the “Cluetrain Manifesto,” now a decade old, which decreed that markets are conversations; conversations are held among people, not institutions; and we customers can hear the difference.

Frank brought his company back from the brink of its own Dell Hell. I should know. I’m the customer who unwittingly set loose a consumer firestorm on Dell when I complained on my blog—these were the ancient days before Twitter—about a lemony laptop. Dell at first ignored the complaints of bloggers, but after a year, when Michael Dell returned to the company’s helm, it dispatched technologists to fix grousing bloggers’ complaints. It blogged with a human voice. It set up a service, Ideastorm, to capture and implement customers’ ideas. In social customer service, Dell leapt from worst to first, setting a model for many to follow, including Comcast.

Frank has since moved on, from cable to banking (or some might say, from the frying pan to the fire). And customer service as a trade is also moving on with new tools introduced regularly to help companies track and respond to complaints, sentiment, and memes about them traveling through the net at broadband speeds.

But this isn’t a craft—and Frank’s isn’t a story—of technology. It’s a story of people. It’s about returning to the days when people at companies knew customers by name and customers could name people in companies. It’s about a resurgence of accountability. It’s about the kinds of sensible, courteous, and decent suggestions Frank gives you here to build honest and productive relationships with customers.

Productive. That, I believe, is the next phase in this rapidly evolving field of social customer service: moving past complaints to collaboration, moving from putting out fires to building new products together. In my book, Public Parts, I tell the story of Local Motors, a company that collaboratively designs and builds cars. Now that might sound absurd, but it works so well that the company is not only producing cars—together with customers, making design and business decisions—but the company is also in a position to help even big car companies learn how to make customers partners.

When customers are treated with respect and given the right tools to connect with companies—with the people inside companies—then amazing things can happen. That’s really the moral of Frank’s story about his relationship with customers.

One more note: By day, I am a journalism professor at the City University of New York. As such, I will confess that I cringed when I saw Frank capitalizing the word “customer” at every reference. The copyeditor in me wanted to correct them, to make each lower case. But Frank will explain why he does this, and he won me over because we are all Customers.

—Jeff Jarvis, Author of Public Parts





Foreword

At Your Service versus @YourService

Dear customer,

I saw your Tweet about how upset you were with your experience with our product. I didn’t see it live, but someone forwarded it to me via e-mail on my BlackBerry. I guess what was delivered didn’t meet your expectations. Hey, it happens to everyone. But, you sure did let us know in your own way, didn’t you? Come to think of it, you let everyone know. So what was originally something between you and us is now everybody’s business.

I don’t get it though. Sure your time is valuable. It’s so valuable in fact that you chose to avoid the various systems we invested significant time and money in to address these types of issues. Hey, our time is valuable too. That’s why we spent millions on technology to automate our systems and responses. We didn’t divert profits toward this expensive voice recognition software because we didn’t want to be close to you or talk to you live, but to make it a more efficient process. That says something about how much we value you, right?

It doesn’t stop there though.

If you make your way through the series of prompts and redirects, we’ve hired and trained a staff of people who are prepared to address you directly. And guess what . . . if they can’t fix your problem, they have backup resources in locations all around the world to step in and attempt to resolve the issue. Sure each individual will ask you to start from the beginning and retell your story, that is, if you do make it to one of them, and assuming you don’t get disconnected. They do, after all, want to make sure to hear every detail of your experience from the very beginning. Also, please excuse their brashness. Everyone works hard, we all have somewhere to go, and you’re probably not the only one having a hard day.

So, next time you think about Tweeting, blogging, Facebooking, Googleing, YouTubeing, Pinteresting, Yelping, Foursquaring, or whatever social whatchamacallit-dot-com you decide to vent on, remember, if you want resolution, the best path between two points is a straight line. Call us. E-mail us. Fill out a trouble ticket on our website. We’re here to help. This is an “A” and “B” conversation so you’re so-called social network friends can “C” their way to funny cat videos instead.

If you want us to come to you, to respond where your attention is focused, where you are connected to hundreds or even thousands of people, you should connect with our “community manager” because we’re busy helping those customers who follow our rules. But you see, they’re just working here part time. She is the niece of one of our executives who’s helping our company with the social media plan because she has free hours in between classes and she is on the Twitter. We have a few people who work with her in between their stints as entrepreneurs. Some have profiles in Facebook, one uses Myspace, and another person has his own channel on the YouTube where he reviews other people’s YouTube videos.

