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An Introduction

What you have in your hands is yet another book on
customer service. There have been many books

written on the topic. Why do we need another one? You
would think by now, we would have it all figured out—give
customers what they want, make them happy, etc. It’s no
mystery. This book could be just a terrible waste of paper
(save the trees!).

Well, if we’ve got customer service all figured out, why do so
many customers think that service is so bad? Why don’t busi -
nesses improve their service in some way that is meaning -
ful? Why are so many books written and speeches given on
the topic? The reason, I believe, is that most businesses don’t
really under stand what customer service is.

To say that customer service is satisfying the customer
isn’t helpful. What does it take to satisfy the customer
anyway? Is customer satisfaction even enough? Other books
say we have to go the “extra mile” and “wow” the customer.
So how does one do that? And can your business afford
it? My hope is that you will find the answers to these
questions for your business in this book.



So who am I to write about the topic? I haven’t owned a
retail store known for its service. I’m not a CEO who turned
a large company around by improving its service. But I am a
consumer. . . and a marketing professor. . .and a profession-
al speaker and trainer. . .with a Ph.D. in psychology. (Not
looking for a medal here—just given you the facts.) I teach
university courses in marketing and service. I study con-
sumer decision making and decision processes. And I’ve
consulted with firms on sales and service issues for over 20
years.

I think it’s time for us to take a different view of customer
service, and that’s what this book is about. It won’t make you
a customer-service expert. There is too much to cover that
will be saved for another time. Instead, its purpose is to open
your eyes to the common mistakes that businesses make in
dealing with the issue. I want to change your philosophy on
the topic and show you some of the easy ways of improving
your service right now. In the process, I will introduce you to
a new concept, WinFluence®—the understanding of how our
actions can influence our customers and employees to win
more customer and win more sales.  

As you’ll discover in Chapter 1, customer service is a system.
So let’s start down the road of improving that system. We’ll
begin by redefining what customer service is and see why
you should look at it as “Customer WinFluence” instead of
customer service. Then we’ll destroy the myth that your
objective is developing satisfied customers (it really isn’t).
We’ll clarify a basic component of WinFluence, “need,” and
find out how to use this component properly to gain a cus-
tomer-service edge over competition. We’ll discover the
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An Introduction 17

proper place to start customer-service-improvement
efforts and several easy changes you can make to get
immediate results. We’ll finish by considering additional
components that affect your interaction with your cus-
tomers.

So are you ready for the journey? Then, on your mark. . . get
set . . . and come with me!



“It’s time for us to take a

different view of customer

service, and that’s what this

book is about.”



1
You Call That Service?

What is the problem with customer service today?
Customers think that service stinks. Businesses claim

customers are too demanding and don’t understand. While
it’s true that there are bad customers (no, the customer is
not always right), I believe the major problem is with
business. Specifically, the problem is with the definition of
service used by business and a lack of under standing of what
the customer wants.

Most businesses define customer service in terms of
physical things like answering the phone by the third ring,
having the product available, proper handling of returns or
complaints, etc. All of this is good, but it is insufficient. So
the purpose of the next few chapters is to clarify what
customer service really is, to show you what you should
actually be trying to accomplish and to explain how to do it
all based on what I call the WinFluence® concept.

I’m Sorry. Could You Repeat That?

I said, we’re going to work with the WinFluence concept. If
you want to change people’s minds about things, a good
way is to give them a new term they can use to label their
new perspective. The label we will use is WinFluence—



winning customers and a greater share of their spending
through actions that influence the customer to use us. I like
to think of what we want to accomplish as “Customer
WinFluence,” instead of customer service. I’ll still be using
the term “customer service” in this book, but its goal will be
to WinFluence the customer to contribute to our bottom
line. To help in this regard, I want to introduce you to some
“WinFluence Secrets” that can improve your service. I call
them secrets because they involve points that appear to be
often misunderstood or simply ignored. Some may seem
like common sense, but others represent, I believe, a new
view on service, and all are potentially important to your
business. The first four are in this chapter. Others will
follow.

In Addition . . .

Ask business people what their business does, and they will
tell you. “We print books, articles, and directories.” “We
provide health care to the community.” “We offer the finest
selection of organic foods.” And then, if they are into cus-
tomer service, they will follow this description with the
statement, “. . . and we provide great customer service.”
Note that customer service is rarely the first thing they talk
about. Instead, it’s likely to come after the word “and.”
That’s because they tend to think of customer service as an
addition, an add-on, an addendum to their business. And
anything that is an addition is, by definition, less impor-
tant. It’s not the main focus. And as an addition, it is one of
the first areas to be ignored or cut if time or money
becomes tight.   This is a problem and leads to our first
WinFuence Secret.
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WinFluence Secret #1:
We can’t provide great

customer service if we consider it
an addition to our business. 

Customer service is not an addition to our business. It is
our business. It is an integral part of everything we do. I
define it this way:

Customer service is any action our business undertakes that is
designed to meet the needs of our customers.

That is a broad definition. It means that customer service is
how we design our products and services, how we deliver
them, how we communicate with customers and how we
make them feel. It is an integral part of everything we do.

