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主题广告牌


打造令人赞叹的消费经验


客服不是企业内的一个部门，而是每一位员工所做的每一件事情。世界上所有顶尖企业都奉行“顾客至上”的经营原则，无不想方设法提升顾客的消费质量与服务经验，致力打造五星级服务团队，尽其所能为顾客创造赞叹连连的惊奇体验。

举例来说，国际知名的四季酒店会为初次光临的新顾客，提供一套特别设计的欢迎程序。登记入住时，饭店人员必定以名字称呼客人，而且接待员必须主动迎接客人，而不是被动等待客人来寻求协助。四季要求员工尽可能为顾客省下最多时间，因此住房手续要在4分钟之内完成，全程必须是顺畅的互动，而且随时都要让顾客感觉“您现在对我而言是第一优先”，借此打造美好的消费经验。类似的例子还有举世闻名的迪斯尼乐园。迪斯尼称呼来到乐园的顾客为“客人”，这样的做法可不断提醒顾客，迪斯尼致力为他们提供不同凡响的服务。此外，对顾客采用较亲昵的称呼，员工自然也会以亲切的方式去款待他们。

另一方面而言，要提升顾客服务的品质，首先必须为员工营造愉快的工作经验，也就是用你希望员工对待顾客的方式来对待员工。以全球最大的搜索引擎Google为例，Google最广为人知的便是“20％的时间”经营策略。这间科技公司容许员工运用20％的工作时间，探索自己发想的点子。这项策略制造了很多工作乐趣，不但能满足每位员工的独特需求，并有机会开创下一个世代的产品。许多Google的应用软件都是这样从基层酝酿出来的，不断为公司及员工创造出双赢局面。

正如本书作者所言：“让顾客赞叹并不是单次的经验，而是持续累积期待与美好消费经验的结果，而这种令人惊艳的感受同时关系到顾客与员工。”“致力创造惊奇的企业，从上到下都秉持着同样的价值观，坚持顾客至上的原则。企业的每位员工都会努力维护那些价值观，上从高阶经理下至总机接待员，从企业的基层到昨天才报到的新人。”在现代竞争激烈的商业世界，你的目标不该只是要让顾客满意，还要让顾客赞叹连连、开心买单，让顾客不断回头找你，成为企业品牌最忠实的粉丝！
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5分钟摘要



为顾客创造惊奇　
英文



只要企业员工上下一心，致力为顾客创造赞叹连连的惊喜，你就能比任何一位竞争对手更具有优势，让顾客成为你的忠实粉丝。

客服不是企业内的一个部门，而是你所做的每一件事情。如果你能让顾客赞叹不已，他们就愿意不断与你交易，因为所得到的消费经验十分美好。只要你能为顾客创造赞叹连连的惊奇体验，你就能比任何一位同业更具有策略竞争优势。

全球顶尖的企业都很重视客服，经常采取让顾客赞叹的7大销售策略。你应该好好研究这些企业做对的事，然后将最好的做法整合融入自己的企业。不妨见贤思齐，想想该怎么做，才能打造公司的顶级服务团队。把“让顾客赞叹”纳为客服策略的重点，保证成功在望。
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MAIN IDEA





中文



Customer service isn't a department within your company—it's everything you do. If you can amaze your customers, they will become addicted to doing business with you or more correctly to the level of the experience they receive from you. If you can bring your customers into a "Cult of Amazement" you create, you'll have a strategic competitive advantage over everyone else in your field.

There are seven amazement strategies which are shared by the best customer service focused organizations in the world. It makes sense to study what these companies are doing right and then to integrate their best practices into your own workplace. Learn from the best and then figure out what you need to do to become the premier service organization for your industry. Make amazing your customers the centerpiece of your customer strategy and you can't go wrong.
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策略1　会员独享　
英文



要在心态上将顾客视为会员独享俱乐部的成员，提供特殊的优惠。要提供会员独一无二的好处及优待，致力创造让顾客着迷的会员独享经验。

有些人可能以为，这只不过是用“会员”的称呼来取代“顾客”罢了。然而，让会员赞叹的销售策略不仅止于此。所谓会员独享，是表示当顾客决定与你交易时，他们在你眼中就享有某种特殊地位。顾客就好比是公司的合伙人，要与你携手共创更美好的世界，因此顾客有权享有比原本预期更好的服务。你认同这层特殊关系，因此致力提供顾客绝无仅有的价值。为了执行这项策略，建议你采用以下方式：


为第一次上门的新顾客，打造量身订做的欢迎仪式


四季酒店全球各地的豪华旅馆，都会为初次上门的新顾客提供一套特别设计的欢迎程序——包括“识别、安心与尊荣”。登记入住时，饭店会以名字称呼客人。客人的时间至上，因此接待员必须主动迎接客人，而不是被动等待客人来寻求协助，还要清楚表示：“您现在对我而言是第一优先”。基本上，登记手续要在4分钟之内完成，全程必须是顺畅完美的互动。


“显然，我们给顾客最大的奢侈就是时间，我们的服务能帮顾客省下最多时间。”


——依撒多瑞·夏普，四季酒店董事长兼执行长






找出顾客最重视的核心价值，然后据此提供会员优待。


四季酒店为顾客提供最难得到的东西，也就是时间。另外，美国户外休闲和运动用品公司REI也提供一种终身会员制度，会员只要缴会费20美元，即可享有购物折扣、全年累积购物回馈金、二手商品旧换新折扣、会员独享设施、户外训练课程，以及其他租用与服务折扣。REI也乐于服务一般顾客，但是它所提供的会员优惠太过吸引人，因此大多数顾客很快就会加入会员。如果你知道顾客最在乎却得不到什么，不妨设计一套会员制度，提供许多好处给顾客，把顾客变成帮忙宣传的热心粉丝。


为顾客传递讯息，向外界声明个人的价值观


美国“良好企业署”就是个中好手，只要表明自己是BBB的会员，就等于声明自己谨守安全商业法规，包括信任、诚实、透明等等。如果能打造美好的会员经验，让你的顾客借此向外界声明他们的标准和信念，就能成为一种强而有力的促销手法，因为大家都希望成为优良团体的一员。


设计吸引人的会员方案，以加强顾客归属感


“北光信用合作社”在加拿大北安大略省拥有8家分行。它最受欢迎的一项会员方案称为“优等生奖金”，当地高中生会员只要凭最新出炉的成绩单，即可用一个“A”换取10美元。每一个“A”还可以换得一次机会参加年度抽奖活动，奖品是一台全新笔电。这是一个双赢的方案——当地高中生以学业成绩获得表扬，也赢得家人和朋友的肯定。在此同时，信用合作社也赢得一般民众的口碑广告，更深耕所服务的小区，并可与其他银行及公司行号制造差异。

还有另一个例子。创立于1987年的“企业家协会”，由遍及38个国家的7,500位企业主组成。必须是年营收超过百万美元的企业主或有经营权的负责人，才有资格加入协会。一旦成为会员，你就能接触到社交网络内的其他会员，他们也就成为你的个人专属顾问团。协会同时也拥有一个收集了25,000位专家洞见的数据库，并吸引许多重量级的讲者来参与年度活动。这是个值得一试的好模式，看看你的公司能为顾客提供什么特殊的管道，作为与你往来的好处。


称呼顾客为“会员”，可加强会员的认同心理


迪斯尼称呼来到乐园的顾客为“客人”，这样的做法可不断提醒顾客，迪斯尼公司致力为他们提供不同凡响的服务。如果想给顾客不一样的，不妨用亲昵的称呼来表示，你使用的词汇会散发出不同的讯息。用“客人”来称呼顾客，你自然会以亲切的方式去款待他们。设法创造出某种独一无二又令人难忘的会员经验，然后设法增加俱乐部的优惠。如果你的亲昵词汇符合你想传达的服务标准，将有意想不到的好事发生。顾客会因此赋予你许多正面期待，而你也要努力不懈，以免辜负那些期待。把顾客变成宣传大队的第一步，就是要在你的组织里赋予他们特殊的地位。



Strategy 1  Memberships　
中文



Change your mindset to treat your customers more like members of an exclusive club with special benefits attached. Offer members exclusive benefits and amenities. Invest in creating a membership experience customers will rave about.

