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Bill Self

President
The Leadership Factor, Inc. ~ Self is a dynamic, thought-provoking speaker who
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Building on years of customer research, Bill Self
unlocks the secrets of the top-performing customer-
centered organizations in his book, Customer 3D: A
New Dimension for Customers. His presentations
deliver a system that re-invents customer service
and transforms it into customer success.

As a member of the National Speakers Association,

will captivate your audiences. He has also
organized a professional group of Thinking Forward
speakers who deliver leading-edge ideas which
prepare organizations for an improved future by
making a difference in the lives of their customers
and employees. His research clients include several
national and regional-level Baldrige award winners.
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Evidence-Based
Customer Focus

Presen ted by Bill Self . December 12,2013






Monitoring 5 Ideas
What is Success? Trends You Can Use
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Fantasy VS. Reality

of customers believe
they have experienced
SUPERIOR service from
those same businesses.

of businesses believe
they deliver “superior”
customer service.

Source: James Surowiecki “Are You Being Served?” [The New Yorker, 9-6-10]
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Evidence-based
Opportunities

= Better questions

@ opportuntes questions tools measure
Swih G measure asureSUCCESS power QUESKIONS u |
et ggetes, siiccesssim Better scale
evidence-based O nower (R HVOC ST pOwWer
scale . measurecS % scale sca
00|S> §§3.E§' measure: Inq) ] ef ergook
questions surveys = 3 tool scaleN 8 BOVOC

ey SNE ooz =8t S Measure importance as
aldrige  Success = scaler 2 Cgtools
Quuard  beters, gowth  VScd] S : :
Oigi: win®  Bwd gy 21g well as satisfaction
fokf ‘waet S scale T e
9 e ket | Bald $Oz §rgrover
\elelys} aldrige o= s
Biios  customerservice ggrowthi 3¢ u : h
e R Baldrige G Use quotas in eac

subgroup to ensure
sample is representative






of Baldrige
winners
have a
complaint
handling
process in
place.

Evidence-based
Opportunities

= Proof that root cause
analysis has lowered the
number of recurrences of
the same problem

= Communicate with
customers that their
problem has been
resolved

= Segment results by how
satisfied customers are
with the resolution.
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Loyalty — Recommendation
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Satisfaction Index™ League Table

2012: 92.1%

&

2011: 91.2%

F 3

«—  2013: BB.9%




Superior Value

Superior value when judging product and service quality
against the total cost of doing business with them.
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Company X
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Internal Process Metrics

Can you demonstrate
improvement in a list of
operational performance
measures that matter to
customers? Examples:

= On time delivery

= Order accuracy
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Growth to 100t Percentile

Satisfaction Index™ League Table percentiles
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Top Four Most Improved Attributes

10

Attribute #1 Attribute #2 Attribute #3 Attribute #4



Top Four Least Improved Attributes

My A i

10

Attribute #5 Attribute #6 Attribute #7 Attribute #8



Dashboard

2013
Q2

2013
Q3

Core Issue

Overall Satisfaction

Satisfaction Index™

Problem Handling

Future Purchases

Recommendation

E-Commerce Functionality

Website

Superior value

Competition




Non Evidence-Based




How to measure listening and
relationships ...

... With outcomes and metrics
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Internal Communications
and Committees
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Measures of Measures of
Execution Change

A \

ACTIVITIES

The processes
or actions
taken by the
foundation or
a grantee to
achieve
outputs and
move toward
outcomes.

OUTPUTS

The direct and
early results of
a grant or
intervention’s
activities.
Outputs refer
to the most
immediate sets
of
accomplishme
nts necessary,
but not
sufficient, to
produce
outcomes and
impacts.

OUTCOMES

Intermediate
observable and
measureable
changes that
may serve as
steps toward

impact for a
population,
community,
country, or
other category
of beneficiary.

© 2010 Bill & Melinda Gates Foundation. All Rights Reserved.

IMPACTS

Ultimate
sustainable
changes,
sometimes
attributable to
action.




Replacing Non-Evidence with Evidence

99.7% of our employees participated in our in-house
customer service training. Could have been...

= Our customer satisfaction scores improved by 5%
after 99.7% of our employees attended customer
service training.

= Our in-house customer service training produced the
following improvements in our internal procedure
(name them) which, in turn, lowered our response
time on customer calls from 4 hours to an average of
45 minutes.



Replacing Non-Evidence with Evidence

Customers are encouraged to use our toll-free phone
line to express their complaints and/or compliments.
Could have been...

After written communications to every customer from our sales
and customer service department, the use of our toll-free phone
line by customers to express their complaints and/or compliments
increased by 75% over the previous year's average

Customers expressing complaints via our toll-free phone line
increased by 46% over the previous year's average, lowering the
cost that customers incurred by $12,000 compared with estimated
2011 costs.

Compliments about the company's performance increased by 27%
per quarter after inviting customers to use our toll-free phone line
to express their feedback to our organization.



Replacing Non-Evidence with Evidence

The data, complaints and comments are reviewed to
identify current trends, top concerns, changing
expectations and opportunities for improvement and
innovation. Could have been...

= Complaints are analyzed to determine the root cause of each problem
and 100% of customers submitting these complaints are contacted within
24 hours of their request for help.

= Complaints decreased by 62% in 2012, compared with 2011.

= Complaints are immediately categorized to understand whether a similar
complaint had previously been registered and had been thought to be
corrected. Only 4 out of 475 complaints reported in 2012 resembled
problems that had been reported in 2011 or prior and these were
corrected within two weeks. Letters explaining the corrected procedure
were sent to the customers who reported the problems and were
distributed to every employee in the organization, ensuring that these
problems do not occur again.



Ideas you can use






Customer/Employee Dynamic

Customer satisfaction
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Customer satisfaction
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Name Specific Projects

EYES oM IRVING
A new customer service
initiative, called Eyes

on Irving, allows city
employees to provide a
higher level of customer
service to residents. All
part-time and full-time
emplovees were provided
with an easy-to-remember
tip line phone number

for use in reporting
problems they may find
while in the community.
An e-mail address also
has been added to the Eyes on Irving reporting process.
These calls and e-mails are monitored by the Corporate
Communications Department and routed to the
appropriate deparrments for resolution.




Segmentation is More Actionable

Segment B
27%

Segment A

61%

Segment C
12%



Ask Questions Related to Your
Brand/Core Values

v] Proactive

V] Easy to do business with
V] Flexibility to respond to
customer needs




The ability to learn faster
than your competition will
be your only sustainable
advantage, so you must
stay focused. 77

— Frederick Newell, Loyalty.com






The Leadership Factor, Inc.

ph: 585 295 1055
www.leadershipfactor.com
email: billself@leadershipfactor.com
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15t Annual Quest for Success
Conference!

September 15-16, 2014
Polaris Hilton, Columbus, Ohio

Golf Outing - September 16, 2013
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Questions’?

A Special Thanks to Our 2013 Organizational Members!
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MEDICAL CENTER A COATING COMPANY
= Celebrating 125 Years of the Trust
Better healthcare begins here. e ——
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