Case problem for Chapter 14

If you spend time visiting highly successful companies such as Federal Express, Southwest Airlines, or Motorola, you learn about a series of rituals, stories, and heroes that express the organizations’ “corporate culture.”  Often the heroes you hear about are employees who provided some form of customer service that was “beyond the call of duty.”  Ginger Trumfio, assistant editor of Sales & Marketing Management, says that keeping customers happy and coming back requires more than smiles and thank-yous.  She believes that building customer loyalty requires outrageous service:

……..in today’s business climate salespeople need to do more than follow up on promises, meet deadlines, and create win-win situations to keep clients happy – and coming back.  Salespeople need to be outrageous, shocking, even death-defying.

Outrageous?  Shocking?  Death-defying?  Does good customer service really require this much effort?  Trumfio contacted several sales forces to find examples of outrageous service.  Three examples follow.

Example one.  The industry standard for morning express air carrier deliveries had been 10:30 am.  Xerox Corporation had a critical need to get emergency parts to its technicians much earlier.  Airborne Express carefully studied Xerox’s needs and developed a plan to guarantee delivery times across the United States ranging from 8:00 to 9:00 am.  Airborne has taken several steps to track Xerox packages throughout the process of delivery.  For example, the scanner of every driver has been coded to keep and read “Xerox” when there is a Xerox package to be delivered.  Once drivers realize they have an urgent package, the load plan is prioritized to make that delivery first.

Example two.  Tony Heineman, account executive at KTUL.  Channel 8 in Tulsa, Oklahoma, describes a telephone conversation he had with the media buyer for a local company.  He immediately detected that she was in a bad mood, so he asked her wht was wrong.  She explained that nearly every media representative in town had called that day to inquire about the details of a large media buy her company was about to make.  Heineman sensed that something else might be bothering the buyer and asked, “What’s really wrong?”  He discovered that she was concerned about car repairs that she needed but could not afford.  He said, without hesitation, “Don’t move.  I’m on my way.”  Heineman jumped in his car and drove to his client’s office.  He picked up her car and took it to a friend who is a mechanic at a local dealer.  The mechanic agreed to repair the car at no charge.  The next day he returned the car to his client who was both happy and relieved.

Example three.  David Lubelkin, president of Industrial Edge USA, an apartment home supply company in Orange, New Jersey, gave outrageous service during a winter snowstorm.  On a cold January day, after a major snowstorm, he received a call from a desperate customer who needed sixty pounds of rock salt to be delivered to a property located 100 miles away.  Predictions of sleet and icy rain threatened to bring traffic to a halt.  Knowing that his delivery trucks were already on the road and not due back until late in the day.  Lubelkin promised to deliver the salt needed by the customer.  He quickly met with company CEO Stephen Weitraub and a decision was made to rent a truck for the delivery.  The trip, normally a one and a half hour drive turned into a four and a half hour crawl at an average speed of 20 miles per hour.  After dropping off the sale, the return trip took even longer.  It was 10:00 pm when they finally returned to the office.

Questions

1. Do you agree that outrageous service is needed to build customer loyalty?  Explain.

2. Is there a downside to outrageous service after the sale?  Reflect on the three preceding examples as you answer this question.

3. how might these acts of outrageous service influence the organization’s “corporate culture”?

4. Would you consider following through on assurances and promises, and customer follow-up to be examples of outrageous customer service?  Explain.

