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cleverness, like posing as someone you’re not in order to goad

the competition: trolling. Avoid being branded as a troll.

5. Use your evangelists—but with care. If you have loyal cus-

tomers, then you have at least a few precious evangelists: people

who want to stick up for you and spread the word. If you feel

comfortable imposing on some of them, you can ask them to

stick up for you online with a few well-placed ‘‘I’m sorry you expe-

rienced that; I’ve never had anything like that happen to me. Per-

haps it was a misunderstanding.’’ You don’t want to pile it on and,

again, these need to be sincere, credible postings by real custom-

ers who are willing to identify themselves online—not staffers

posing as customers. (See trolls, above.)

Opinions: Everybody Has One. Evangelists: Every
Company Needs Them

Last year on a short-lived reality television show, the great British res-
taurateur Marco Pierre White tricked his apprentices into single-
mindedly sucking up to a mystery ‘‘food critic’’—and then scolded
them for doing so. In fact, there was no single critic at the restaurant.
Chef White had given each of the customers that night a Zagat-style
rating card to fill out. Our opinion? He was preparing his apprentices
for the Internet age by doing so. While even a few years ago, people
might find their best hope of generating buzz in gaining the ear of one
well-placed critic, someone like a New York Times reviewer, a Today
Show correspondent, or a talk show host, nowadays, in most markets,
the road to success is to strive to please every critic—which is to say,
every customer—rather than one elite keeper of the key. And to do so
before the winds shift against you online.

On the other hand, building evangelists for your company is as im-
portant as ever. ‘‘[Your article] did a disservice to composers and play-
ers,’’ began a response recently in one of the largest forums covering
the sector of the entertainment industry2 in which Micah’s company,
Oasis, operates. What was the ‘‘disservice’’? The article had dared to
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positively mention one of Oasis’ competitors—while neglecting to
mention Oasis in the article. This unsolicited letter was the kind of
publicity that every company yearns for, so Micah looked back to see
how they had created such an evangelist. The source? A veteran sales-
woman at Oasis, in no fewer than 20 back-and-forth online exchanges
over a period of weeks, had taken it upon herself to patiently answer
each question this gentleman had posed, having no idea the dividend it
would ultimately pay.

The Internet Can Promote Commoditization. Avoid This
Through Individualization.

Use the incredible distributed power of the Internet, but balance it with
individualization. For a simple example, consider the standard way that
online FAQs (Frequently Asked Question lists) conclude by asking,
‘‘Did this answer your question?’’ For the most part, this approach works:
You’ve served many customers with a single response, your customers
have avoided waiting in a queue, and you get to ask each of these
customers whether your answer was effective, so you can refine it for
the future.

What’s not to like? Nothing—if you go the extra step of individual-
izing this feature of your website. You need to have a way to identify
and reach out to the frustrated customers who answered ‘‘No’’ to the
concluding question. (Remember, ‘‘No’’ here means the question
wasn’t answered, so it should be read as meaning ‘‘Heck no!—Help!’’).
That way you can get back to them in some fast, effective, individual-
ized way that says, ‘‘We care that this didn’t work for you!’’

To build loyalty, build this kind of individualized content into each
online service feature.

Long Copy/Short Copy

One way the Internet helps address your customers’ individuality is by
allowing them to choose between ‘‘long copy’’ (in which you spell out
all the fascinating/grueling details) and ‘‘short copy’’ (the short, snappy
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advertisement-like summary version). Since you can’t know which ver-
sion a particular customer wants, provide both and let them choose.

To quote Mark Penn (the formidable pollster known best for iden-
tifying the emergence of the ‘‘soccer mom’’ demographic trend) on the
subject:

Be careful before you accept the conventional wisdom that

Americans can’t concentrate, that we are too distractible for

sustained narrative, and that political office always goes to

the candidate with the cleverest tag line. In fact, a sizable

number of us—often the most interested key decision mak-

ers—will listen for as long as you can talk, read for as long

as you can write, and follow for as long as you are willing to

explain something.3

Like Penn, you may have noticed a diversity of reading styles and
attention spans among your customers. With the capabilities of the
Web, you no longer need to impose a single writing style on, or suppose
a single reading style for, all of your customers. You can let different
customers choose what works for them. The ‘‘short copy’’ will, of
course, be what you put up front: a brief product or service description
and pricing. As this may be all that many customers need, they won’t
be slowed down by any minutiae. Other customers can click on a
‘‘learn more’’ button for a few paragraphs of additional insight. But
don’t necessarily stop there: Why not include ‘‘white papers’’ or other
background material you have available for those customers or prospects
who want to do more thorough research on your offering? On the
Web, with good design these additional resources do not need to add
significantly to the clutter of your layout.