To be honest, you’re better off not working with them. Not only do our traditional channels have technology, we have years of established rules, processes, and even internal reward systems that make sure we get to you when we can, how we can, to ensure that your time with us is endured and rushed.

Between our rules, our systems, and our people, we want you to have the most efficient experience possible so that you are a happy customer, a loyal customer, and ultimately an advocate to convince other customers to buy our products. You get a solution, we get someone in our PR department to work with you on a success story, and oh, our Net Promoter Score will go up too. It’s a win-win! See now how that social media just gets in the way of a good relationship?

Now, how may I help you?

Allow me to answer on your behalf. No, better yet, please allow me to Tweet this on your behalf. Businesses must adapt the service infrastructure to meet the needs of you and me—the connected customer. Not because they wanted to; because they have to. As individuals, we are gaining in influence with every connection we make. And when we share experiences, we contribute to a greater collective of experiences for anyone with a search box to find. And take a guess when that search box really hits a business below the belt . . . that’s right, when another potential customer is searching for the posted experiences of others. That’s why we’re influential. Individually and collectively we influence the decisions of others simply by sharing our experiences.

Why do we take to social networks to voice our problems? Businesses might be surprised. It’s not just about resolution, it’s about whether or not businesses are living up to their promises and whether or not they’re investing in the customer relationships stated in the almighty mission statement hidden somewhere on their website.

We’re empowered, and we don’t take this authority lightly. When given the opportunity to wield our influence for fairness and a sense of service, we will take to every network where we can prompt resolution or transformation.

It’s more than that, however.

This is nothing short of a consumer revolution. We’ve had it. Our hope for recognition and value from the myriad of businesses we’ve supported over the years had turned hope into despair. Our faith in the system was eroding until we took measures into our own hands.

This isn’t about upsetting the balance. This is about introducing equality in the relationship between customer and company. So, not only is the customer always right, but the customer is always right—right now. This is the real-time web and we are venting to get your attention, to earn support from our community, and to change systems that are outdated. And, if you want a win-win situation, by paying attention to us in our networks of relevance, by connecting with us in the moment, you will end up creating a new model supported by technology, people, processes, and metrics that facilitate efficient and effective direct engagement. You build a better way while connecting with the very customers that define your success. And, you invest in relationships in the process.

The result? Well, it doesn’t take a rocket scientist to figure this one out. It actually takes a social scientist. This is about relationships. And to invest in relationships requires a commitment to improving experiences and increasing empathy. This is a time for innovation in how you engage with customers now and over time and how you measure and appreciate the aftereffect. This is that moment to create a culture of customer-centricity and employee empowerment to enliven a more engaged, informed, and vested front line of stakeholders . . . to rekindle your company’s promise and deliver a meaningful experience before and after every transaction.

If you acknowledge that someone is in need, that mere action communicates how you value customers. There’s tremendous value in extending your hand, albeit digitally, and it only invites appreciation and reciprocity. By providing resolution and seeing the engagement through to satisfaction, you’ve not only invested in a relationship, but converted a potentially negative experience into a positive outcome where one-to-one engagement will now reverberate across social networks through one-to-one-to-many connections. More important, by investing in positive experiences you influence the decisions and actions of others. Remember, shared sentiment is discoverable by prospects and as they discover these experiences, those shaped by your engagement, the resulting decisions, of course, net in your favor.

These are emotional landscapes and this is why expressing that you care is so vital. The negative sentiments of dissatisfied customers will not cower into the digital corners of the social web simply because you plug your ears, close your eyes, and shut your doors to engagement simply because it doesn’t align with your current service directive. When you do engage, however, well the world of experiences is yours to define. And thus, the future of business is not created, with customers, it is co-created.

Delivering exceptional customer service is the new way businesses will grow. But that means more than asking, “Would you refer us to someone else?” It means asking or observing whether not customers actually did refer your business to someone else. More important, that they did so across their social networks.

This is why, as Frank Eliason so eloquently explains, businesses and organizations everywhere, must be @YourService if they are to continue to earn the business, support, and influence of their customers.