At a superficial level, some people might think this is just a matter of describing your customers as "members" instead of "customers." But the membership amazement strategy means much more. Membership means when people decide to do business with you, they achieve a special status in your eyes—they become partners in what your organization is attempting to do to make the world a better place. As fully fledged partners, they are then entitled to better levels of service than they would normally expect. You recognize that special relationship by providing your customers with a level of value which is simply not available elsewhere. To implement this strategy, some ideas you can consider using would include these:


Identify your first-time customers and create some kind of welcoming ritual just for them


When customers go to any of the Four Seasons global family of luxury hotels for the first time, they're given a specially designed welcoming procedure which provides "Recognition, Reassurance and Respect". Guests are called by name throughout the check-in. The customer's time is respected so instead of waiting for the guest to catch the receptionist's eye, the receptionist actively greets guests and makes it clear: "You are the most important priority for me right now." Typically, check-in is accomplished in four minutes or less in an interaction which flows seamlessly and smoothly.


"It became clear that the greatest luxury for our customers was time, and our service could help them make the most of that."

—Isadore Sharp, chairman and CEO, Four Seasons




Find out what your customers value the most—and build membership offerings around that


Four Seasons gives its customers what they find hard to get—more time. REI (Recreational Equipment Inc.), an outdoor gear and sporting goods retailer, offers a $20 lifetime membership which entitles members to a special discount on all purchases, a yearly dividend on the cooperative's overall sales, major discounts on used equipment trade-ins, access to exclusive member-only facilities, discounts on outdoor education programs and other rental and service discounts. REI is perfectly happy to sell to casual customers as well but the membership benefits it offers are so compelling most people choose to become members before too long. If you know what your customers value but find hard to get, you can develop a membership program designed around delivering those benefits which will turn them into passionate evangelists for what you have to offer.


Help your customers send a message to the world about the values they believe in


The Better Business Bureau does this very well. When someone says they are a member of the Better Business Bureau, they're signaling they adhere to a code of sound business practices including trust, honesty, transparency and so on. If you can create a membership experience which allows your customers to send a message to the rest of the world about their standards and practices, this can be a powerful way to increase your sales. Everyone likes to project the message of "Look at the kind of company I keep."


Develop a membership program which generates a strong sense of belonging


Northern Lights Credit Union operates eight branches in Northern Ontario. One of its most popular membership programs is called "Payfor-A's." Local high school students who are members can bring in their report cards and receive $10 for every A on their most recent report card. Every A also gives the student one entry in an annual raffle for a prize of a new laptop computer. This program is a win-win—local students get recognition for scholastic achievement as well as recognition from family and friends while the credit union gets grassroots word-of-mouth advertising. It also enables the credit union to make deeper inroads into the community it serves and differentiates the credit union from banks and other organizations.

Also, the Entrepreneur's Organization, founded in 1987, is a group of more than 7,500 business owners in 38 countries. To qualify to belong, members must have ownership or controlling interest of a company which has annual revenues of $1 million or more. When you become a member of this club, you get access to others in the network who in effect become your own personal board of advisors. The organization also has a database which leverages the insights of more than 25,000 experts and runs annual events which attract world class speakers. This is a good model to consider. What special access could you provide your customers as a bonus for doing business with you?


The membership mentality is enhanced if you refer to your customers as "members"


Disney calls its customers "guests" when they come to one of its theme parks. This serves as a constant reminder the organization is committed to delivering a certain level of service to them. If you want to think differently about your customers, call them something internally which will signal that. The terminology you use sets the tone. Call your customers "members" and you'll start treating them that way. Figure out what you can do to create an exclusive and memorable membership experience. Do things that then add value to the benefits the club provides. If you make sure your internal terminology matches the level of service you aspire to deliver, great things can happen. You can create positive expectations and then get busy delivering on those expectations. The first step in turning customers into evangelists is to give them special status inside your organization.



策略2　营造乐趣　
英文



为你的员工营造愉快的工作经验，能同时让顾客服务质量提升——也就是一种高度满意的经验，尊重每位员工的独特性，并创造加入公司下一场挑战的参与感。要设法让每日的工作充满乐趣。

想要让顾客赞叹，你必须让公司充满工作乐趣。这种“乐趣”不是开派对或说笑话之类的趣味，而是另外一种乐趣——是要用具备满意度、独特性、迎接新专业的挑战，来聚合人力。能秉持这种“乐趣”法则的企业懂得倾听员工的心声，会运用他们的意见来发展有创意的新方法，给顾客更优异的服务。还会给予员工所需要的弹性与自主性，让他们在工作上表现更棒。


关键思维

“真正的工作乐趣不是派对的某次主题，也不是每年一次在外地开会，而是每间真正标榜以客为尊的企业，所做的长程计划的一部份。因为如果你不先重视工作团队，就不可能建立一套以客为尊的制度。所谓的乐趣当然可以透过欢笑传达，但也未必一定如此。问题是，顾客能否感受到你注入到公司DNA内的乐趣？”

——薛波·海肯



你可以参考以下做法，为员工提供工作乐趣：


用凝聚顾客的方法来凝聚员工——完成具成就感的任务


“南佛罗里达浸信会医疗保险公司”拥有13,000名员工，是一家得奖无数的医疗保险公司。该公司之所以蓬勃发展是因为雇用许多优秀人才，让这些员工提供顾客绝佳的服务。公司给予员工令人赞叹的教育训练，因此员工都感到十分满足，因为职场生涯一直在进步中。公司同时也提供员工子女托育服务，以及弹性的上班时间，以备不时之需。这样的双重效果让员工对工作有展望，也感觉有所挑战。受到鼓舞又满意的员工，自然会提供顾客最棒的消费经验。浸信会医疗保险公司之所以与众不同，关键就在于这些员工。


定期举行全体员工会议，让每个人感觉振奋、受到关心


“奥斯顿博德”是发迹于美国亚特兰大的律师事务所，在全美9大城市中拥有900位律师。每个月，9大分公司会透过视频会议做联系，好让每个人都能掌握公司的最新发展。合伙人同时还举行“市政”会议，发布每日在线新闻，并且举办其他特殊活动来介绍新员工。所有这些工具都强化并改善了内部的沟通，并且有助于振奋员工。也许你可以更常把每个人都带进核心圈内，以创造出一群紧密相连的员工。


给员工空间，让他们自行发挥创意


Google最广为人知的是“20％的时间”策略，它容许员工运用20％的工作时间，探索自己发想的点子。这项策略制造了很多工作乐趣——满足了每位员工的独特需求，并有机会开创下一个世代的产品。许多Google的应用软件都是这样从基层酝酿出来的，并且不断创造出双赢局面。


设计一套同仁奖励制度，赞扬并鼓励优异表现


“汤姆士室内系统”是美国伊利诺伊州一家公司，提供300种办公家具。执行长汤姆·科罗布查说：“我们卖的不是家具，我们卖的是舒服的工作环境。”员工只要表现出色，就会获得一张特殊的谢卡，这张卡片会永远陈列在他们的工作空间内，让大家都看得到。公司内部会产生一股良性竞争，看谁的卡片最多。这样很棒，因为这代表顾客都能获得最好的服务。不妨想想还有什么方法，能多公开赞扬员工。


相信员工会负起责任，并让他们知道你的信任


全球最大私人软件企业“赛仕计算机软件公司”，连续蝉联《财富》“全美百大最佳就业公司”。赛仕给员工的福利不但令人惊叹，公司还有一种深度的信任文化。赛仕聘雇许多杰出人才，并完全授权员工，让他们自由发挥为顾客提供服务。同时，赛仕也砸钱投资在它所承诺的事情上，从不令员工失望，即使面临经济萧条。“归根究底，我们并不只是销售科技给顾客，我们销售的是一份关系。”赛仕的资深副总裁兼营销长吉姆·戴维说：“员工长期留在公司，就等于是面对消费者永不改变的脸孔。”这同时意味着软件的质量稳定，因为公司不需要花很多时间去招聘员工、做教育训练和进修。”