Online, the Window in Which to Show You’re
Extraordinary Can Be Small

The Internet makes it relatively easy for companies with no tradition of
good service to provide at least tolerable service—by buying or building



CHAPTER ELEVEN

Hello/Good-Bye
Two Crucial Moments with a Customer

We’ve been tough taskmasters throughout this book, urging you to do
everything right and to never let up. We’ve drilled in the value of put-
ting in exceptional effort, day and night, with your customers. But there
is a place for shortcuts in customer service, too. In Chapter 3, we men-
tioned that concentrating on certain crucial emotional moments with your
customers is your guarantee that you’re putting your efforts where they
make the most difference—where they lodge most vividly in memory.
We covered one of these crucial emotional moments, service recovery, in
Chapter Four. Now we focus on the other two: hello (your greeting)
and good-bye (your farewell).

Hellos and good-byes are beginning and end points, the two highest
positions in what memory researchers call the serial position curve. In a
list of items or events, they will be remembered most easily. If you want
to prove this to yourself, follow in the footsteps of memory researcher
Elizabeth Loftus and give a friend a list of items to remember—let’s say
turkey, salt, pepper, tomatoes, pumpkin, cheese, milk, oregano, chili
powder, butter. Odds are good that the first and last items (turkey and
butter) will be the ones most easily remembered 1.

The same is true for hellos and good-byes. Handle them superbly,
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and you’ll reap a disproportionate dividend in what ‘‘sticks’’ as a cus-
tomer’s opinion of you.

Timelessly Time-Sensitive

Greetings and first impressions have been uniquely important to human
relationships for thousands of years. Odysseus’s son Telemachus knew
that first impressions matter: ‘‘[H]e glimpsed Athena now and straight
to the porch he went, mortified that a guest might still be standing at
the doors,’’ writes Homer.2

Fast-forward a few millennia to postcard-perfect Bar Harbor,
Maine, where Chris Cambridge owns The Scrimshaw Workshop, a gift
shop perched next door to an immensely popular ice cream shop. Chris
understands the importance of a good ‘‘hello’’ as well as the ancient
Greeks: While customers at other shops are greeted with a ‘‘No Food,
No Drink’’ sign, or, at best, ‘‘Please Finish Your Food or Drink Before
Entering Our Store,’’ Chris bucks this trend. Imagine how many more
customers Chris wins by upending this norm with this welcoming (and
brave) statement:

YES! YOU MAY BRING IN YOUR ICE CREAM CONES
—Just be careful of their drips.

To make sure you get the idea that his store is a welcoming place,
Chris added this in a smaller font:

P.S. We love your dogs, too!

(See the sign at www.micahsolomon.com)

In many businesses, it’s a front desk receptionist, host, or other
human greeter who welcomes and bids farewell to visitors. So, it’s cru-

www.micahsolomon.com
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cial that the person in this position conveys a warm welcome and a
gracious, heartfelt farewell; the handling of these two moments is key
to your brand’s image. This is why inbound and outbound reception is
best handled by a skilled, trained, and motivated veteran with great
customer-focused traits. It’s why we recommend against treating recep-
tion as an entry-level, stepping-stone position—because, whatever you
call it, ‘‘First and Last Impression Creator’’ is among the most important
positions in your enterprise.

Which Level of Service Do You Provide?
Let Them Know from ‘‘Hello’’

One of the first things a greeting does is convey the level of ser-

vice a customer may expect from your establishment. Are they

going to get non-compliant service, compliant (reactive) service,

or anticipatory service?

Non-compliant service (‘‘Can I get some water from you,

please?’’ ‘‘Uh, there’s a vending machine down the street.’’) will push

away customers every time. They asked for a glass of water and

received nothing—except a grudging set of directions. (In fact,

non-compliance is such a wretched level of ‘‘service’’ that we’ve

given our readers the respect of wasting very little copy on it in

this book.)

Compliant service (‘‘May I have some water?’’ ‘‘Certainly. Here

you go!’’) is pretty much the baseline for the contemporary busi-

ness world. It doesn’t offend customers, but it won’t win them

over either. Compliant service can be well-executed, but it’s not

going to build loyalty for your brand.

