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Shep Hyken, CSP, CPAE is the Chief Amazement

Officer of Shepard Presentations.  As a professional
speaker and author, Shep works with companies and
individuals who want to build loyal relationships with
their customers and employees.  He is the New York
Times and Wall Street Journal bestelling business
author of The Amazement Revolution, The Cult of the
Customer, The Loyal Customer and Moments of Magic.
He is also the creator of The Customer Focus™ pro-
gram, which helps clients develop a customer service
culture and loyalty mindset.
       In 1983 Shep founded Shepard Presentations and
since then has worked with hundreds of clients ranging
from Fortune 100 size organizations to companies with
less than 50 employees. Some of his clients include
American Airlines, AAA, Anheuser-Busch, AT&T, AETNA,
Abbott Laboratories, American Express - and that’s just
a few of the A’s!

(CPAE, or the Council of Peers Award for Excel-
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Hall of Fame award for lifetime achievement in the area
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tional designation for Certified Speaking Professional,
and is a designation awarded by the National Speakers
Association to individuals for certain achievements and
education in the speaking profession.)

For more information contact:

Shepard  Presentations, LLC
711 Old Ballas Road, Suite 215

St. Louis, MO 63141
(314) 692-2200
www.hyken.com
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Secret to Amazing Customer Service: Be Better than Average

Your secret weapon is customer service.  Wait!
It’s not a secret anymore.  Just about every com-
pany I do business with claims they deliver cus-
tomer service.  My experience as I look back over
just the last year is that for many companies it is
their goal, yet not their reality.

Think about it.  No business says, “Come do
business with us, and we’ll treat you like dirt.
We’ve got a great product, but don’t count on us
for customer service.  We don’t have great people.
We hire the worst.  We don’t answer the call
promptly.  We don’t return calls quickly.  (And my
favorite anti-customer service mantra…) We’re
not happy until you’re not happy.”  No business has
that kind of a brand promise.  No.  They promise
the opposite.

Here is the problem.  It’s execution.  The
intentions are there, but the ability to deliver falls
short.  It takes getting the right people with the
right mindset to deliver what is not only promised,
but what the customer expects.

And, speaking of what the customer expects,
their demands are higher than ever.  The reason is
that they are educated.  They see and hear advertis-
ing that promises good service.  These ads depict
people smiling and feeling good.  Our customers
want some of that!  Companies promote it in their
brand promise.  Some deliver, but some do not.

It’s the ones that don’t that make it easier for
the ones that do.  The ones that don’t aren’t doing
it on purpose.  They just don’t have the system in
place.  And the customer service system needs a
plan, the right people (hired), the right culture and
a leadership team that sets the tone and the ex-
ample.

It’s not that all companies that don’t deliver
are bad.  No, most of them are not bad.  But, they
are just average.  Creating customer amazement
isn’t that hard.  You don’t have to “Wow!” the
customer all of the time.  You simply have to be
better than average – all of the time.  Tom Friedman’s
new book “That Used To Be Us” sums it up in a
simple statement: Average is over.

Shep Hyken is a professional speaker and
New York Times and Wall Street Journal  best-
selling business author  who works with compa-
nies who want to  develop loyal relationships
with  their customers and employees. For  infor-
mation on Shep’s speaking programs,  books,
and learning programs please contact (314)
692-2200. Email:  shep@hyken.com – Web:
www.hyken.com – For information on The Cus-
tomer Focus™ customer service training  pro-
grams go to www.TheCustomerFocus.com.

Permission to UseThese Articles
Hello!  Shep Hyken here, and thank you again
fort the opportunity to present my program at the
IFA convention.  Here are a few of my favorite
articles and blog posts from this past year.  I hope
you enjoy them.  Feel free to use share them with
your colleagues, team members, etc.  If you use
them in your organization's newsletter or online

publication, please include the bio and contact
information.   If you would like more articles like
these, go to http://www.CustomerServiceBlog.com.
You can also sign up (at no charge) for The
Shepard Letter, and I'll send you future articles
on customer service and other related business
topics.  Thank you again, and always be amazing!
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Customer loyalty may not be what you think it is.
Most people or companies claim to have great customer
service and customer satisfaction scores, which they think
leads to loyalty.  However, these scores may be misunder-
stood.