享受工作——不错过任何庆祝成功、达成里程碑的机会


发迹于美国德州新布劳恩费尔斯市的“机车商店”，拥有一项独特的荣誉——该公司是德州最大的彩带消费者。这家公司40％的股权属于员工，所以大家非常乐于庆祝出色的成果，公司的管理团队中甚至还有一位副总裁，专职负责庆祝事宜。“机车商店”会为当地赢得大奖的运动团体，举办大规模的动员大会、庆祝大会。每天上班时，每个工作团队都会开会15分钟，商量当天要达成什么目标，并根据大家的表决结果列为第一优先。到了每周五，各个会议的重点则是讨论“IQ”——也就是与季目标相关、被列为障碍的争议和问题。这样的讨论会能立刻聚集了解处理方法以及后果的员工。该公司每年人事变动率低于2％，并成功创造电动轮椅和机车超过3亿美元的年营业额。



Strategy 2  Serious FUN　
中文



Serve your customers better by providing your employees with FUN experiences—that is, experiences that have a high level of fulfillment, respect the uniqueness of each employee and create a sense of anticipation for the next challenge your enterprise will undertake. Make FUN a part of your daily life.

To amaze customers, you need to be a FUN company to work for. This type of FUN isn't about throwing parties or cracking jokes. This is a different type of FUN—it's about engaging your workforce by supporting fulfillment, uniqueness, and the next professional challenge. Companies which incorporate the FUN principle listen carefully to employees, use their input in generating new and constructive ways to serve customers better and then give their people the flexibility and autonomy they need to do their jobs well.


Key Thoughts

"Serious FUN is not a one-time party theme, not an excuse for an off-site gathering once a year. It's part of the long-term strategic plan at every truly customer-focused organization. That's because building a customer-focused operation is simply impossible if you don't first focus on the team! FUN is not always expressed in laughter, although it certainly can be expressed that way. The real question is, will your customers sense the FUN that's built into your company's DNA?"

—Shep Hyken



Some ideas of ways you can engage your workforce in FUN:


Engage your employees the way you want them to engage your customers—with fulfilling work tasks


Baptist Health South Florida employs 13,000 people and has won awards as a health care provider. The company thrives because it hires great people and then engages them in serving customers exceptionally well. Employees are offered eye-poppingly great educational programs so people feel fulfilled because their careers are progressing. The company also offers employee childcare options and flex time working schedules to meet unique needs. The combined result is employees look forward to what will come next at work and feel challenged. Motivated and satisfied employees then deliver superior customer experiences to the company's customers. It's Baptist Health's people that make the difference.


Run regular all-hands meetings so everyone get energized and feel connected


Alston & Bird is an Atlanta-based company which employs 900 attorneys in nine cities throughout the United States. Every month, all nine offices connect through videoconferencing so everyone can be brought up to speed on the latest developments. The partners also run "town hall" meetings, publish a daily online newsletter and run other special events to introduce new hires. All these tools enhance and improve internal communication and have the effect of energizing everyone in the firm. Perhaps you can bring everyone into the loop more often to create an engaged workforce.


Give your people the room to work on creative ideas and projects of their own choosing


Google is famous for its "20% time" policy which allows all employees to spend 20% of their time exploring their own ideas. This creates an enormous amount of FUN—meeting the unique needs of each employee and the chance to be involved in a next-generation product. Many of Google's applications have bubbled up from the bottom in this manner as well creating win-win outcomes all the way around.


Create a peer recognition program that acknowledges and rewards excellence


Thomas Interior Systems Inc. is an Illinois company offering 300 lines of office furniture products. CEO Tom Klobucher states: "We don't sell furniture. We sell great places to work." When an employee does a great job, he or she gets a special thank-you card which is then displayed prominently in their workspace for everyone else to see. There is a healthy internal competition to see who can accumulate the most thank you cards—which is great because it means customers are getting superior service. What can you do to praise your people publicly more often?


Once you hire people, trust them to act responsibly and let them know you trust them


SAS Institute, Inc., is a privately held software firm which consistently makes the ranks of Fortune magazine's 100 Best Companies to Work For list. SAS gives employees jaw-dropping perks but even more there is a deep culture of trust throughout SAS. The company hires great people and then gets out of their way so they can do a great job for customers. SAS also puts its money where its mouth is by never laying people off, even during economic downturns. "Ultimately, we're not just selling technology to companies. We are selling a relationship," notes Jim David, SAS's senior vice president and chief marketing officer. "People stay and that translates into a consistent face to the customer. It also translates into quality of software because you're not spending a lot of time hiring, training and retraining."


Have fun—take every opportunity which arises to celebrate successes and reaching milestones


New Braunfels-based company The Scooter Store has a unique accolade—the company is the largest consumer of confetti in the state of Texas. The company is 40% employee owned and is so dedicated to celebrating great things there is a full-time vice president of celebration on the management team. The Scooter Store runs full-scale pep rallies, celebrations for local sports team accomplishments and much more. Every working day starts with a 15-minute huddle where each team discusses what needs to be achieved that day followed by a team vote on the number one priority. On Fridays, the huddle focuses on IQs—issues and questions relating to the team's quarterly goals which are termed "rocks." This combination of parties at the drop of a hat, engaged employees who know exactly what needs to be happening and why combined with a stake in the outcome generated incredibly motivated employees. The firm has less than 2 percent turnover each year and sells more than $300 million of power wheelchairs and scooters annually.



策略3　伙伴关系　
英文



提供顾客独特的服务，包含主动为顾客解决问题。要让顾客依赖你，把你视为宝贵的盟友，日后他们才会一再回头与你进行更多交易。要在顾客最需要你的时候，设法为他们排解疑难。

只要你能为顾客提供优异的服务，顾客就会视你为伙伴，而不仅是零售商或供货商。如果你不断超越顾客的期待，主动为他们解决问题，你就能赢得顾客充分信赖，让顾客期待每次与你交易时都有所惊喜。持续这么做，他们很快就会将你视为一位重要的伙伴。但要如何达成这个目标呢？


把顾客的问题当成自己的——提供协助直到问题解决为止


明智的公司都懂得逐步处理顾客的问题，以免变得更棘手又措手不及。如果你愿意在顾客开口前就主动提供解决办法，你的表现将大受激赏。唯有彻底了解顾客的需求并且诚信以待，才有可能在顾客需要前就先解决问题。这是带给顾客惊奇，真正令人印象深刻的方式。


亲力亲为协助顾客


有一家工具行老板曾和一位年长的顾客闲聊，这位女客人说她不会布置圣诞树。老板表示他很乐意帮忙到府协助处理，结果这变成了每年他自己家里的一个传统。这位年长的客人把店主人为她所做的事情，告诉了所有朋友和邻居，为店家带来很多生意。如果你找到某个方法，能够以交心的方式来协助顾客、建立关系，只要你提供的服务很棒，你就能建立顾客忠诚度以及宣传大队。


经营原则要连贯一致，让顾客对你有信心


享受到与你之间的惊喜互动，就能提升顾客的满意度。如果你不断令顾客赞叹，他们在惊喜之余，也会常常告诉别人你所做的一切。你应该检视所有的服务制度，设计出能够提供给顾客，永远都出色的实际做法。要找出如何辨识最佳顾客的方法，想想有什么大大小小的创新做法可以取悦顾客。尽你所能让顾客每次与你公司往来时，都充满惊奇。