Anticipatory service (‘‘Welcome. It is such a hot day today. May

I offer you a glass of water?’’) is extremely rare. But as we’ve dis-

cussed, this is where customer loyalty is created. When custom-

ers’ wishes are anticipated, they get to bask in the magical feeling

of being cared for. That feeling creates loyalty, which builds stra-

tegic value for your company.
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So, if you can tip your hand at the front door that this excep-

tional level of service is what they can expect—if you can manage

to literally ‘‘have them at hello’’—you will predispose your cus-

tomers to think well of you throughout the rest of the service

experience.

Greeted properly and warmly, a customer will be less sensitive to
minor issues later in the encounter. A good greeting enhances subse-
quent human interactions and can—significantly—affect a customer’s
perception of a physical product that is offered for sale.

A crucial aspect of a proper greeting is recognition. What is recog-
nition? Being seen, literally and figuratively: being acknowledged,
being welcomed, and being appreciated. Recognition, to cite Danny
Meyer again, is ‘‘the number one reason guests cite for wanting to re-
turn.’’3

When a customer is arriving on a repeat visit, this should be a special
type of recognition: that the customer was missed, that his return fills a
gap that was there in his absence. Beth Krick, an administrator we ad-
mire at a small primary school in Pennsylvania, greets the children and
parents every morning at drop-off. So, when a child or a parent is absent
for a few days, Ms. Krick is sure to notice, and she commemorates the
return with a heartfelt ‘‘We missed you.’’ What a standard for any com-
pany, of any size, in any field, to strive for: to give that level of simple
recognition to every returning customer.

The Customer May Come in Contact with
You Earlier Than You Expect

Remember that service begins as soon as the customer comes in

contact with you—but only the customer gets to determine when

that first moment is, and it may be much earlier than you think,

or would wish. For example, suppose a customer parks his car in

a retailer’s parking lot, and the first things he sees are broken

chain link fencing and cigarette butts strewn all about. In this
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instance, the first contact has occurred, unbeknownst to the re-

tailer, who now must struggle to overcome this negative impres-

sion. It’s unfair (the retailer may not even control the lot), but it’s

reality. This is why every carefully managed resort pays attention

to the arrival sequence: the flowers, the signage, the friendly se-

curity guard at the gatehouse, the doorman. By the time you

get to your room, you should feel gently transported to another

world.

Don’t Rush Your Hellos and Good-Byes on the
Telephone

A proper telephone answering sequence includes an appreciative greeting,
a clear introduction, and a sincere offer of assistance. Calls are closed with a
personalized farewell and a warm invitation to return. In many companies,
the opening can be short, but still sweet: ‘‘Thank you for calling L&M
Stagers! This is Bill. How may I help you?’’ (But not: ‘‘L&M Stagers! This
is Bill.’’) The closing can be as simple as ‘‘Thank you for calling, Mrs.
Peterson. I hope your project works out well for you and that you’ll think of us
the next time you’re in town.’’

It’s easy to imagine that it takes too long to handle hellos and good-
byes properly. But actually, a whopping six extra seconds per call is
sufficient to answer and close the call this way. If you get thirty calls a
day you would be investing a full three minutes per day in delivering
excellent customer service that will impress the callers—three minutes
in the course of an eight-hour work day! So don’t let volume become
an excuse for slipshod hellos and good-byes on the telephone.

Serving Disabled Customers Is a Responsibility and an
Opportunity, from the Moment You Welcome Them at
Your Door

Your facility’s entrance—your visual ‘‘hello’’—is where your attitude
toward customers with disabilities is most clearly on display. We under-













Appendixes

We would like to offer you some specific examples of real-world com-
munication to employees about service standards and company philoso-
phy. Here are three concrete examples of the way a company’s staff can
be encouraged to anticipate the needs of their customers. Each was
crafted for the company’s individual situation and the special relation-
ship it has with its customers. We hope that these examples will spark
your own explorations into the art of anticipation.

The Oasis Disc Manufacturing Customer and Phone Interaction Guide-
lines and Lexicon Excerpts demonstrate telephone and in-person customer
interaction guidelines, language choice pointers, and general principles
in abbreviated form. It is for use by employees with direct contact with
the public. This example shows how our principles apply to Micah’s
business, Oasis, a relatively informal company. It is of an appropriate
length to form a tri-fold brochure for easy workplace reference and to
be excerpted for even readier reference in pocket form.

The Capella Hotels and Resorts ‘‘Canon Card’’/Service Standards and
Operating Philosophy illustrates how a luxury organization with a rela-
tively formal service style distills its service standards and operating phi-
losophy into a brief, portable set of instructions and examples. The card
that they’re printed on is small enough to accordion-fold and carry in
one’s pocket. These principles and action points can keep employees
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