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7 THINGS…continued

A highly skilled customer facing 
person is a magician, able to 

transform and diffuse difficult 
situations into good ones.

1You chose this job, or it chose you. Either way, 
it’s in your best interest and the best interest of 

the customer for you to show up and be fully present 
to the job. Set an intention every day to be the best 
you can be at your craft. Make it a point to do a little 
learning about how to get better at it every day. You 
get better the more you practice. Find joy in doing 
your job well. Recognize and acknowledge yourself 
for all the “wins” during your day. (Even if, and 
especially if your boss doesn’t notice often enough.)

2Be proud of what you do. You play an 
important role in the company’s success.  

I’m here to remind you that the experiences you 
provide for the customer could make or break 
their relationship with the company. Even if parts 
of the process are broken, even if the wait times 
are long, even if the customer is upset about 
some aspect of the company, a great experience 
with a customer facing person can make up for a 
whole lot. You have the opportunity to make 
deposits in the customer’s emotional bank 
account and keep those customers happy, 
coming back, and referring friends.

3You have emotional genius. Being good at 
customer service requires a great deal of 

emotional intelligence. In fact, in your job, EQ is 
as important – and often more important – than 
IQ. Here’s the neat thing – being in a people 
oriented position gives you the unique 
opportunity to practice and even perfect those 
EQ skills. That’s going to help you in every 
relationship you have in your life. As you get 
better at your job, you get better at your life. 
That’s a bonus!

4The customer is not always right. I know 
you might have a little card that came from 

the corporate office that tells you they are, but 
I’m telling you what you already know to be true. 
They are not always right. Sometimes they are 
wrong, sometimes they are mean, sometimes 
they lie, sometimes they drive you crazy. But 
being right or wrong is not the point. Your job  
is to be so skillful that even if they are wrong, 
angry, nasty or just having a bad day, you have 
the ability to turn a bad situation into a better 
one. A highly skilled customer facing person is a 
magician, able to transform and diffuse difficult 
situations into good ones. 

5You work in the performing arts. Service  
is not like a manufactured good. It can’t  

be made ahead of time and put on the shelf.  
It happens in the moment, as needed, and it’s  
all about performance. That makes you the 
performer. Just like an actor (or a public speaker 
or trainer for that matter) there will be days when 
you just don’t feel up to it and you will have to act 
“as if” you were. Here’s where your good training 
comes in. Rehearsal and visualization work to 
help you prepare for a great performance every 
time. Think of yourself as an improv artist. Ta-da! 

6You have a stressful job, but the amount 
of stress you take home every day is up to 

you. How you view your job is just as important 
as how you do your job. If you allow yourself to 
over dramatize, ‘catastrophize’, get defensive, 
and take everything personally, you’re in for a 
tough time. Your body reacts to the perception 
of danger with primal instincts to fight or flee – 
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both involving a cascade of stress chemicals 
that can damage your body. You have the power 
to change how you view any situation – including 
your job. Find a “frame” that makes it less 
stressful and more enjoyable. 

7You have the opportunity to make the 
world a better place every day. Whether 

you deal with 10 customers or 200 customers  
a day, you have the power to create positive 
experiences for all of them. When you make your 
best effort to add sincere care and appreciation 
to every interaction, you are infusing it with 
positive energy and vibration. When the 
customer leaves the interaction with you feeling 
good they are likely to spread that positive 
emotion. Emotions are contagious – negative 
ones as well as positive ones. 

You have the power to spread positivity and make 
the world a better place. We all know how important 
that contribution is these days. Take it seriously and 
you can make a serious difference in the lives of your 
customers and every one they touch. Allow yourself 
to see the ripples of good will and well being you are 
sending out into the world. Spread happiness and 

appreciation and you will feel energized and build 
your own good health. Optimists live seven to nine 
years longer than pessimists. 

Use this list of “7 Things” to start a lively dialog in 
your organization. Spread the article around. Discuss 
each of the points, add a few of your own, really think 
about the good things about being in a customer 
facing job. Appreciate the power and opportunity that 
rest in your hands. Make the commitment to be the 
best you can be. Have fun and do good work. 

Caring is contagious – go ahead, spread it around. 

JoAnna Brandi is a workshop leader, 
consultant, Happiness Coach and 
the author of three books. She is the 
Publisher of the Customer Care 
Coach® and Monday Morning 
Motivation – Positive Self Talk for 
People Who Care About Customers. 