针对你的产业找出顾客最不满意的事项——然后提供额外服务加以解决


举例来说，大多数汽车公司都要求你把出问题的车子开去，但聪明的厂商会提供到府服务，尽量当场帮你解决问题。此外，要诚实告知真正有需求的项目，而不是老是要顾客多消费不必要的项目，如此一来你就能带给顾客充满惊奇的服务。如果你总是提供额外服务并且以客为尊，顾客日后自然愿意排除万难与你往来。


每次都要说到做到——没有借口或例外


带给顾客惊奇有一个简单却有效的方式，就是持续让顾客仰赖你为他们解决问题。光是你每次都能毫无例外地准时现身这一点，就足以让顾客印象深刻。如果你的顾客能依赖你的商品或服务，并为你的负责可靠感到惊喜，他们日后通常就会一路与你交易。


创造一个顾客支持网络——鼓励顾客随时利用


财务顾问基本上就是在销售股票、债券和共同基金，大家的服务都差不多。因此若想提供额外服务令自己与众不同，你必须多做一些什么。其中有一个做法是成立个人网络，网罗其他业界专家，让你的所有顾客都能善加运用。这么一来，你的网络所提供的多重专业，就能为顾客带来极大效益。没有人会期望你懂得所有解答，不过如果你知道该去哪里找答案，就很可能令顾客感到惊喜而满意。


建立有力又令人印象深刻的品牌保证


“联邦快递”的品牌保证，是商业史上最经久耐用的一个：“绝对保证隔日到货。”万一遇到罕见状况有了麻烦，你还可以仰赖联邦快递的员工帮你解决问题。这也是为什么许多公司会优先选择联邦快递做为货运伙伴。不妨好好想想，你的公司能给顾客什么强而有力又令人印象深刻的保证——以及你如何让工作团队全力配合，持续实践那项保证。


关键思维

“在伙伴关系中，顾客要的是水平以上、前后一致，又能预期的最低标准服务。他们对你公司的信心十分坚定，因此能够谅解偶发状况。正如同我们会忽略与某个可靠的伙伴之间所发生的偶发差错，只因为我们深信不论发生什么状况，都能够成功解决。对于致力提升服务、让顾客赞叹的企业，顾客只会期望最好的，不是最差的。”

——薛波·海肯





Strategy 3  Partnership　
中文



Deliver a premium level of service to your customers which incorporates actively finding ways to solve their problems. Inspire your customers to count on you as a valuable ally so they will return to do more business again and again in the future. Resolve each customer's "Moment of Misery."

Partnerships become feasible when you deliver such a superior level of service the customer comes to view you more than just a vendor or supplier. If you continually exceed your customer's expectations and become proactive in solving their problems, you can build sufficient confidence so customers anticipate and expect amazement each time they deal with you. Keep doing that and pretty soon they will start to view you as a key partner in what they're doing. But how do you achieve this?


Assume complete ownership of the customer's problem—and stay engaged until it is solved


Savvy companies pick up on evolving customer problems before they reach a critical stage and get busy developing solutions. If you're willing to take the initiative and develop solutions proactively even before the customer has ordered them, you can turn in an amazing level of performance. Solving a customer's problems before the customer comes to you is only feasible if you know the customer's needs inside and out and can act with integrity. This is a genuinely impressive way to amaze your customers.


Get personally hands-on involved in helping your customers


A hardware store owner was speaking with an elderly customer once and she mentioned it was difficult for her to decorate her Christmas tree. He said he would be happy to help and went and did that—starting what became something of an annual tradition for his own family. The elderly customer told all her friends and neighbors what the store manager did which generated loads of new business referrals for the store. If you can find a way to help and connect with customers at a personal level, you can and will create loyalty and evangelists if you deliver great service.


Try and establish operational consistencies which will create customer confidence in you


When customers enjoy an amazement-level interaction with your business, they're pleased. If you repeat that performance again and again, they will continue to be amazed and will often tell others about what you're doing. You should examine all your service delivery systems and come up with practical ways you can deliver service which is 100% consistently good. Figure out how you can identify your best customers and look for innovative ways both large and small that you can make them feel appreciated. Do your best to amaze every time they interact with your organization.


Identify what customers like least about your industry—and then go the extra mile to address that


For example, most auto service shops ask you to bring your car to them when you have a problem. A smart operator would offer to go to the customer instead and fix the problem on the spot if at all feasible. Combine that with always telling the truth about what's needed rather than trying to bulk up the bill with other work and you can provide an amazement level of service to customers. People will walk through fire to do business with you again in the future if you go the extra mile and become very customer-friendly in these ways.


Do what you say you're going to do every time—without excuses or exceptions


A simple yet effective way to amaze customers is to consistently do what people are counting on you to do every time they come to you. The fact you're always on time ready to go without exception is impressive in and of itself. If your customers can count on you to deliver and are amazed by your reliability, they will usually be keen to continue to partner with you in the future.


Create a customer support network—and then encourage customers to use it all the time


Financial advisors typically sell stocks, bonds and mutual funds. All of them do that—so to stand out by providing exceptional service levels, you've got to do something extra. One way to do this is to form a personal network of experts in other fields and then to make your entire network available to your customers. If you do this, the combined expertise your network offers can be a huge benefit to your customers. Nobody expects you to have all the answers but if you know where to find the answers, you're more than halfway there when it comes to delighting and amazing your customers.


Develop a strong and memorable brand promise which encapsulates what you do and how you do it


FedEx has one of most enduring brand promises in the history of commerce: "When it absolutely, positively has to be there overnight." On the rare occasion there is a problem, you can count on FedEx's employees to bend over backwards to sort everything out. This is why so many companies consider FedEx to be their preferred shipping partner. Consider what strong and memorable promise your organization can make to customers—and how you can align your entire team to deliver on that promise again and again.


Key Thoughts

"In a partnership, customers look forward to a minimum level of service that is consistently and predictably above average. Their confidence in your company is so firm that they forgive the occasional problem, just as we would overlook an occasional glitch in our relationship with a trusted business partner because of our underlying belief that whatever issues arise can be successfully resolved. The customer anticipates the best, not the worst, from organizations that are operating within the cult of amazement."

—Shep Hyken





策略4　员工人品　
英文



尽可能雇用并留住那些人品优异的员工。要开发并采用聘雇与留任员工的新制度，以吸引那些愿意全力以赴、创造出色顾客经验的人才。设法让公司的员工，都成为关心顾客的专业人士。

为了让公司发展以客为尊的精神，能够不断带给顾客惊奇，你必须聘用具有正确态度的新人，并训练他们，以拥有所需的技术。这不是说技术不重要，技术固然重要，但态度才是关键。只要训练得法，具有正确态度的员工就能成为服务顾客的绝佳人才。

以下方法可以让你找到并训练优秀人才：


尽可能以选秀会取代一般的面试


美国乔治亚州的糖果店“The Fudgery” 创立于1890年，目前在全美拥有29家分店。它每回要聘用新人时，都会在当地报纸刊登这么一则广告：“The Fudgery 现在正举办选秀大会，欢迎个性热情外向、努力工作的人在我们各分店报名。我们需要的职缺有零售店经理、基层人员，薪水佳福利优。The Fudgery概由内部拔擢人才，是打造事业或暑期打工的大好机会。”广告内完全没有提及制作糖果的技术，因为他们会进一步训练员工。不妨想想该如何以崭新的方式描述公司职缺，以吸引符合你公司文化的人才。


找充满热情的员工——与公司有相同价值与信念的人才


如果你的品牌要永续经营，就应该雇用那些深具社会责任的员工。要聘用真正怀抱热情的人，而不是光有执行能力的人。


要聘用那些“客服”概念与你相符的人员


美国精品百货公司“诺斯壮”是顾客服务优异的表率。它的哲学和客服信条是：“永远要想着：我的顾客会受到什么影响？如果我是顾客，我会有何感受？只要你为顾客做对的事——就等于为公司做对的事。”如果你同样将自己公司的黄金守则写下来，就能找出你对于“优良客服”的定义。在面谈新人时，只需要找出哪位候选人对于优良客服的看法最符合你公司的定义，就能筛选出最适合你公司文化的人才。


