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1st Warning Shot

Source: in Price & Jaffe, The Best Service is No Service; March 2008 

59%

I was "somewhat" to 

"extremely" dissatisfied with 

my most recent customer 

service experience

We provide "above average" 

customer service (CEOs)
75%
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Topics to Cover Today

1. Past (building to Best Service)

2. The seven principles of Best Service 

3. Supporting evidence, and results from, Best Service



Feb 08 4

1. Building to Best Service

preventive                     close to customer, eliminate defects,               automate                     
maintenance                empowerment, “be in their R&D center” unwanted contacts

Contact              Be Earth’s Most             Engineering Change            eliminate calls
Performance        Customer-Centric          Orders (ECO) instead           with smarter    
Sourcing              Company                     of handling more calls
Optimization     emails from Jeff             

Sacramento
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2. Seven principles of Best Service, starting with
Challenge customer demand for service
chapters 2 through 8

1. Challenge customer demand for service

2.Eliminate dumb 
contacts

6. Own the 
actions 

across the 
company

8. Deliver 
great service 
experiences

5. Make it really easy to 
contact your company

4. Be proactive

7. Listen and act

3. Create engaging        
self-service

The Best Service Is No Service
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2.1 Eliminate dumb contacts
Value-Irritant analysis

Irritant

(do not
want the

Interaction)

Irritant

(no need for interaction)

To the 
Company

To the

Customer

Value

(Save money, get support 
and advice)

Simplify, Improve
underlying operations

“___ broke when I tried to  ….”

14%

Exploit, Leverage
and spend more time

“I want to buy ….”

22%

Eliminate
through root cause

analysis ���� development

“How do I …?”

26%

Automate
on web or IVR 
for customer 

self-service or proactive 
alerts

“Where can I get …?”

38%

38.8%
Value

(learn, cut
operating

costs, 
increase

revenues)
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2nd Warning Shot
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2.2 Create Engaging Self-Service
80% Club

“Customer self-service is everything.  What I said in the past wasn’t 
totally right; quality, service, and fast response are important but the 
customer must be in the driver’s seat.”

source:  Interview with Tom Peters, eAI Journal 1/01
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2.2 Create Engaging Self-Service
80% Club
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2.2 Create Engaging Self-Service
80% Club
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2.3  Be proactive 
German Autobahn ARI signals

In case of accidents, 
weather problems,
general congestion

• turns on radio
• plays over radio or CD

• provides warnings ahead
of next exit

• explains reasons
• reassures drivers
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2.3  Be proactive 
1st notice (21 May 07, 8.17pm)
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2.3 Be proactive 
2nd notice (22 May 07, 7.57am)
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2.3 Be proactive 
3rd notice (22 May 07, 11.10am)
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2.4 Make it really easy to contact your company

invitation from CEO

Welcome aboard Kingfisher Airlines!  

I am often referred to as the ‘King of Good Times’ and I truly believe that you should share this experience with 

me.  

On a more serious note, I log many air miles myself in pursuit of my goals and I am sure that you do too.  

It is my passion to deliver the best of good times. After all, work and play can go hand in hand. I am sure that 

you have several pressing commitments and stressful work obligations. Like me, you also need some time to 

chill……with the King of Good Times.  

I have personally ensured that every Kingfisher Funliner meets the global standards that I have set for myself in 

terms of safety and I am proud of our brand new fleet incorporating the latest technology available. I have 

instructed my crew to treat every guest in the same way as if they visited my home. Since I also believe in 

cutting-edge technology, I insisted upon an individual in-flight entertainment system for our guest’s personal 

viewing and listening pleasure. I demand individual attention and I suppose our guests do too!  

Aboard every Kingfisher Funliner you will meet a crew that I have hand-picked myself. I have also personally 

approved their rigorous training programme. Quite apart from this, I have devoted a lot of personal time and 

energy in ensuring that Kingfisher Airlines is truly world-class in every sense.  

Leave the stress of daily life behind and enjoy the good times with Kingfisher Airlines. I have tried very hard to 

build an airline that meets your expectations. However, if I have missed something or fall short of your 

expectations, please feel free to mail me directly at chairman@flykingfisher.com.  