For a trial offer go to www.MotivationMadeEasy.com 

JoAnna asks, “Is your customer care exquisite? Take 
the QUIZ!” http://www.customercarecoach.com/
public/quiz.asp

7 THINGS…continued
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Myth
of Treating People 
Fairly and Equally

The

BY JEFF MOWATT
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just come right-out and say  
it. I believe that treating customers 
fairly and equally is a mistake. It’s 

unprofitable. It belittles customers and employees. 
And it’s unethical. There, I’ve said it.

Certainly, we should treat people fairly — but not 
equally. I’m not advocating some Orwellian decree 
that ‘some animals are more equal than others’. This 
has nothing to do with a customer’s value as a 
person. It has to do with bending so-called ‘rules’ to 
give exceptional customers the kind of unique 
service they deserve.

In my many years working as a consultant and trainer 
with dozens of companies and bureaucracies, it’s 
unfortunate that I continue to encounter employees 
who buy-in to the myth of the virtue of treating all 
customers equally. If this is the case in your 
organization, consider this scenario...

Imagine that as part of your daily routine, you stop 
into your local convenience store to buy a coffee and 
newspaper. The store employees know you by sight. 

One day you find yourself needing to change a $100 
bill. You stop in, pick up a couple of items and pay 
for them with the hundred. The store has a policy that 
they don’t accept hundreds, so the cashier simply 
refuses you. You are fully aware that they make more 
than that much change every 15 minutes. You also 
know that when added-up, you’ve given them 
hundreds if not thousands of dollars worth of 

business over the years. Yet they refuse to grant you 
this slight favor. How’s your customer loyalty now?

Refusing your $100 bill would have been an 
incredibly bad decision on the part of the cashier as 
well as the management who created the ‘rule’ that 
permits no exceptions for the store’s best customers. 
The problem is that by definition a ‘rule’ treats 
everyone equally — whether it’s fair or not.

What if we treated our children this way?
Imagine the consequences of a parent treating their 
six-year-old and seventeen-year-old equally. That 
would mean telling the younger child, “Make sure 
you are home from grade one by midnight!” Most 
people appreciate that it makes sense to treat 
children fairly. It would, however, be a mistake to 
treat them all equally, and apply the same rules 
regardless of their ages. That’s more than just a 
mistake; we might even call it immoral.

We already discriminate in the workplace
There’s a certain irony to taking this approach to the 
workplace. The same individuals who assume that all 

customers should be treated equally, often have no 
objection whatsoever to the organization offering 
preferential parking and restroom facilities to 
customers with disabilities. Yet, that’s a blatant 
example of treating customers fairly but not equally.  
I don’t know of anyone who objects to organizations 
giving better parking spots to the disabled. Yet, every 
day we hear employees using inane statements like, 

The Myth  of Treating People Fairly and Equally…continued

I’ll

The same individuals who assume that  
all customers should be treated equally, 
often have no objection whatsoever to  
the organization offering preferential 
parking and restroom facilities to customers 
with disabilities.
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“If I did that for you, I’d have to do it for everyone.” 
The challenge for business owners and managers is 
providing the kind of training and authority that front-
line employees need, so that they will make more 
appropriate on-the-spot decisions for customers.

The truth about word-of-mouth
“What happens when customers talk to each other?” 
That’s one of the most common concerns I hear from 
employees in my training sessions where we address 
this subject. They are afraid that if they 
accommodate one customer’s special request, then 
that customer will talk to other customers, and the 
employee will be pressured to do the same for 
everyone, which, of course, they can’t do. In other 
words, they’re going to have a lot of unhappy people 
out there if they accommodate special requests. This 
is the kind of convoluted logic that stems from the 
underlying belief in treating everyone equally (not 
necessarily fairly). Another way of putting it is: I’m 
afraid that if I provide an extra service for one 
customer (because we made an error or the customer 
does a lot of business with us), then I’m going to 
disappoint other customers whose circumstances 
don’t warrant the extra service. So to avoid 
disappointing some people, we’ll just make a rule that 
no one gets special treatment. That way, we’ll just 
disappoint everyone, including customers whose 
unique situation deserves extra service.