订定内部员工推荐制度——请员工举荐适合的人才


你的员工很可能已经告知朋友在你公司的工作情形，何不善用这一点成立内部公关计划，鼓励并奖励现有员工推举新人才，把好人才留在这个大家庭里。


雇用最好的顾客，把他们变成最杰出的员工


最好的回头顾客最了解你产品服务的优缺点，何不雇用他们为你工作，把他们的产品知识与熟悉度变成你的优势。不妨主动聘用充满热情、热爱公司的宣传大队，因为这些人有潜力变成最杰出的员工。


在面试程序里，加入观察与反馈


在雇用新人时，请对方进入你的办公室，花15分钟四处走动观察。之后再坐下来问对方：“你喜欢这里的什么地方？哪些事情行得通，哪些行不通？如果你有权力的话，会做哪些改变？”透过这类问答，你就能了解求职者的人生观。说不定他们会给你一些意想不到的点子。在面试中加入这些观察测验，会带给你新的启发，并帮你筛选那些不愿意提供优良客服的人。


要留意你迎接新员工的方式


“打工网”成立于2000年，已经被“美国最佳职场研究所”选为50间最适合工作的小型企业之一。该公司的新进员工都会收到一份由执行长特地为每个人手写的小卡片，以及一张百元美金的礼券当做见面礼。这样的经验传递出清楚的讯息，告诉员工他们备受公司的欢迎，将会受到良好待遇，也期待他们为公司顾客提供同等的礼遇。惊喜的礼物和礼金绝对令人难忘，如果你想打造出世界一流的工作团队，千万别错失机会利用这些事情发挥极大效果。


关键思维

“致力让顾客赞叹的企业会优先雇用态度良好的人才，然后加以训练技术成材。”

“不论你如何在专业知识和‘软性技术’两者间谋求平衡，你都应该知道，真正创造惊奇的企业永远会雇用符合自己公司文化的员工。只拥有技术——只懂得要按哪个按钮的人——是不够的！新员工必须能执行带给顾客惊奇的任务。”

——薛波·海肯





Strategy 4  Personality　
中文



Hire and retain employees who have great personalities. Develop and then implement new hiring and retention practices which will attract the kind of people who will be dedicated to providing a superior customer experience. Fill your organization with customer care professionals.

To develop a customer-focused organization capable of amazing customers on a consistent basis, you've got to hire new people who have the right attitude and then train them so they develop the skills which are required. This doesn't mean skills are not important because they certainly are but it's attitude that counts. Employees with the right attitude can become service superstars if you play your cards right.

Some ideas on how to find and recruit great people are:


If feasible, hold auditions for new talent rather than more formal job interviews


The Fudgery of Gainesville, GA was founded in 1890 and now has twenty-nine locations around the United States. When it wants to hire new people, it runs this ad in local newspapers: "The Fudgery is now auditioning / accepting applications for a cast of enthusiastic, outgoing, hardworking characters for all our locations. We have retail management and entry-level positions available with competitive salaries and benefits. The Fudgery promotes from within and is a great company to build a career or work for the summer." Nothing in the ad mentions the need for fudge making skills because the Fudgery can teach that. Consider novel ways that you might be able to describe job openings in your enterprise in ways which will attract applicants with personalities which match your culture.


Find people who are passionate—who have the same values and beliefs as your organization


If your brand is all about sustainability, then it makes sense to hire people who are passionate about socially responsible behavior. Hire people who are true believers rather mere hired guns.


Look for job applicants with definitions of "customer service" that match your own


Nordstrom is an icon of superior customer service. Its philosophy and customer service creed: "Always think: How will it affect my customer? If I were in the customer's shoes, how would I feel? Do what's right for the customer—and you have done what's right for the organization." If you similarly write down your firm's own version of the Golden Rule, you define what superior customer service means to you. During job interviews, it's then just a matter of figuring out how well a candidate's definition of great customer service aligns with that espoused by your organization. In this way, you can screen to find people who will be a good fit with your organizational culture.


Build an internal employee referral program—have your employees refer potential new hires


Your employees are likely already telling their friends what it's like to work for you anyway so why not take advantage of that. Set up an internal public relations program which encourages and then rewards your current employees for referring potential new hires. Keep it in the family.


Hire your best customers and turn them into great employees


Your best repeat customers are already very familiar with the pros and cons of what you offer. Why not turn that product knowledge and intimacy to your own advantage by hiring them to work for you. Actively recruit your most passionate evangelists who love what you're doing. These people have the potential to be great employees.


Embed an observation and feedback session into your hiring interview


When you're hiring someone, have them come into your commercial premise and spend the first 15 minutes or so wandering around and observing what's going on. Then sit down with them and ask, "What did you like about what you saw here? What worked well? What did not work well? What would you change if you were in charge? How would you change it?" By asking questions about what they saw, you'll learn a lot about the job applicant's view of life. Perhaps they will come up with ideas you haven't thought of yet as well but incorporating an observation session into job interviews can be very revealing. It will highlight those people who are predisposed to deliver superior customer service.


Pay care and attention to how you welcome your new hires


SnagAJob.com was founded in 2000 and has been named one of the 50 Best Small Companies to Work For by the Great Place To Work Institute. Each new hire to the company receives a personalized handwritten note from the CEO and a $100 gift card as a welcome gesture. This experience send the clear signal to new hires they're welcome, will be treated well and are expected to do the same for the firm's customers they serve. Unexpected gifts and bonuses are incredibly memorable so don't miss the opportunity to use these to maximum effect as you work to create a world-class organization.


Key Thoughts

"Companies that operate within the cult of amazement hire for attitude first, then train for skills."

"However you go about establishing the right balance between specialized knowledge and 'soft skills,' you should know that truly amazing companies always try to hire for the right cultural fit when it comes to recruiting staff. Just having the skills—just knowing which buttons to push—is not enough! The new hire must be able to align with the mission, which is to amaze customers."

—Shep Hyken





策略5　提醒顾客　
英文



不要只重视交易时的顾客经验，也要同时提供顾客强而有力又具有个性的“交易后经验”。要努力为顾客关系持续注入活力，不断提醒顾客你的商品或服务有何优点。

所谓“交易后经验”是发生在买卖交易完成之后，是卖方提供的非立即、非预期的额外服务，可以加深初次交易的印象。“交易后经验”将交易从一次性销售转变为一种持续的关系，因此也可算是赞叹策略之一。

提供令人难忘的交易后经验不需要太复杂，通常简单的做法最有效。建议你：


创造出乎意料而深受激赏的交易后经验


“Premiere Speaker's Bureau”的一位订位专员在顾客墙上看到一幅装裱的《运动画报》封面，发现顾客是美国圣路易红雀棒球队的大球迷，于是安排名人堂的布洛克在棒球上签名，然后把球送到顾客那里当做是谢礼。签名球的花费不过25美元，但却让顾客十分惊喜，从此变成终身死忠顾客。


即使只是一张简单的客制化谢卡，也能让你出类拔萃


在美国密苏里浸信会医疗中心接受小手术的病患，通常会收到由操刀医师、护士们和手术室其他成员的手写谢卡。写一张谢卡可能不过花5分钟而已，他们却让收到的人留下莫大的印象。该医院能名列全球最大财经媒体“汤森路透”的全美百大顶尖医院，绝非意外。


庆祝顾客人生中重要的里程碑


如果你在顾客人生的重要时刻送给他们惊奇又难忘的礼物，也能制造持久的印象。比方说，一家本地餐厅可以送纪念酒给来店和朋友庆生的客人。那样做不只会大受欢迎，也能让对方日后打开纪念酒品尝时，怀念起当时的欢乐时光。


关键思维

“提升交易后经验或许看似简单，却是一种极其有力又有效的策略，可提升顾客对你优良服务的认知度。”