On the contrary, customer service and customer
satisfaction may not lead to loyalty.  They just mean that
your customers, loyal or not, are happy with you.  That said,
customer service and satisfaction is the price of entry.
You won’t get loyalty without it.

So, let’s define what customer loyalty means.  Is it a
repeat customer?  If so, does the customer go anywhere
else, or are they 100% loyal – or a better word might be
“married” – to you?

I’m very loyal to one of my favorite restaurants, The
Pasta House.  I go there for lunch about every week or
two.  What about the rest of the days of the week?  I go
to other restaurants.  So, am I a loyal customer?

The above example ties into the concept of “wallet
share” versus “market share,” which I’ve been writing
about for many years.  The concept of market share has
to do with how many of the customers that are able to buy
your product actually buy it.  For example, if there are 100
customers in a given area that could buy your product, and
60 of them buy it, then you have 60% market share.

Wallet share takes the concept of market share to
another level.  Of those 60 people who admit buying from
you, how many of them will still buy from someone else?
If they only buy from you, then you have 100% of their
“wallet share.”  If they split their loyalty between you and
someone else, you only have 50% “wallet share.”

At the highest level of loyalty, your customer only
buys from you.  In other words, they give you 100% wallet
share.

So, here is what I want you to do.  Define what
customer loyalty is to you and your organization.  There are
several considerations to think about:

1. Define how often your customer buys what it is
you sell (product or service).  This doesn’t mean how often
they buy from you.  It is how often they buy what you sell,
from you or your competition.

2. Based on their frequency of buying, even if they

How You Can Achieve Customer Loyalty

buy from a competitor, would you consider them loyal?
3. Do they ever buy, even once in a while, from your

competition?
4. Following up on question 3, if they do buy from a

competitor, why?
5. Again, following up on question three, if they do

buy from a competitor, what can you do to get them to buy
more often, if not always from you?  (Or at least more
often from you than they currently do?)

6. What other questions should you be asking your-
self to determine if a customer is loyal and how you can
earn more wallet share, if not 100% of wallet share?

It is important to note that some businesses don’t
need 100% wallet share to consider their customers loyal.
Back to The Pasta House restaurant example above, Kim
Tucci, the restaurant chain’s co-founder, says, “We would
consider a guest loyal if they came back two times a
month.  The customer has so many choices of where to go,
the type of food and more.  If they want a hamburger, they
should go to their favorite hamburger restaurant, but if they
want a bowl of pasta, I hope they come to us.  That is how
we define loyalty.”

Creating loyal customers is a far more cost effective
strategy than bringing in new ones.  Many studies claim
that it can cost five times more to acquire a new customer
than keep an old one.  If that is the case, then loyalty – even
at a lower wallet share – is a very smart strategy.

So, define what loyalty is to you.  Determine what
percentage of wallet share makes a customer loyal.  Then
strategize on how you can create more loyal customers
and increase your wallet share.

Shep Hyken is a professional speaker and New
York Times and Wall Street Journal bestselling busi-
ness author who works with companies who want to
develop loyal relationships with their customers and
employees. For information on Shep’s speaking pro-
grams, books, and learning programs please contact
(314) 692-2200. Email: shep@hyken.com – Web:
www.hyken.com – For information on The Customer
Focus™ customer service training programs go to
www.TheCustomerFocus.com.
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Ten Ideas to Help You Obtain Customer Loyalty

What is customer loyalty? I asked a number of
business people the simple question, “What is customer
loyalty?”  The answers were mostly similar.  Most agree
that customer loyalty means the customer will come
back, again and again.

However, what customer loyalty doesn’t always
mean is that the customer is loyal to you, and only you.  In
other words, they may do business with you, but are also
or still doing business with your competitors.

The concept of “wallet share” came to mind.  I’ve
been talking (and writing) about the concept of “wallet
share” versus “market share” for many years.  Quick
explanation: The concept of market share has to do with
how many customers that are able to buy your product
actually buy it.  For example, if there are 100 customers
in a given area that could buy your product, and 60 of
them buy it, then you have 60% market share.