In your corner and in the corner of your customers,

—Brian Solis, Author of The End of Business as Usual and Principal Analyst, The Altimeter Group
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CHAPTER 1

This Could Be Your Brand

There are some things in life that you just can’t make up, so I will start by sharing a real-life social media case study that is playing out on the Internet as I write. The story is powerful and could easily happen to your brand. We are starting with a story that is intended to educate you on the impact your Customer can have. I am not looking to trash the individuals involved; in fact, in the way I see it, this could easily be your brand or mine. In any case, I am not a gamer, but I love what this product and brand stand for and I think you will, too. I am hopeful that Customers and potential Customers will look past this incident and bring success to the company involved.

Have you ever heard of Kotkin Enterprises or David Kotkin? Kotkin Enterprises was founded by Dave Kotkin and they make unique game controllers. According to CBS 4 in Miami, Florida, David was an art teacher at Holmes Braddock Senior High School in Miami. A student wanted to use his new game system but had trouble due to a skin condition. David went to work and created the Avenger controller, an attachment over the existing controller that the student could use. It is an amazing story of success in America. There was a need and David was able to invent the solution.

David had been an inventor for years and had sold some of his inventions to others. However, with the invention of the Avenger controller, he decided to build a company himself. Like many other small business owners, David did not know all the ins and outs of business, so he hired experts to help him, one of which was a marketing firm David hired to help him get the Avenger into stores as well as answer Customer inquiries.

Kotkin Enterprises first introduced a controller for the XBOX. Here is how the Avenger controller is described on their website:

The Avenger is an external adapter that houses the existing XBOX 360 controller, helping to improve your situational awareness, accuracy, agility, and reaction time. The Avenger allows for rapid, fluid movements between individual buttons and analogue sticks. Equipped with a stabilizer stand, customizable levers, high-precision tension straps, hair-trigger capabilities, and sensitivity adjusters, the Avenger can be fine-tuned like an instrument.

After the success of that product, Kotkin Enterprises began launching a new controller for Playstation 3. Due to delays in manufacturing, Customer preorders did not go out in the originally promised time frame. A Customer named Dave (not to be confused with “David” Kotkin), excited about the product, decided to e-mail the company regarding the status of his order. The marketing firm hired by Mr. Kotkin handled the e-mail interactions with the Customer. What happened during this interaction has been a learning experience for Mr. Kotkin and one that I hope will help you as well.

Dave is an ordinary Customer, like you or me, who simply paid for a product that he wanted to receive in time for the Christmas holiday. The original purchase had a promised delivery of early December, which had come and gone. Dave waited until mid-December, more than a month after placing the original order, to contact the company about the status of his order, which was for two controllers. His original e-mail included feedback regarding the fact that he was forced to pay upfront for a product that had not shipped. Kotkin’s marketing firm replied to Dave, saying that the product was still in China. Then, Dave responded to clarify that he most likely would not have the product in time for the holiday. The next exchange from the marketer to Dave stated that the controllers were now in the United States.

Suddenly the conversation took a wrong turn. The Customer replied, questioning a new discount that was being offered to new Customers. Dave inquired about canceling his original order and placing a new order to get the discount. The marketing firm representing Kotkin responded with, “No one is allowed to cancel and reorder; if we catch anyone doing that, we will just cancel your order altogether.”

As you can imagine, this exacerbated the Customer and he replied with a rant about the overall experience and the treatment that he had received as a Customer. The Customer also researched the marketer and shared feedback regarding some videos that he was in, not related to the product, as well as outlining all of the issues he had had until that point. This Customer response then generated one of the oddest responses I have seen from any businessperson: The marketing firm responded with an outline of a number of connections the firm has in the press and gaming community, and makes many personal attacks on the Customer, including stating that Dave is “the douchiest of them all [in relation to all the others with similar complaints].” Please note that I do not use or approve of this sort of language, but have included it here to stress the magnitude of the situation. I think that this is unacceptable in any form, but from a business perspective, I am floored.

Throughout this exchange, several individuals had been copied on the e-mail chain. The latest e-mail grabbed the attention of one of the recipients, Mike “Gabe” Krahulik, the artist for the popular website Penny Arcade. Gabe is also the founder and organizer of the popular Pax Events, an event at which Kotkin Enterprises had hoped to have a booth. At this point, he entered the conversation, making it clear to the Customer and the marketer that this company would not have a booth at the Pax Event. This led to more e-mails from the marketer claiming how great the product was doing and listing all of the upcoming events that they would be part of. The marketer also went on to claim a number of connections that he had in the industry, going so far as to state that he would be able to get a booth regardless, because money and connections can go a long way. Gabe reiterated who he is, inferring that the marketer might want to Google him and reference his popular website.