——薛波·海肯




善用“淡季”来制造难忘的交易后经验


如果你所经营的事业是有淡季的——像是保养草皮的公司在下雪时无事可做——你就必须发挥创意。举例来说，草皮与景观公司“真绿”，让员工在冬天发送免费融雪剂给顾客。这份惊奇的礼物不仅有助于建立交易后经验，也正好掌握了顾客冬季考虑为来年保养草皮续约的时机。要找出方法，提醒顾客记得你。


将促销活动融入交易后经验


发迹于洛杉矶，拥有14,000名员工的“加州披萨厨房”连锁餐厅，举办了一种效果奇佳的促销，同时也促进了交易后经验。在用餐结束后，客人会收到一份特别的餐券福袋，可以在下次用餐享有10％到现金25,000美元不等的优惠。客人必须再度回到“加州披萨厨房”用餐，才能由店经理拆封密封的福袋。客人们都等不及要快点回来用餐，他们不只享受绝佳的用餐经验，还能看到自己赢得什么奖品。

另一个例子如下：“汤生石油公司”在东麻州和南新罕布什尔州销售暖气燃油和天然气。在输送石油之后，汤生会为顾客提供一次专人预约的免费年度暖气系统检查服务。顾客都很喜欢这样的服务，因为有附加价值。汤生也喜欢这项服务，因为在每趟油罐车的往来之间，它让公司在顾客心目中名列前茅。请找出低成本、能够防范于未然解决问题的服务，用心提供给顾客。

还有，很多汽车公司都会在交易过后打电话给顾客，不过“Weiss Brentwood富豪汽车”的做法有点不同。它不用语音电话，而是真正拨电话和顾客交谈，看看一切是不是顺利。客服专员也会填写一份问卷，但是内容也不太一样。他们不仅利用问卷对顾客表达谢意，也努力想找出顾客是否真正满意所接受到的服务。在现今社会，真人打一通真正的电话来关心顾客的想法已相当罕见，因此这样的做法显得格外独特。好好想一想，你的事后电访是否提供了有价值的交易后经验，还是令顾客感觉只不过是某位员工该做的一件差事罢了。


关键思维

“努力令顾客赞叹时，每一次交易都只是一次互动，准备带来下一次的惊喜时刻。”

“让顾客赞叹并不是单次的经验，而是持续累积期待与美好消费经验的结果。这种令人惊艳的感受同时关系到顾客与员工。假如员工为你卖命之余，并没有享受到独特的企业文化，那么指望员工能传递绝佳经验给顾客，无疑缘木求鱼，绝无可能！”

——薛波·海肯





Strategy 5  Reminders　
中文



Don't just focus on the initial customer experience—keep providing your customers with powerful and personalized after-experiences as well. Keep working to build an ongoing vibrant customer relationship where customers keep getting reminded what they like about you.

An "after-experience" is something that happens after a sales transaction has been made. It's an optional extra which the firm delivers unprompted and unexpectedly which enhances the impact of the initial transaction. After-experiences change the interaction from a one-off sale into more of an ongoing relationship and are therefore another amazement strategy.

Providing a memorable after-experience doesn't need to be complicated. Often simple ideas are the most effective. Some suggestions:


Create an after-experience which is totally unexpected but greatly appreciated


A booking agent at Premiere Speaker's Bureau noticed a framed Sport's Illustrated cover on a client's wall. He found his client was a big fan of the St. Louis Cardinals so he arranged to get Hall of Famer Lou Brock to sign a baseball which was then delivered to his client as a thank-you gift. It only cost $25 for the autograph but the client was totally awestruck and became a customer-for-life.


Even a simple personalized thank-you note can do wonders in helping you stand out


Patients who undergo minor surgeries at Missouri Baptist Medical Center often get a handwritten thank-you note from the director of surgical services as well as cards from nurses and other members of the operating room team. The cards likely took all of five minutes to write but they create a tremendous impression on the recipients. It's therefore no real surprise the hospital has for the past few years featured on the Thomson Rueter's list of the top 100 hospitals in America.


Acknowledge important milestones in your customer's lives


If you send customers an unexpected and memorable gift at particularly important moments in their life, this can also make a lasting impression. For example, a local restaurant might give a complimentary bottle of its house wine to anyone who is obviously in the restaurant celebrating their birthday with friends. Not only will that be greatly appreciated when it is given but it will also bring back great memories at the later time when the wine is consumed.


Key Thoughts

"As simplistic as the after-experience concept may at first appear to be, it is an extremely powerful, extremely effective tactic that can help you raise your customer's awareness of the great service you provide."

—Shep Hyken




Take advantage of slow times to create a memorable


When you have a business with a definite off-season—like a lawn care firm which can't do much while there is snow on the ground—you have to get creative. TruGreen (a lawn and landscaping firm) have their employees deliver free bags of ice melt to their customers in winter. The gift is unexpected so it contributes to the after-experience but it is also timely as many people renew their lawn contracts for the following year during winter. Find ways to get your customers to remember you.


You might even be able to incorporate a marketing promotion into your after-experience


California Pizza Kitchen, a Los Angeles based restaurant chain with 14,000 employees, runs a highly effective promotion which also enriches the after-experience. At the conclusion of a meal, diners receive a sealed envelope which contains a special gift voucher ranging from a 10% discount off your next meal through to $25,000 in cash. The sealed envelope can only be opened by the manager the next time the diner returns to a California Pizza Kitchen restaurant. Diners can't wait to have an opportunity to come back so they can not only enjoy a great dining experience but also to see what they've won.

Here is another example. Townsend Oil sells heating oil and propane in Eastern Massachusetts and southern New Hampshire. After delivering oil, Townsend asks customers for an in-person follow-up appointment to provide a free annual service and preventative maintenance check of the customer's heating equipment. Customers love this because it adds value. Townsend also loves it because it keeps the company's name at the front of the customer's mind between visits from the oil truck. Look for things you can be doing for customers that are low cost but which can help spot small problems before they become big problems.

Also, loads of auto dealerships make follow-up phone calls after a vehicle has been serviced. Weiss Brentwood Volvo does this a little differently, however. Instead of an automated call, Weiss has a real person ring up for a conversation with the customer to see how everything went. The customer service representative is working to fill in a survey admittedly but it doesn't seem that way. Instead, Weiss takes the opportunity to express gratitude for their business and to find out if the customer is genuinely happy with what they received. The rarity of talking with a real live human being who expresses concern and interest in what the customer has to say is such a rarity in today's world these calls stand out. Consider whether your follow-up calls provide a worthwhile after-experience or if they just seem like another item on someone's to-do list.


Key Thoughts

"In the cult of amazement, any transaction is simply an interaction that leads to the next potential Moment of Magic."

"Amazement is not a single experience. It is the consistent outcome of expecting and getting the right thing. The cult of amazement involves both customers and employees. Expecting your employees to deliver a superior experience to your organization's customers when they have not enjoyed this unique culture as a result of working for you is worse than unrealistic. It's delusional!"