Wallet share takes the concept of market share to
another level.  Of those 60 people who buy from you,
how many of them will still buy from someone else?  If
they only buy from you, then you have 100% of their
“wallet share.”  If they split their loyalty between you and
someone else, you only have 50% “wallet share.”

At the highest level of loyalty, your customer only
buys from you.  In other words, they give you 100%
wallet share.

So customer loyalty has two tiers:

1.      The first is that the customer is a repeat
   customer.

2.      The second is a repeat customer that doesn’t
         do business with your competitors – just you.

This is where my Amazement Revolution strategy
of “partnership” kicks in.  You want a relationship that is
so strong that the customer wouldn’t think of doing
business with your competitors.

I put together a quick “Top Ten” list of simple ideas

to help you get to the level of partnership and 100%
wallet share.  Realize that these are common sense
expectations that are easy to do – and unfortunately, easy
not do if you don’t stay customer focused.

1.      Deliver great customer service.  It’s expected.
2.      Always do what you say you will do.
3.      Don’t be late.
4.      Don’t make excuses or blame others – be

     accountable.
5.      Help solve their problems.
6.     If you ever catch a problem, you call them
         before they call you.
7.      Trust them, if you want them to trust you.
8.      Be accessible and easy to reach.
9.      Return phone calls, emails and social media
        comments quickly.
10.     Create confidence.  (Do all of the above and
          you will have a good start.)

So maybe the goal shouldn’t just be customer
loyalty.  It should be 100% customer loyalty.

(A few years ago I wrote an article titled “The Gap”
which addressed the concept of wallet share.  If you want
to read more about wallet share, go to: http://
www.hyken.com/articles/the-gap/)

Shep Hyken is a professional speaker and New
York Times and Wall Street Journal bestselling busi-
ness author who works with companies who want to
develop loyal relationships with their customers and
employees. For information on Shep’s speaking pro-
grams, books, and learning programs please contact
(314) 692-2200. Email: shep@hyken.com – Web:
www.hyken.com – For information on The Cus-
tomer Focus™ customer service training programs
go to: www.TheCustomerFocus.com.
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You may have heard of the phrase “up-sell” as
it refers to selling a customer an upgrade, more of
something, etc. I’ve written that in certain situa-
tions, an up-sell is important to the overall expe-
rience of the customer. If whatever you are up-
selling enhances the customer experience, then it
is a disservice not to do so. Example: “Would you
like fries with that Quarter Pounder?” Those deli-
cious fries always enhance my McDonald’s expe-
rience!

The concept of up-servicing the customer
came from thinking about the up-sell. What if we
provided more customer service than the cus-
tomer expected? Read that line again. There is a
difference between “more” customer service and
“better” customer service. Better customer ser-
vice obviously enhances the experience. More
customer service helps in ways the customer
wasn’t expecting. I’ll try to make this clearer in the
following examples.

A guest at a hotel asks the concierge where
the closest movie theatre is located. The con-
cierge appropriately responds. At that point, the
guest got the answer he was looking for. The
concierge had good information and was very
pleasant. However, the concierge can up-service
the guest by asking if he would like some sugges-
tions for restaurants near the theater. By simply

asking extra questions (more service) the con-
cierge gave the guest better service.

This example is even more obvious: Ameri-
can Express is a role model I write about in my
book, “The Amazement Revolution.” When you
call their call center, it is not their goal to solve the
problem and get off the phone. Instead, they want
to solve your problem and enhance the relation-
ship. They up-service the customer – make that
member – by asking more questions and trying to
find ways to add value to the relationship.

Don’t confuse asking a simple question like,
“Is there anything else I can help you with,” as up-
service. That question is expected. It is a courtesy.
The up-service technique is used to provide more
service, which enhances the overall customer ex-
perience.

Shep Hyken is a professional speaker and
New York Times and Wall Street Journal best-
selling business author who works with compa-
nies who want to develop loyal relationships
with their customers and employees. For infor-
mation on Shep’s speaking programs, books,
and learning programs please contact (314)
692-2200. Email: shep@hyken.com – Web:
www.hyken.com – For information on The Cus-
tomer Focus™ customer service training pro-
grams go to www.TheCustomerFocus.com.