Gabe posted the story on the Penny Arcade website, and it spread like wildfire. The e-mails themselves are very damaging to the Avenger brand and Kotkin Enterprises, but this is certainly not where the story ends. In fact, it is just the beginning.

In the new world of @YourService, everyone who is in contact with your Customer impacts your brand. It does not matter if they work directly for you, a public relations (PR) firm, a marketing firm, or an outsourced Customer Service center. The Customer does not care, either; to them, it is still your brand.

In just twenty-four hours, the story spread to more than four hundred websites, and thousands of tweets. Over the next few days, it grew exponentially, even making it to many traditional news outlets. At first, the marketer saw this along the lines of “any press is good press.” The marketer then reacted the way many other businesses tend to do when their brand has been damaged: threaten legal action. (Probably not the best attempt to make this sort of event go away!)

The marketer eventually e-mailed Gabe at Penny Arcade asking him to stop spreading the story. Gabe responded with an important lesson. “The reality is that once I had posted the e-mails, I didn’t have the power anymore. The Internet had it now and nothing I said or did was going to change that.” The marketer did offer a half-hearted apology to Gabe, as well as a press conversation with a similar tone, stating that he had not realized how popular Gabe was and that he didn’t believe he was really Mike Krahulik. Let’s face facts: This situation was not caused by the actions of Penny Arcade or its popularity. This was solely due to the marketer’s responses, which were in writing, to a Customer.

At this point this story took on a life of its own! When a story like this becomes popular, people everywhere will start to dig into all facets of the company or situation. One of the first things discovered is that much of the content used on the marketing firm’s website is completely plagiarized, all the way to their About Us page. The firm blames this on outsourced foreign creators of the website. Then, some of the people whom the marketer had referenced as knowing in his e-mails to the Customer and to Gabe started to come out and state that they, in fact, did not know him. Many also offered their own opinion of what had transpired. Once trust has been lost, it is very hard to gain it back.

Later in the book, we further explore the Kotkin Enterprises case, including their response, which was highly effective. The company did quickly tell the website Kotaku, “We apologize for our poor representation from [Marketing Firm]. We wanted to give [individual marketer’s name deleted] a chance. He was rough around the edges, but he had drive and enthusiasm. However his behavior was unprovoked, unnecessary, and unforgivable. We are no longer represented by [Marketing Firm].”

At face value, I feel badly for Dave Kotkin and the entire Kotkin Enterprises team. They hired a firm that they believed could bring success. The marketer was obviously energetic and passionate; unfortunately it was probably not for the brand, product, or Customer, but instead for something else. As this unfolded, the ratings for a product not even released yet dropped on Amazon from four stars to one star. Marketing firms with similar names soon felt repercussions because their brand was unintentionally being trampled.

In the past, Dave may have shared his story with the press or other organizations, but the impact to the brand most likely would have been minimal. Most often, journalists or other organizations might simply forward the story to the company. It was rare for these stories to become part of the news cycle, let alone reach into the heart of your Customer base and energize them, as is now happening on the web. We are going to continue to discuss the Kotkin Enterprise story, along with many others. I hope you enjoy the ride and gain value for building your own business, no matter the size.





CHAPTER 2

Welcome to Our World of @YourService

Thank you for taking the time to read @YourService. You will gain insight on how to succeed in this new hyperconnected, Customer-driven world we live in. I do not consider myself a writer and do not plan on taking the traditional approach to writing a book. To me, this, just like social media, is a conversation. We will continue the conversation online via Twitter using my handle @YourService. You will also find the conversation at FrankEliason.com.

Throughout the book, I share lessons that I have uncovered in the Customer Service business as well as recent examples, as I am now combining my service strength with the world of social media. Many marketers believe the world of social media to be a utopia that will sell their product and increase word of mouth. Because of this, people will sell you anything to improve your business using social media, but you most likely already have the right tools to win.

The first thing you have to realize is that there has been a shift in the way that products and services are marketed. The control resides in the hands of your Customer. Many will say that it always has, which sounds good but is not really the case. Previously, companies easily controlled, altered, and filtered their message as best they could through media and traditional marketing messages. Today, Consumers are talking to each other more than ever in loud voices. Winning them over will bring success to you and your business.