I invite you to fly the Good Times. After all, to me, you deserve the Good Times as well.  

With my warm regards,  

Vijay Mallya 

Chairman & CEO 
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3rd warning shot
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2.5 Own the actions across the company

Skyline

Key elements

• limited contacts codes in 
customers’ exact words; top 15 
shown here

• codes are why, not what

• no drop-down menus 

• year-ago trending (diamond 
symbol)

• six week rolling clusters

• review in weekly Ops Meeting

• contact owners report to CEO

• analysis often leads to joint 
initiatives

• AHT-based costing per code 
(indexed here)

• reverse costs to owners

• equally important to explain 
improvements as declines
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2.6 Listen and act

from WOCAS (what our customers are saying)

From one “voice” to one agent:
“I like 1-click but I have multiple
addresses and credit cards …”

• “gee, I heard that, too”
• off production to lead project team
• harnessed web dev, marketing, CS

� “drop-down 1-click”



Feb 08 19

2.6 Listen and act
from “and tell me what you think!”
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2.6 Listen and act
demand-driven
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Unresolved contacts get worse … ... hence the snowball process

Repeat contacts
= “Snowballs”

The recipient of the second contact is 
empowered to melt it, with no handle 

time restrictions

Snowballs “logged” for later analysis 
and follow up; email to 1st agent’s 
supervisor + head of training

The “rate” of snowballs is tracked as a 
proxy for resolution rate and can be 
measured at multiple levels – agent, 

team, center, enterprise

2.7 Deliver great customer experiences
melting snowballs (thus increasing first contact resolution)
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4th Warning Shot
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3. Supporting evidence and results
Amazon

0
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200
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CPO index by year; today, 

CPU (contacts per units shipped)

• 360/changing to 30 codes/unchangeable
• Joint task forces to develop self-service,
eliminate need, check success 

• Celebrate internally and publicly
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0
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2002 2006

revenues

transactions

Customer Service headcount

Transactions up 5x, revenues 
up ~2x, customer service 
headcount down 20%

• 3x self-service success rate

• Clear web FAQ that are actually 
frequently and recently asked

• Fewer, better contact codes

• Charge-backs to “owners”

• Weekly scrutiny

• Fixing broken processes 

3. Supporting evidence and results
CheckFree
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“I work for a utility company.  A few 
years back I was having lunch with 
the Director [of Customer Service] 
and relayed a normal event in our 
customer service dept. [sic] where 
I spent 15 minutes on a customer 
call after which the customer 
mentioned that she’s never been 
informed as well during my call 
and wished that she had been 
much sooner as she’s called 
multiple times over the past couple 
years.  To this my Director said 
that he’s not so sure he wants 15 
minutes spent on one customer.    
I was stunned and have never 
forgotten this.  I believe 
wholeheartedly that spending that 
extra 10 minutes with this woman 
avoids repeat calls from her AND 
she’ll tell two friends and they’ll tell 
two friends, etc.”

“I’ve never had to contact Amazon 

about any matter.  I have had, in 
essence, no customer service from 
Amazon.  Put another way, I have 
had such perfect customer service, 
the service itself has been 
transparent. That is exactly what 
Amazon wants.  The goal is perfect 
customer service through no 
customer service.”

Source: in Price & Jaffe, The Best Service 
is No Service, March 2008

3. Supporting evidence and results
blog citing vs. Amazon
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In conclusion …

1. Challenge customer demand for service

2.Eliminate dumb 
contacts

6. Own the 
actions 

across the 
company

8. Deliver 
great service 
experiences

5. Make it really easy to 
contact your company

4. Be proactive

7. Listen and act

3. Create engaging        
self-service

The Best Service Is No Service



Feb 08 27

… It’s really not that hard!
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Thanks!

Bill Price, President Driva Solutions, Co-Founder LimeBridge,

Chair Global Operations Council

Email address = bill@drivasolutions.com

Mobile = 206-321-0841