Up-Service Your Customer

Customer Service isn't a department.  It is a pholosphy that includes
every person and aspect of the best and brightest companies.

-- Shep Hyken, New York Times bestselling author of The Amazement Revolution



The Amazement Revolution

SPECIAL!
The "Package" includes:

The Amazement Revolution book
Cult of the Customer book
Moments of Magic™ book
The Loyal Cusotmer book
Moments of Magic™ 101 video DVD
plus a one year ($19.95 value)
subscription to Shep Hyken’s
Business Insights.

Normally priced at $157.75.  Special
package price for just $79.95!

Just check this box...

Moments of Magic – 158 page book.................................................. $12.95
Shep's #1 seller! This is a clearly written, easy-to-read, easy to understand
guide to customer service, and is for anyone in any job. Filled with infor-
mation, techniques, and stories, it will teach you and everyone in your
organization to deliver excellent service to your internal and outside
customers. Over 100,000 sold!

The Loyal Customer - A Lesson From a Cab Driver...................$8.95
In this short book/lesson you will learn the difference between a satisfied
customer and a loyal customer. Frank is a cab driver who knew that satisfied
customers might give him a nice tip, but loyal customers would call him
every time they needed a cab. Read this book and learn the secrets to
creating  customer loyalty!

Moments of Magic™ 101 - 22 minute DVD with workbook, articles and more.............................................................................................$69.00
Shep Hyken talks directly to you about  delivering excellent service that leads to loyal relationships with your customers and clients. First you'll
learn about the Moments of Magic concept. You will then go to one of Shep's live performances to experience the famous "Taxi Cab Story," which
delivers valuable lessons in customer loyalty. Finally, there are six specific strategies that include: The First Impression, Under Promise and Over
Deliver, The Satisfied Customer Is Not a Loyal Customer, The Customer Is Not Always Right, Loyalty Is About the Next Time - Every Time and Appreciation.
Also included are links to PDF files of the workbook, some of Shep's articles, special reports and more. (Contact us for pricing on group training.)

The Cult of the Customer - 256 page hardcover book  (Published by Wiley) - A Wall Street Journal best-seller...................................................$21.95
In this book, Hyken shows how to design a strategy that leads both customers and employees through five distinct cultural phases – from
"uncertainty" to "amazement." By presenting dozens of case studies that show how great companies made this journey, Hyken identifies the
critical internal and external changes that allowed them to build a Cult of the Customer – and shows how you can do it too. The Cult of the Customer
is your guide to creating a customer-focused culture that turns satisfied customers into customer evangelists.

 ___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

___________________________________________________

_________________________________________    ________

Email

Name

Address

Company

Phone

City, State, Zip

Credit Card Number: Please circle MC, Visa or AMX   Exp. Date

To learn about our other products, in-house training and speaking programs, please visit: www.hyken.com

The Amazement Revolution  (book): Send _______ at $24.95...$________

Moments of Magic (Book): Send _______ at $12.95...$________

The Loyal Customer: A Lesson From a Cab Driver (Book): Send _______ at $8.95.....$________

Moments of Magic101 (Video CD Learning System):  Send _______ at $69.00...$________
(Please contact us for pricing on group training.  Thank you!)

The Cult of the Customer (Book): Send _______ at $21.95...$________
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Please call for quantity discounts.

Just send in form with your check or credit card info.
You can also fax, call  us or order online.  Thank you!

ORDER THE SPECIAL ON-LINE AT:
www.AmazementRevolution.com/special
or use the QR Code below to order now.

The Amazement Revolution - 214 page hardcover book (Published by Greenleaf Book Group) - A New York Times best-seller.....................$24.95
In ths book you will learn seven customer service strategies to create an amazing customer and employee experience. The strategies include 1)
Treating customers like members, 2) Serious FUN, 3) Creating a partnership with your customers, 4) Hiring right, 5) Delivering a memorable
"after-experience," 6) Creating a community, 7) Walking the walk.  The strategies focus both on the customer as well as the culture of the
company, which drives the customer experience.
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