You do not have to believe me regarding this shift, but let me tell you how I shop for goods and services. I do not typically watch live TV and when I do I fast-forward through commercials, so that makes it difficult for marketers to reach me. Although I do surf the web often, I usually find the ads, especially page takeovers, to be annoying. So how do I buy? First, although I do still like to shop in old-fashioned brick and mortar stores, I usually shop online. Regardless of whether I am walking through the store or shopping online, when I notice a product, my next step is always to visit Amazon and read reviews on the product. Sometimes I even take pictures of a product in a store so that I can research more fully at a later time. Next, I Google the product to see other reviews. I might also ask my friends for their recommendations. I then take all of this information and combine it with price info found from searching the web to make a decision. The shocking thing about this research is that it can all be done in a matter of minutes. The world is changing, and this understanding will help you win!

Some will say that I see the world with my own colored lenses on, but for me it has always been through the eyes of a Customer. I was lucky enough to have Bloomberg’s BusinessWeek magazine describe me as “the most famous Customer Service manager in the U.S., possibly the world.” But the way I really see myself is as a simple Customer Service guy. Over the years I have watched many employees fret about the dealings they would have directly with Customers. I have witnessed so-called leaders do what they can to avoid direct contact with Customers. How sad is that? If you are scared of your own Customer or shareholder, it is time for you to get into a new business.

So, before I begin, let me tell you a little more about myself. Like so many others, my career started in retail with firms like 84 Lumber, Macy’s, and Lord & Taylor. Retail experience helped mold my many thoughts regarding service and the employee experience. More importantly, I saw the benefits of exceeding Customer expectations and delivering exceptional service.

One of the challenges to the retail world, especially in the mid-1990s, was that the work was nonstop, with managers putting in ninety-plus-hour workweeks. Needless to say, tensions could fly and I could not see it being a winning, long-term career strategy. This disappointed me because I had always loved the opportunity to serve Customers in person. After a few years, I decided to take a pay cut and a role in a call center selling guaranteed life insurance. I didn’t last long in that role because of a takeover of the company and a restructuring of the department. Basically, the new company outsourced the entire sales department. To many a layoff is a horrible life event, but in this circumstance it was the best thing that could have happened. After this three-month stint and receiving a three-month severance package, I immediately found work at a company called Vanguard Investments. Vanguard, their founder Jack Bogle, the then-CEO Jack Brennan, and the noteworthy culture of the team would have a profound impact on my beliefs for years to come.

Around this time, other amazing things happened in my life. Most importantly, I married my beautiful wife, Carolyn. At Vanguard, I worked my way up through the ranks starting as a call center investment advisor and then becoming a retirement specialist. It was in that role that I began to be able to help thousands of people in an area that can be very difficult to understand with many legal and taxable decisions. To me, the most rewarding aspect of my job was helping other employees to create the best Customer experience, which I did through training and coaching individuals. Eventually, I had the opportunity to return to the management ranks that I had enjoyed during my retail days, as a supervisor in the high net worth area. This experience was extremely rewarding but also a time of great change that would impact my thoughts for years to come.

During this time, a life-changing event occurred in my personal life, which would be a great influence on my career decisions and become a guide to everything I do. My wife and I had our first daughter, Gianna Rose, or Gia for short. There are important aspects to what occurred that you should know as you read this book. Gia was not supposed to be born due to complications with the pregnancy. In fact, we were told to terminate the pregnancy, which we chose not to do. Gia was born prematurely at thirty weeks, weighing in at three pounds, fourteen ounces. She would spend the first months of her life in the Neonatal Intensive Care Unit (NICU) at the Children’s Hospital of Philadelphia (CHOP). Needless to say this was a time of joy, yet a lot of stress. Family and friends, while well-meaning, constantly called for updates while we struggled to deal with the present. Back in 2000, there were not many family websites, but since I had helped others build websites, I built one for Gia as well. We could then send inquiring minds to the website to obtain updates, eliminating much of the stress we felt from our need to be in constant contact. This improved communications and made things easier for everyone. There is nothing that can prepare you to handle something like this, but we were surrounded by exceptional people who taught us to be passionate advocates for our child. Ultimately, I have applied this trait to my crusade as a Customer advocate.

In addition to being born prematurely, Gia also was diagnosed with cystic fibrosis, a genetic disorder that impacts lungs and the digestive system. Although labeled a life-shortening disease, many CF patients live long, healthy lives. Of course, people hear the diagnosis and immediately think the worst, especially if they do not fully understand the disease. Gia’s website was a great way to educate others and share a positive message. Finally, Gia came home after two surgeries and three months in the NICU. Life was resuming some normalcy.