Customers understand the concept of fairness. If I’ve 
never been to a particular convenience store and 
suddenly walk in just to change a hundred-dollar bill, 

I’m not likely to get outraged when the employee 
explains that they don’t have enough change on 
hand so they can’t help me. If, on the other hand, I’m 
doing business there every day, I’m more likely to be 
upset if my store won’t make change for me when I 
know they make that much change every fifteen 
minutes. If they do make an exception for me 
because I’m a good customer, I’m not going to rush 
out, phone all my friends, and tell them, “Hey, my 
convenience store made change for me, and they 
don’t usually accept hundreds!” Customers rarely go 
out of their way to talk about good service. The 
occasion when customers share information about a 
business is when the service is bad. Bottom line: 
employees needn’t worry about possible negative 
ramifications of taking extra care of good customers. 
What they should be far more concerned about is the 
negative impact of treating all customers the same.

Source:
This article is based on the book, 
Becoming a Service Icon in 90 
Minutes a Month by customer service 
strategist and international speaker  
Jeff Mowatt. To obtain your own  
copy of his book or to inquire  
about engaging Jeff for your team, 

visit www.jeffmowatt.com or call  
1-800-JMowatt (566-9288).

The Myth  of Treating People Fairly and Equally…continued

[Employees] are afraid that if they 
accommodate one customer’s special request, 
then that customer will talk to other 
customers, and the employee will be 
pressured to do the same for everyone, which, 
of course, they can’t do.
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BOOK REVIEW
The Best Service  
Is No Service  
By Bill Price & David Jaffe

Review By Christine Churchill 

★★★★★

Imagine my surprise when the Secretary General  
of the International Council of Customer Service 
Organizations handed me a book titled The Best 
Service Is No Service. I looked at the cover, laughed 
at the title and put the book on a bookshelf in my 
office. He came by a couple of days later and asked 
my opinion about the book’s message. I told him ‘I 
didn’t think you seriously wanted me to review a 
book bearing this title’. He assured me that the book 
had an exceptional message and that I would thank 
him for placing it on my desk. And, per usual, he was 
correct. I love this no nonsense book that is chocked 
full of thoughtful insight and straight forward 
takeaways. 

It is of no value to people in our industry to read 
books that give the same message disguised with a 
catchy title and pretty cover. Everyone is busy and it 
is no less true for those of us in customer service. 
Why are so busy? We are busy reacting to customer 
queries and supporting teams that are dealing with 
customer queries.

The authors ask you to ‘Challenge Customer 
Demand for Service’ and through this process, 
improve on the Seven Principles outlined that will 

allow you and your organization to deliver the best 
service that ultimately leads to “no service”:

1.  Eliminate dumb contacts — Don’t handle 
contacts they shouldn’t need; in other words, 
reengineer them.

2.  Create engaging self-service — by which we 
mean with a very high success rate in the web or IVR 
self-service channel.

3.  Be proactive — If you know something’s wrong, 
tell your customers. If you need to send an alert, go 
do that before they have to contact you.

4.  Make it easy to contact your company — Don’t 
hide behind web sites that have no 800 numbers and 
channels that don’t mix together. Just make it really 
easy to find out what’s really going on out there.

5.  Own the actions across the company — Very 
few customer service support issues are caused by 
customer service. They’re really caused by other 
groups. So figure out how to get the ownership back 
to them and work with them.

6.  Listen and act — There’s terrific information 
streaming all the time between customers and the 
service center, so listen and act on that.
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BOOK REVIEW…continued

7.  Deliver great service experiences, taking a 
different approach, in terms of metrics and training 
and so forth, to deliver a great service experience 
because we’re never going to get rid of the service 
center, the contact center. We just want to reform 
what it does.

The book is filled with both bad and good service 
examples that will continue to illustrate the validity of 
these principles as well as the fact that it is easy to 
see, as an outsider, the correct solution, but not 
always as easy if it is part of your day to day 
‘reactionary’ process. It illustrates that companies of 
various sizes and industries often suffer and cause 
more work for themselves by not following these 
principles thereby, ‘shooting themselves in the foot’.

The book is loaded with tools and techniques that 
can be used in your any business, no matter how 
small or large. Everything is clearly stated and 
organised so each chapter seamlessly ties to the 
next and is easily understood. The diagrams, charts, 
figures, examples, step by step directions, and 
statistics, make this book a useful tool and well worth 
the investment. Even if you only apply a handful of 
the suggestions offered, your organization will benefit 
as a result.