—Shep Hyken





策略6　经营社群　
英文



务必支持并激励公司内外的宣传大队。透过深受鼓舞、全心投入的员工（内部宣传大队）以及特别满意的顾客（外部宣传大队），来赢得顾客的认同与感动。

拥有一大群忠心耿耿的顾客，是公司莫大的资产；尤其是其中有些顾客深受鼓舞，而成为宣传大队口耳相传你公司的优点。这些顾客不仅会鼓励别人来与你交易，你还能从他们身上充分了解到使用者的心声。他们会提供某些真实的意见，而成为你开发新一代产品或服务的宝贵根据。

要如何办到？有些企业曾采用这些有效的方法：


听取忠实顾客的意见——哈雷机车的成功故事


“哈雷机车”的成功秘诀可以一言以蔽之：“听重机族的准没错。”1983年哈雷公司濒临破产，新的经营者接手后，决定征询使用者的心声。这些重机骑士要他们别再跟从日本品牌的做法，而回归到哈雷的传统作风，制造不墨守成规的摩托车，并把哈雷塑造成一种生活风格，而不只是一辆摩托车。新的经营者采纳雅言，发现哈雷的顾客都舍得砸大钱买哈雷生产的复古车款。该公司同时也重新成立了全球的使用者社群，成为业界佼佼者。要找出方法，让你能像哈雷一样积极动员使用者。


将道德观注入产品及品牌保证中


英国企业Lush公司销售的是手工制造的化妆品和肥皂，已营销全球43国。该公司提供出色的个人清洁保养用品，而且绝对拒绝采购任何使用动物实验的原料。这样的做法给顾客两大购买Lush的理由，或许你也能找到道德议题，为自己公司类似的立场激发顾客的热心参与。


针对某项理念建立你的使用者社群


办公室用品零售商Pedro's Planet公司提供回收服务。该公司的宣传标语是：“因为好的行星难寻。”Pedro在网络商店中成立了一个全国性的顾客基地，成员都是对环境问题有着相同热忱的顾客。尽管Pedro也提供优良的客服以及物超所值的价格，它的顾客社群主要是建立在环保议题上。大家共同探讨环保问题，而购买Pedro的商品则是自然延伸出来的商业活动。


简单反而最完美——重点是顾客喜欢什么


“进出汉堡”创立于1948年，目前已成为全国最大的独资快餐连锁店之一。该公司的生意蒸蒸日上，全拜口耳相传所赐，因为它坚持物美价廉。当全国各大汉堡连锁店争先推出新口味和新品项，“进出汉堡”的菜单自1948年开幕以来未曾更改过。套句其爱好者的话：“汉堡、薯条和饮料，简简单单就是最完美的。”不妨检视一下你的产品线，看看是否能透过简化，让你专注在宣传大队喜欢的事物上。


设立讨论区、举办活动，以凝聚顾客


亚马逊网络书店是美国最大的网络零售商。亚马逊创立于1994年，雇用超过26,000名员工，但却少有人知，亚马逊的读书会博客（www.omnivoracious.com
 ）也是网络世界中最大的汽车迷、音乐迷、烹饪迷等等的讨论社群。亚马逊为顾客提供一个讨论区，赋予其附加价值以及认同感。建议你寻找类似的可行做法，不过规模不一定要像亚马逊这么大，以方便管理掌控。


经营使用者社群，让顾客可以自我表达并贡献想法


对苹果公司来说，帮忙宣传的热心顾客是赖以生存的要素。该公司拥有以产品为主题的庞大用户社群网络。这些社群由各自独立的义工及热心粉丝自行管理，让苹果迷和其他人能浏览产品、对公司的表现给予正面和负面的诚实评价，并建议未来新一代产品的方向。苹果透过这种方式，在其使用者社群中营造了强烈的归属感和拥护力量，苹果迷称得上是地球上最积极又充满热情的宣传大队。你也可以找一找有什么方式，可以依据公司或产品组成类似的用户社群。


举办公益活动效果出色，同时能强化品牌


“维珍联合基金会”是维珍集团创办人理理查德·布兰森2004年所创立的慈善基金会，它的目标是“联合众人之力，以企业的方式解决社会和环境的难题”。维珍联合基金会是由维珍集团旗下或受到维珍品牌感召的360多家公司组成，旨在为广大群众处理重大问题。维珍联合基金会聚集了拥有类似想法的顾客，成立了热心粉丝社群，共同合作来发展解决方案。这个基金会近来致力于改善未开发国家的医疗质量。维珍集团旗下公司向来都在挑战其他大型业者，以提供更有价值、更多乐趣的替代方案。维珍联合基金会做的是类似的事——它促使众人多多参与，因为实际采取行动，远比袖手旁观要来得有趣又有益得多。



Strategy 6  Community　
中文



Support and inspire the formation of internal and external customer evangelists. Win your customer's minds and hearts by filling your organization with people who are inspired and engaged (your internal evangelists) and customers who are extraordinarily happy (your external evangelists).

A community of loyal customers can be a huge asset for a company, especially if some of those customers feel inspired enough to become evangelists for what you do. Not only will these customers inspire others to do business with you in the future but you will be able to learn a lot from your user community. They will provide some real-world feedback which can be invaluable as you work to develop your next-generation product and service offerings.

How do you achieve that? Some approaches others have used with success are:


Follow the hog-do what Harley-Davidson does so well


Harley Davidson's entire formula for success can be summed up as: "Listen to the bikers." In 1983, Harley was near bankruptcy. New owners came in and made a critical decision to go to Harley users and ask them what they wanted. The bikers told them to stop trying to keep up with Japanese brands but to go back to Harley's classic approach of making nonconformist bikes which stand out from the crowd, and to make Harley a lifestyle, not just a bike. The new owners did that and discovered Harley customers were willing to pay a premium for high-quality reinterpretations of classic Harley models. The company also reestablished its user groups around the world and the company has roared ahead. Look for ways you can engage your users just as passionately as Harley does.


Build ethics into your products and into your brand promise


English firm Lush Ltd. sells handmade cosmetics and soaps in forty-three countries. The company offers great personal care products and utterly refuses to buy any ingredients from companies which do testing on animals. That gives consumers two great reasons to buy from Lush. Perhaps there are ethical issues you can take a firm stand on in a similar fashion to inspire some enthusiasm amongst your own customers.


Build your user community around responding to a cause


Pedro's Planet, Inc. is an office supplies retailer which offers recycling services. The company's tagline: "Because good planets are hard to find." Pedro's has built a nationwide customer base through its online store of people who feel equally passionate about the environment. Pedro's also provides excellent customer service and value-conscious pricing but its customer community is firmly centered on environmental issues. People join to participate in that and doing business with Pedro's is just a natural extension of involvement.


Keep it simple—focus on what your evangelists love


In-N-Out Burger was founded in 1948 and has grown to become one of the nation's largest privately held fast-food chains. The company thrives o n t he strength of word-of-mouth endorsements from its customers because it insists on keeping the number of offerings low and the quality high. Whereas national burger chains constantly test and add menu items, In-N-Out's menu hasn't changed since 1948. In the words of one of their evangelists: "Burger, fries and a drink. Simple = Perfection." Look at your product line and see whether simplification would allow you to focus on what your evangelists love about you.


Run forums and other get events which bring customers together


Amazon.com is America's largest online retailer. Founded in 1994,Amazon employs more than 26,000 people. Less well known is the fact Amazon's reading-group blog (www.omnivoracious.com
 ) is one of the Internet's largest gathering places with discussion groups for car lovers, music fans, culinary devotees and so on. Amazon gives customers a forum which delivers added value plus a sense of identity. Look for workable ways you can do something similar (although perhaps on a slightly more manageable level.)


Form user groups where customers-can express themselves and contribute ideas


Evangelism is a way of life for Apple, Inc. The company has a sprawling network of user groups which are product focused. These groups, managed by independent volunteers and evangelists, let Apple fanatics and others review products, give frank evaluations of performance (positive and negative) and make suggestions for what direction products should evolve in the future. Apple creates a truly remarkable sense of belonging and advocacy among its user base in this way. Apple evangelists are some of the most active and passionate on the planet. You might look for ways you can form similar user groups based around your company or product lines.


Giving to charity can achieve great stuff-and strengthen your brand at the same time


Virgin Unite is Richard Branson's charitable foundation. Founded in 2004, its stated goal is: "Unite people to tackle tough social and environmental problems in an entrepreneurial way." Virgin Unite draws from the more than 360 companies which are part of the Virgin Group or which have licensed the Virgin brand. Virgin Unite tackles big problems on behalf of humanity at large. Virgin Unite creates a community of like-minded consumer evangelists who collaborate to develop solutions. Virgin Unite has recently worked to improve the quality of health care in underdeveloped countries. Virgin companies typically challenge large entrenched competitors to offer an alternative which offers more value and more fun. Virgin Unite does something comparable—it challenges people to get involved because doing anything is more fun and more beneficial than sitting back and doing nothing.