Throughout that time, Vanguard had been a great place for me, as I had a very supportive work environment and the privilege of working with some of the smartest, most Customer-centered minds around. But ultimately, I decided that it was time to move on. I chose Advanta, a small business bank near my home, because it would shorten my commute significantly and I could have more time with Gia and Carolyn. I had heard about Advanta from a colleague at Vanguard. He was so impressed by Advanta’s culture that he hoped to return there.

As I had not had much experience outside of retail, I did not realize the dramatic differences in culture that occur from one company to another. This would all change during my first week at Advanta. At the time, the company had shrunk from being a powerhouse in financial services to being a small business credit card company. Up until this point, I was familiar with a culture that encouraged employees to question things, particularly if a process or procedure was having a negative impact on the Customer. At my new job, while I was listening to calls, I questioned an unacceptable action taken against a Customer. I took it to my boss to ask if this was normal and I will never forget the answer, as it was something I had never heard up to that point but have heard many times since. The answer was, “It is what it is!” This manager’s answer was not because he didn’t think that the action was unacceptable; in fact, he actually agreed that it was unacceptable. He had answered this way because it had been questioned in the past and the company’s policy would not change. The bottom line was to shut up and go back and do your job. I was not in Kansas anymore!

During the next few years, I learned to drive change and really see the shortcomings in the service industry. I had the opportunity to work with senior leaders, guide direction, and strive to reshape how the company thought about service, even while outsourcing and in a climate of financial pressures. It was a lot of fun to be a part of, and I have always admired and cherished Advanta’s employee-centered culture. At the same time, changing things for the better has always energized me and I was craving to do something bigger. Living in Philadelphia, the choice was easy: Comcast.

While all of this was going on, Gia was doing well. She was growing and it was obvious that she was as smart as could be. However, we continued to be uncomfortable and dissatisfied with her healthcare at CHOP. Shortly before Gia’s third birthday, we decided to review other healthcare options in the area largely because we were very much interested in obtaining a device called “the vest,” which is used by CF patients to shake mucus out of the lungs. Although used in adults for years, it was just starting to become popular with children as young as three years of age. The CHOP team did not support it, despite the promising research available, and the main challenge was obtaining insurance approval for a device with such a high cost. We found our way to A.I. duPont Hospital for Children in Delaware. There, the pulmonary team supported the vest, and they were committed to helping their Customers obtain insurance approval. One of the first things the team did was review the plethora of medications that Gia was taking. Among them was one for CF liver disease, which is not typical for children as young as Gia. They asked some questions about how long she had been taking it, which had been from the time she came home from the hospital. Then, they asked if an ultrasound of the liver had been done to determine if she in fact had CF liver disease. We were not aware they could even test that. Of course, we asked for this procedure to be done, and the results were unexpected. Tests could not confirm CF liver disease, but they did find a tumor on her liver. This tumor ultimately proved to be a cancerous tumor known as hepatoblastoma. We were in for an all-new round of dealings with hospitals.

Again, we turned to Gia’s website to help educate people about the cancer and we kept them up to date regarding Gia’s care. By this time, the web was becoming a popular means of sharing stories with family members, and in some cases, complete strangers who were interested. Websites were popping up all over to help families dealing with diseases, such as cancer, speak to their family and friends. One notable example is Caringbridge, which allowed us to connect with families like us on a global scale. We were already doing this in the CF community, but the childhood cancer community was a powerful asset. We were learning from each other, identifying treatment options, and sometimes finding a virtual shoulder of someone who really understood what we were going through.

The cancer treatments went on for almost a year, culminating in liver transplant surgery at Johns Hopkins Hospital in Maryland. I am heartbroken to report that Gia did not make it through her liver transplant surgery, passing away two months before her fourth birthday. My wife and I saw an outpouring of support from every continent on the globe. People told us how they had found our website and had kept up on Gia’s care throughout the ordeal. It was an extraordinarily emotional time and one that still impacts us every single day. Gia helped connect us to many around the world, her story touched many, and the experiences are reflected in everything we do.

I will be forever grateful to the donor, their family, and all who are willing to donate their organs to give others new life. Organ donation is the most generous gift that we can give. Please consider becoming an organ donor!

