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I took my car in for some
body work. In the process, I
asked that they also repair a
defective electric motor that con-
trols the driver window. A work
ticket was written up, and I was
assured that the body shop and
repair shop (five blocks away)
would work together to ensure
that my vehicle was transferred
when necessary. I met with ser-
vice advisors at both locations to
make sure they both understood.
One vehicle, one company, one
promise.

When I went to pick up the
vehicle, the courteous, profes-
sional staff insisted that I inspect
the vehicle to make sure that I
was satisfied with the body work.
As I drove away, I lowered the
windows (it was over 80 degrees
that day) and they all seemed
fine. But when I arrived at home,
the window would not close. In
fact, it wouldn't budge.

Upon calling the dealership,
a service advisor explained that
he "couldn't find the ticket, so the
work might not have been done."
As my temperature began to rise,
I checked my records and

Emerging Markets magazine June 2000 D

advised him of previous assurances, including dates, names etc. His
response was.... "It's not our fault. You need to call the body shop and
straighten this out." I asked to speak with a supervisor, who
proceeded to also tell me who I "should call." One vehicle, one
company, one promise?

I explained that in the three weeks since I had turned over the
car, I had expected them to complete the work. Again, "It's not my
fault" was the answer, though they suggested that if I brought the car
in they would "see what they could do." Wrong answer.

Eventually I made a minor nuisance of myself and got the
service manager on the phone, who eventually succumbed, agreeing
to work on the car immediately if I brought it to them in the next 20
minutes.

What ever happened to the day when anyone who answered the
phone at Company X would take personal responsibility for

making a customer happy? It
wasn't all that long ago when
this was standard behavior,

1 but now it's the rare exception, not the rule.
Now we deal with Customer Service Departments.

There is something fundamentally wrong with the concept
of a department devoted to serving
customers. As PeterDrucker would remind
us, "There is only one valid definition of

business purpose....to create a satisfied customer." Is customer service a department or the
bread-and-butter of a company?

Why not have a Department of Professionalism, a Department of Integrity, and an
Innovation Department? And where is the Thinking Department? Down the hall from the
Profitability Department, and across the hall from the Discipline Department? Can you
please direct me to the head of the Stay In Business Department?

These are not departments, and should not be. Every employee is expected to perform
to a certain standard in each of these areas. Failure to do so has serious consequences for the
individual and the business.

BUT CUSTOMER SERVICE IS DIFFERENT?

Customer service is the company. Social scientists will tell us that if a group believes
that a certain responsibility is specific and assigned only to a person or subgroup, then group
members will eventually relinquish any sense of responsibility. They will assume that "the
assigned person, the other guy" will do it. After all, "It's not my job."

Call me crazy, but I gravitate toward doing business with companies where the phone
response is "I will chase this problem down and get back to you as soon as possible." And
one way or another, even if the news is not good, they follow-up...soon. Is this too much to
ask?

Part of the problem is internal measurement systems which induce employees to
ignore the fact that customers rate companies, not departments. Customers see one compa-
ny, while employees see departments. These employees are not stupid, but often their
managers reward them for departmental duties, not company results, and the connection
between the two is lost. Meanwhile, the competition is laughing. The result is internal
fingerpointing.

Customers couldn't care less about the internal "blame game." And when it comes to
fingerpointing, we all have a uniquely appropriate finger that is perfect for sharing with
companies who behave this way. One company, one score, one finger.

Every time someone tells me, "I am going to transfer your call to Customer Service," I
consider taking my business elsewhere.

Technological advancement could be used to fix this problem, but instead many
companies have found a way to use good technology to actually compound the problem. I
recently wanted to receive a catalogue from my favorite furniture store. Visiting their
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website, I clicked on the
"Request Catalogue" icon, where
I found a list of phone numbers
and addresses of all their stores.
Upon calling the closest one,
(over a thousand miles away), a
voice response system instructed
me to "Press 5" to request a
catalogue. The next response
informed me that I should call
back during store hours. It also
suggested that I visit the website
in order to request a catalogue.

ARE YOU FOLLOWING
THIS?

Thinking that I may have
overlooked something obvious, I
reluctantly returned to the
website. Still, the fill-in form that
I was expecting was non-existent,
but I did notice an 800 number.
Upon dialing this number, a
human being actually answered!
"Now we're in business," I
thought to myself. But the voice
on the other end informed me
that she would transfer me to
Customer Service. Ugghhh...! felt
that sinking feeling the kind
you feel when no one has board-
ed a flight and it's 20 minutes
before scheduled takeoff time.

The next sound I heard was
my favorite recording. "Your call
is very important to us. Please
hold and a Customer Service
Representative will be with you
before retirement, death or the
freezing over of hell, whichever
comes first."

After holding for about 90
seconds, the next recording
informed me that the new
catalogue was indeed hot off the
presses. All I had to do was send
a postcard to a post office box,
and I would receive the exciting
new catalogue in 4-6 weeks.

Guess where I will NOT be buy-
ing my next sofa.

Are these stories unique?
Send us your customer service
stories....good and bad ones.
Email me at jjewell939@aol.com
and perhaps we'll feature part of
your story in a future issue... <•$[