策略7　起而行　
英文



里外一致——公司务必每日实践不断让顾客赞叹的目标。要持续令顾客惊喜、满意，以赢得顾客的认同与感动。

这里有些可以让你带给顾客惊奇的点子：


要有一套清楚的核心价值，让每位员工全力以赴


“捷步网络鞋店”的执行长谢家华说：“我们面试新人，找的是公司文化上的契合。我们要的是那些对捷步的服务具有热忱的人才，我不在乎他们是否对鞋子充满热情。”该公司把核心价值写下来，其中包括“创造欢乐和一点点奇特的趣味”，或许你也能如法炮制。列出一套核心价值，不仅用来引导员工起而行，也能成为聘雇新人时的衡量标准。


举出实践这些价值观的实例


迪斯尼是一间资产高达数十亿的企业，旗下员工有15万人。有一次执行长麦可·艾斯纳在视察某间迪斯尼主题乐园时，看到地上有个垃圾；他把垃圾捡起来，然后投入了垃圾箱。艾斯纳亲身实践了他所说的“放下身段，以求卓越”，借此传递出讯息，告诉每位员工必须有责任心去做对的事情，而不是把事情留给别人。如果你要建立一个持之以恒能创造惊奇的文化，那么勿以事小而不为。


不得已要做艰难决定时，务必妥善用钱、实践承诺


乳品与日用品连锁超市“Stew Leonard”有一项严格遵守的企业规定。近来为了坚守那项规定，该公司的高阶主管们冻结了自己的薪水，以便有充裕的现金留住每位员工。无论你是否选择如法炮制，不妨寻求某些大胆的做法，向员工表示你对他们的承诺皆出于真诚，并力求让顾客赞叹惊喜。


万一要宣布坏消息，务必站在第一线亲自来做


加州计算机储存与数据管理公司“NetApp”曾一度重整公司的营运，决定缩减人力5％。当时高阶主管们亲自出马，一一拜访了分散在世界国的26个分公司，以解释其来龙去脉与原因。结果他们成功杜绝了谣言，因为企业员工都清楚真实的状况。要找出日后能帮助公司的有效方式来发布坏消息。


领导者必须亲身实践企业的使命


好市多最近从年销售额740亿中获利17.5亿，但合伙创办人兼执行长詹姆士·辛格却自豪地形容自己为好市多的“守财奴总裁”。他没有助理，视察好市多门市都是单枪匹马；他的办公室窗外正对着停车场；而且拜访他办公室的宾客，常常很惊讶自己得坐在最普通的折迭椅。他为人完全不端架子、不做表面功夫，经营好市多也采取同样的哲学。该公司的使命是：“无论如何，都要以最低毛利创造最高价值”。企业领导者的人品，务必要与公司的使命一致。

此外，服饰与户外用品零售商“L.L. Bean”拥有许多项荣誉。该公司的诞生是个传奇故事，创办人里昂·里奥纳热衷于狩猎，有一回狩猎返家时双脚冻僵了，于是决定要想办法改善。这个故事为公司的核心价值赋予了生命：“我们的保证，绝不食言”。不妨从你公司的草创事迹中找出类似的故事，为你的理念提出具体事例。


遵守员工黄金守则——用你希望员工对待顾客的方式来对待员工


美国西南航空公司最出名的便是“员工第一”的作风，经常被评选为全美最受赞赏的企业之一。其整个工作文化就是以善待员工的概念为中心，而且员工也要如此对待顾客。请检视你公司的运作，并试想如果你把员工当成重要资产，结果会有何不同。


关键思维

“用顾客应该并希望被对待的方式对待他们，他们就会不断回头找你。”

“创造惊奇其实并不困难，就是要设法持续进步，要比普通水平做得更好。”

“致力创造惊奇的企业，从上到下都秉持着同样的价值观。不同公司的价值观或许注重不同的议题，但一定都坚持顾客至上的原则。这些企业的每位员工都会努力维护那些价值观，上从高阶经理下至总机接待员，从企业的基层到昨天才报到的新人。”

——薛波·海肯





Strategy 7 Walk the Walk　
中文



Have congruence—make sure what your organization does day-to-day matches your goal of amazing your customers again and again. Win the hearts and minds of your customers over and over by continuing to do things which amaze and delight them.

Some ideas of how to walk the walk when it comes to amazing your customers:


Have a clear-cut set of core values everyone commits to


Zappos CEO Tony Hsieh said: "We interview people for a cultural fit. We want people who are passionate about what Zappos is about—service. I don't care if they're passionate about shoes." The company has written core values which include "Create fun and a little weirdness." Perhaps you can do something similar. Develop a written set of core values which can both guide the actions of your people and act as a measuring stick when looking at potential new hires.


Set a personal example of living the values


The Walt Disney Company is a multi-billion-dollar enterprise which employs 150,000 people. When CEO Michael Eisner was inspecting one of the Disney theme parks, he saw a piece of trash on the ground and picked it up and put it in the trash. By doing what he terms a little bit of "stooping to excellence" Eisner was signaling that everyone had to take personal responsibility to do the right thing rather than leave it to others. When you're trying to build a culture that consistently amazes, it's the little things that count.


When forced to make tough decisions, put your money where your mouth is


Stew Leonard's, a dairy and grocery chain, has a strict no-layoff policy. To adhere to that in recent times, the company's executives put a freeze on their own salaries to free up cash to keep everyone employed. You may or may not choose to do something similar but look for some kind of bold gesture you can make which will signal to your employees you're serious about your commitment to them and to amazing your customers.


If you must deliver bad news, front up and do it in person


When NetApp, a Californian computer storage and data management firm, decided to realign the company's operations, it became clear a 5% cut in the company's workforce would be required. The senior management team hit the road and made personal visits to twenty-six regional offices in thirteen countries to explain what was happening and why. As a result, there was no rumor mill because everyone knew all the facts. Find effective ways you can deliver bad news in ways which will help the company in the future.


Live your company's mission and personify what you're about


Costco generated $1.75 billion in income from $74 billion in annual sales recently but cofounder and CEO James Sinegal proudly describes himself as Costco's "penny pincher in chief." He has no support staff, visits Costco branches in person and has an office with a commanding view of the carpark. Visitors to his office are often astonished to be asked to sit on standard-issue folding chairs. He is totally unimpressed by frills and extras and runs Costco to the same philosophy. The company's mission: "Deliver high value on low margins, no matter what." Make sure your organizational leader has a personality that supports your mission.

Also, clothing and outdoor equipment retailer L.L. Bean, Inc. has won many accolades. The company's founding story of how Leon Leonard (L.L.) Bean, an avid hunter, came back from a hunting trip with cold feet and decided to do something about it is legendary. The story brings to life the company's core value of: "Guaranteed. You have our word." Search through your own company's beginnings for a comparable story which exemplifies what you're about.


Follow the employee golden rule—treat your employees the way you want them to treat customers


Southwest Airlines is well known for this employees-first approach and it shows. They are frequently ranked as one of America's most admired companies. Their entire working culture is built around the concept of treating employees well and letting that rub off on customers. Look inside your own operation and analyze what would happen if you treated your people like the key assets they already are.


Key Thoughts

"Treat your customers the way they should and want to be treated, and they will come back again and again."

"At the end of the day, creating amazement is really very simple. Be consistently better than average."

"Organizations that operate within the cult of amazement are guided by the same values up and down the organization. These values may emphasize different issues, depending on the company, but they always support the principle of doing right by the customer. Everyone in an amazing company strives to live by those values, from senior executives to the receptionist who answers the phone and from the founder of the enterprise to the employee who was just hired yesterday."

—Shep Hyken
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Memberships: Treat customers like members of an exclusive club
Serious Fun: Embrace Fulfillment, Uniqueness and What’ s Next
Partnership: Treat customers so well they view us as partners
Personality: Hire people with great personalities as well as technical skill

Reminders: Keep reminding customers how much they enjoy you

Community: Create evangelists for what you do exceptionally well
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Walk the Walk: Have clear values everyone understands and applies
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