What I really enjoyed was the confronting notion that 
we are all using the wrong metrics to measure 
customer service. And that instead frantically trying 
to achieve these metrics and coach team members 
to give better service faster and to know all of the 
answers; why aren’t we asking WHY ARE OUR 
CUSTOMERS CONTACTING US? Determine where 
the breakdown is in the product or service and focus 
energies on remedying those situations. That may not 
be your job however, it is what will make a difference 
in delivery, stress levels and customer experience 
and advocacy.

Simply working with a few of the suggestions in the 
book as a starting off point will begin a revolution in 
your thinking and approach to customer queries.

When reviewing the Seven Principles, I wondered if 
there was any one that was more effective than 
another. Through a little online research, I found the 

answer to that question as professed by one of the 
authors during an interview with Bill Price (interview 
conducted by CustomerThink founder/CEO Bob 
Thompson). It is determined that the most logical 
principle to focus on initially and that will deliver 
some of the best results is:

‘...eliminating dumb contacts. We’ve been using 
that term for a number of years now, and when I 
share it with clients or in public settings, like in 
conferences and so forth, everyone knows that 
they’re dumb contacts. These are ones that are 
providing no value to the company, no value to the 
customer. For instance, customers call up and say, 
“My invoice doesn’t make sense. I thought I paid this, 
and it doesn’t make sense,” and the agent does a 
little research on the phone and figures out that the 
bill is wrong, that the invoicing system is wrong. Not 
only will that customer have the problem, but so will 
many, many other customers. So if the company 
simply answers that call and resolves it for that 
individual customer and then moves on, that’s really 
a dumb contact. They really ought to say, “Wait a 
minute, why are we doing this? Let’s get this back to 
the billing people, to the IT folks. Let’s fix this at the 
root, so we don’t have to deal with this, anymore.”

‘If you do that, we believe you can eliminate 25 
percent of the volume that comes into the service 
and support center. Doing that really starts to build  
a much better situation for handling the other aspect 
of that service.’

It was also determined during this interview that  
‘... If you can assess the reasons why customers  
are calling, you wind up eliminating about 40 percent 
of the volume by getting rid of the dumb contacts 
and doing better self-service and being proactive. 
That gives you the opportunity, almost a license,  
to then open up the channels more, listen to more 
contacts coming in and doing the other principles 
that we advocate.’

The message and technique in the book is fantastic. 
Even if you do not use the approaches outlined, 
simply reading the book will alter they way you view 
contact with a customer and will, by default, ensure 
you query if your organization is best practice. Does 
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BOOK REVIEW…continued

Join us in Anaheim, CA, November 17th at 7pm  
for the International Council of Customer Service 
Organizations’ (ICCSO) 1st annual International 
Service Excellence Awards hosted by the Customer 
Service Institute of America. Click here to download 
the nomination form.

With customer expectations continually 
rising, the wider business community is 
becoming aware of the value and role  
that Customer Service plays in achieving 
business success. This highly demanding 
area is arguably the critical success factor 
for many organizations. For this reason, 
it is important that the Customer Service 
Profession has its own international  
awards to recognize, promote and  
reward excellence, professionalism and 
outstanding achievement.

The ICCSO’s International Service  
Excellence Awards showcase achievement 
in Customer Service. Reaching the finals 
and winning an award illustrates the high 
standards of management, training and 
commitment to excellence within those 
organizations.

             2008 International Service  

Excellence Awards

your organization look for ways to design their  
service approach with the customer in mind or the 
organization in mind?

For those readers who have been through the 
Assessment and Certification process against the 
International Customer Service Standard (ICSS)  
with the CSIA knows that these are the exact things 
we seek evidence of during one of our audits.

I would recommend this book to everyone, customer 
service industry or not. Pick up a copy of this book – 
read it and use it. You will thank me, much like I did 
the individual that provided me with a copy of this 
book. Happy reading!!

Christine Churchill is an Executive Director of the 
Customer Service Institute of America. She is a 
graduate of the University of Delaware holding  
a Bachelors in Business Administration (Marketing). 
Christine has over fifteen years experience in 
customer service,  
and her passion lies in the people; training and 
development for all levels of an organization helping 
individuals become the best they can be for 
themselves and their organization.

http://www.serviceinstitute.com/Awards%20Nomination%20form%20-%20Company%202008.pdf
http://www.serviceinstitute.com/Awards%20Nomination%20form%20-%20Company%202008.pdf



