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In 1884 and 1885, the Home Insurance Company built a skyscraper,
all 10 stories of it, in Chicago. What was remarkable about it was that
this skyscraper did not rest on a firm foundation. The architects invent-
ed a new form of support. Rather than a heavy foundation and bearing
walls, a steel skeleton was used and the rest of building was hung
from it. They found it to be much more powerful than a solid foundation
because the steel scaffolding was integral to the structure. It weaved
itself through and became a part of the very structure it supported.

The same can be said about XYZ’s focus on the customer. It is integral
to the structure of XYZ, it supports everything the electronic retailer
does, and virtually everything done within the company supports a sin-
gle driving philosophy of servicing its customers. The company’s foun-
dation physically (the words Customer Focus are embedded into con-
crete outside its corporate headquarters in Pennsylvania), organiza-
tionally XYZ has a Customer Focus Department and historically have
centered on its customers.

A History of Responsiveness …
XYZ is a relatively young company, 14 years, yet it has consistently
ranked high in Customer Service, a leader in many polls with con-
sumers, and compared the likes of L.L. Bean and Lands End who
have been around for decades and taken years to achieve their status.
“Since the beginning of XYZ we have kept the idea that we are nothing
without our customers at the forefront of everything we do,” states
Carol Stromann, XYZ's Director of Customer Focus and point person
for all customer concerns, complaints, and feedback. “We receive all
sorts of feedback from the customer, anything from ‘why don't you
have more size 4 rings’ to ‘I love that program host and I wonder
where she gets her hair done.’ All of it is categorized and funneled to
various departments,” states Stromann. “Because customer focus is a
company-wide value, our department often acts as the catalyst to have
other departments respond to customer issues or problems,” continues
Stromann. “For example, let’s say we begin getting calls from cus-
tomers receiving the wrong color product, we can contact inventory
control in the distribution center. They can check that particular prod-
uct, because human error does occur, and numbers get inverted.
Inventory control can fix the problem right there and stop it immediate-
ly before it effects more customers.” The same response is received
from Quality Assurance when a package “recipe” or how a product is
packed for shipment must be modified because of reports of damage
when the product is actually shipped. Although XYZ’s in-house quality
team 
rigorously tests each package; real life offers its own series of drops or
shake-ups that can cause unforeseen damage.

One of the clearest examples of XYZ’s cross-departmental 
responsiveness to customer concerns took place when a rotisserie
aired and was shipped out to customers. XYZ began receiving calls
that customers received the product but the metal probe was missing.
XYZ checked it’s inventory and found that the probe was indeed
included but hidden by the packing material within the box. Customer
Focus contacted Broadcasting and the next time the rotisserie was
on-air, the Program Host showed how the package is received and
where to find the probe. Customer Focus also made the recommen-
dation that the vendor include a small note in the packaging indicating

where the probe is packed. By listening to the customer and respond-
ing so quickly, XYZ hopes to stop such problems before they become 
epidemic. “The strong relationships we have with all the other 
departments makes it all possible and allows us to be so responsive,”
explains Stromann.

Hearing the Customer in Every Detail …
Almost every decision or change made at XYZ is filtered through one
question, “How will it affect the customer?” “We know that if we can
answer that question with the response that the customer is being
treated fairly, they are more likely to be a returning customer,” states
Stromann. This approach explains the emphasis on small details such
as improving the cycle time of XYZ's return process. Quicker replace-
ment of the product or crediting of their account equals a more satis-
fied customer. Once again, Stromann’s department begins by gather-
ing together the departments who can affect this process: distribution
and returns, finance, even sales and marketing research. This type of
continual improvement in every detail touching the customer is
believed to be a large part of XYZ's success over the last 14 years.
Everything from XYZ’s on-air graphics to color and hem styles in cloth-
ing has been changed based on customer feedback.

Key to these changes are the Customer Service Representatives at
XYZ’s four call centers who regularly survey customers on what they
like and don’t like about a variety of topics. When XYZ tries something
new, it often doesn’t take long for its customers to let them know what
they think -- good or bad. In May 2000, Broadcasting launched a new
graphics package that made use of a black translucency in the product
description area rather than the white background with black lettering
viewers were accustomed to seeing. The system also allowed for more
product information to be displayed. Customer feedback gather by
Customer Service Representatives soon made it clear the new back-
ground had to go, yet the inclusion of more on-screen information and
custom color schemes for different programs received a positive
response.

Yet, actually speaking to a Customer Service Representative is only
one way for customers to let XYZ know what they are thinking. Aside
from formal surveys and focus groups with the advent of the Internet
XYZ has expanded the options customers have to share their thoughts
with the e-tailer. “You can go on the web and see the status of your
order or you can call our customer service number and use our auto-
mated system to do the same status check,” explains Stromann. “So if
you choose to use those two means, you can get information without
really talking to anybody. We’re consistently trying to provide options
so those customers can be in control of getting their information.
People have different comfort levels with technology, many of our 
customers have no problem doing a live chat with our representatives
through xyz.com, others email our webmaster, while still others want to
talk to a representative or write a letter. Any of these ways are 
available  for us to listen to our customer and it all comes down to the
fact -- we are nothing without our customers.”

The Voice of the Customer
By Tim Ernst
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IInnttrroodduucciinngg  UUnnccllee  BBeenn''ss
BBrraanndd  IInntteerrnnaattiioonnaall  BBlleennddss

Uncle Ben's Brand International Blends are the quality answer to the food-savvy consumer
who is looking for true menu variety. The unique flavors of these grain blends add 
authentic ethnic tastes to any meal and the bottom line of any operator. International Blends
live up to the quality you know with the name you trust-Uncle Ben’s. These grain, herb and
vegetable mixes can finish a meal as a sensational side dish, centerplate or complete a trendy
home meal replacement. With the versatility these six blends added to your menu, your 
customers get what they want-variety and flavor and you gain more profit opportunities
from a name you know.

Call today to receive your free recipe booklet featuring Uncle Ben's Brand International
Blends.
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