Think about a firm that gets calls from customers with
questions about their bills. These customers don’t under-
stand what they are being charged for and why. (If you get
a cell phone bill that looks like mine, you can relate to
this.) The company involved wants to provide good cus-
tomer service, so what do they do? They add employees to
their phone bank to answer questions so customers don’t
have to wait so long. That’s good customer service, right?

Sure. But better customer service would be fixing the bill
so it is understandable. Customers would not be frustrated,
a result that should positively influence their view of the
business. The business would not have to spend money
increasing their phone bank of employees. But will fixing
the bill occur to them? Apparently not. My bills are still
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confus ing. See the problem? Businesses tend to define cus-
tomer service in a certain way that limits their ability to see
issues and proper solutions.

And What Is Your Goal in Life?

Many businesses view good customer service as a goal they
are trying to achieve. I disagree with that view.

WinFluence Secret #2:
Customer service is not a goal

to be achieved. It is a system that must
be monitored and improved. 

Goals are defined and achieved, and victory is declared.
Systems, on the other hand, are ongoing, have to be con -
stantly monitored and can almost always be improved. So
rather than viewing customer service as a goal, we should
look at it as a system. It is a system, involving plan ning,
people and process, that is established to achieve our ulti-
mate goal of winning more customers and a greater share
of their spending. Further, it is a system that every business
has established, whether they think about it or not. Some
have a good one, most don’t, but they all have one. If your
business has customers (and it had better), then you have a
customer-service system auto matically. The question is, do
you really understand that system and how it works with
your customers so that it is functioning at its best?

Now, most business owners will tell you that there is a rela-
tion ship between good customer service and customers
coming back. But while business owners say this, many
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apparently don’t really believe it. Customer-service activi-
ties are constantly getting cut. People aren’t being trained.
The system stinks, and my cell phone bill is still confusing.
The truth is that business often looks at customer service as
an activity that doesn’t directly affect the bottom line in the
way that something like sales training can. Emphasis is
often placed on its costs rather than its potential contribu-
tions.  This brings us to our next secret.

WinFluence Secret #3:
Customer service is a potential profit generator.

When done properly, investing in customer service can pro-
vide excellent returns. Small investments in service can
have a large effect on customers’ feelings toward our busi-
ness. If customers like our service, we are likely to get a
greater share of their spending. They may promote our
business to others bringing in more customers. Complaints
and resulting adjustments can decline. Employees properly
trained in service techniques can be more efficient, more
motivated, more dedicated and, thus, more productive. 

And what happens if our service is poor? Say a couple with
two young children moves to a community and needs a
dentist. Think what that family is worth over the next ten
years to the dentist they select. If one of the parents
becomes upset with service received (e.g., staff are not
pleasant, appoint ments are not taken on time), he or she
can take the entire family away. And since most people pick
their dentist based on recommendations, this family has
the potential to advise away other families. Our dissatis-
fied family and any other families they discourage from
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becoming our customers, will now go to our competitors
and strengthen them. That’s a huge loss for our poor den-
tist.  (This really happened to a local dentist I know. You’ll
find out why it happened in Chapter 17.)

It’s in the Eye of the Beholder

I’ve said that the WinFluence view of service is that it is a
system involving planning, people and process. But from
the customer’s standpoint, service is a perception. When we
“perceive” some thing, our mind is providing an inter -
pretation of it for us. So our customers are constantly
interpreting our offerings, actions and communications.
They are interpreting what we really mean and if we really
care about them as customers––if we are really doing
everything we can to help them. In other words:

WinFluence Secret #4:
The reality of what we are doing
is unimportant to our customers. 

It’s their perception of
our service that is important.

It doesn’t matter how hard we are trying if our actions
leave the wrong perception. So we should find out what
will positively influence our customers’ perceptions of serv-
ice, determine the costs involved and then put appropriate
concepts into action. The next few chapters will lay the
foundation for making this happen.
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2
So...Are You Satisfied?

Well . . . are ya? Are ya satisfied, I mean with life, work,
your kids’ behavior, etc.? If you ask most people if they

are satisfied, they’ll say, “Yeah, I’m satisfied.” They may even
say they are very satisfied. You probably feel the same way.
But does that mean that you couldn’t be more satisfied?
Aren’t there things that annoy you or make your life more
difficult than it should be? Are there things you would
change? Of course there are. But still, you’ll tell people that
you are satisfied. Why? Are you lying? Are you too embar -
rassed? Did you not understand the question? Do you think
people don’t care? Do you take great pleasure in saying
what you don’t mean?

Now before you start thinking that this chapter is about self-
help, changing your overall personal belief system or deal-
ing with your mental neuroses, let me clarify that is not why
we are talking (at least it is not why I am writing). I just
want you to see what so many businesses miss. When
customers say they are satisfied, they are not—not
completely—not in a way that means there is no room for
improve ment or that they wouldn’t change something or
that things couldn’t possibly be better. It just means that
overall, in the grand scheme of things, this particular thing