In September 2007, I left Advanta and joined Comcast. My role was managing Comcast’s executive complaint department. I was excited about the opportunity to work with senior leaders to help shape the Customer experience going forward. I had not had a love affair with Comcast prior to joining the company. In fact, in many ways I despised them, and it was not even their fault. My frustrations with the cable industry had started when I bought my home. The installation, which should be an easy process, took more than a week because the cable company did not have a piece to connect the line at the street. Of course, my opinion had also been clouded after my cable provider had shut off my cable two weeks before I even moved out of my previous apartment. Overall, I had not had good experiences with my cable provider, Suburban Cable. I was so frustrated that I bought and installed a satellite service instead, cancelling my service with Suburban Cable. Eventually, Suburban Cable was taken over by Comcast, but in my mind I transferred that blame to Comcast, even though as a company, they had had nothing to do with my previous experience. When high-speed Internet became available, I did have to return to a cable provider because my home was not eligible for DSL from my phone company. But as soon as DSL was available, I canceled my cable subscriptions and vowed never to return. After dealing with both satellite providers and eventually Verizon Fios, I realized that cable, if they were to change and become more Customer centered, could easily win. Of course it would require change! Anyway, I now was working for Comcast and determined to be successful.

Although I have been given credit within social media for changing Comcast, the fact is that the change required many people and the perfect storm to ultimately drive change. I am thrilled and honored to have had the opportunity to play a small role. When I started there, the company was in the midst of crisis. If I recall correctly, I started on September 5, 2007, and on September 9, Bob Garfield, an Advertising Age writer and National Public Radio host, posted a blog titled “Comcast Must Die.” This multipart post on his Advertising Age blog was the beginning of a major rant that would be only one of a few crisis moments to strike. We had to figure out how we would respond as a company. Now I was part of a team that would set out to completely change the dialogue internally and externally. What Bob Garfield did not know was that we were looking up people who posted negative comments about our company on the blog, identifying them, and reaching out to try to assist them. When I joined Comcast, I thought my team would be servicing Customers, but really they were message takers who would send a ticket to the local market for assistance. In my view, this created a disparity for how Customers would be treated from one location to another. Each area was run very distinctly, causing a wide range of Customer experiences.

Bob Garfield’s “Comcast Must Die” posts gained momentum, and he moved it to a standalone blog. This was not the first crisis for Comcast within social media. About a year prior, a person had posted a video of a technician falling asleep while on hold waiting for Comcast service. This video, seen by more than 1.5 million people, would lead to significant changes within the company. In addition, there was another incident that had occurred in late August when a seventy-five-year-old grandmother, Mona Shaw, had taken a hammer to one of the Comcast offices after growing extremely frustrated by her experience. I stumbled upon a real-life crash course in public relations, communications, and the impact service has on the brand. There is nothing like learning by fire. Many leaders from diverse areas within the company, including PR, marketing, and the regional businesses would start to lead the change. They saw the negative impact on the brand and the team really lit a fire to create change and get things done. We had to find short- and long-term solutions to improve the brand. We created a plan that worked and is continuing to change the organization. Will people ever love their cable company? Probably not, but the changes that we created will help the brand and create improved Customer experiences. It will take a long time for people to see all of the changes, and if you have not already, you will notice them over the coming years.

As you will see, history makes us who we are and has a great influence on how we think and what we do. This insight will not only help you throughout this book, but in the very human world in which we live where personal connections are key to success.

Today, my wife and I have two beautiful girls named Lily, age five, and Robyn, age four, and after Comcast I returned to the banking industry with Citi. Citi is another large organization and the industry is ripe for changes. My role is in marketing, but my heart will always be in Customer Service. As you read this book, you will notice that I see social media as an equalizer for the Customer, allowing them a greater role in how an organization is operated. So no matter where I sit, my role is to represent the Customer and advocate for the experiences they desire. This is how you win in this new hyperconnected world, and through the pages of this book you will discover how you can drive that change in companies big and small. We will have fun along the way, sharing more stories and building understanding that fits in today’s business environment. Of course the views that I express are solely my own, unless stated otherwise, and they are not those of companies who have or currently employ me. In the coming pages you will learn to:


	Connect the dots internally.

	Present data in ways that have impact and drive change.

	Identify value no matter where your Customers are talking.

	Build human connections.

	Create an environment where Customers want to share your story.



Beyond this we also help to identify failures that exist today, ways to correct them, and ultimately build the service experience that most executives believe they already offer. Ultimately the future is all about being @YourService.
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