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RCI’S “REAL-TIME” LEARNING

introduction
Welcome! We are delighted that you are taking this course. We believe, “if you increase your
learning and you will increase your earning.” We have designed RCI’s “Real-Time” Learning in four
niches:
★★
★★
★★
★★

Leadership
Customer Service
Sales
Personal Development

Most modules can be completed in a approximately 30-minutes or less to give you the help you
need when you need it. Each contains practical and proven value that you can apply today. Sound
learning theory supports each competency. Each is organized in three parts:
1. Self-assessment (5-8 minutes)...measure it!
2. Article (5-6 minutes)...study it!
3. Video and Application questions (10-15 minutes)...reinforce and apply
it!
We encourage you to engage our other modules. All the skills and approaches in a niche reinforce one
another. All learning to be useful must result in positive behavior or strategy changes. At the end of this
module review the other resources available. We wish you the best of success-now accelerate your
career!

Positively ,
Rick Conlow
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EXTRAORDINARY CX LEADERSHIP AND MANAGEMENT: PART 1

assessment
➜

INSTRUCTIONS: Too many organizations have horrible service. A customer service revolution is
in full swing. Are you ready. Here 13 key questions to gauge your organization’s commitment.
Use a scale of 1-5. Mark a 1 if it is very infrequently like you, 5 means it is very frequently like you.
Answer as you think customers would see your organization, not how you would want to be.

My Company...
1.

believes it has good service but it doesn’t, and tends to downplay its weaknesses.

2.

leaders don’t really listen to feedback (from employees or customers), and don’t walk the
talk.

3.

has a CX vision but doesn’t provide the resources to back it up.

4.

tries different things as “the solution” but seldom sticks with it.

5.

tends to focus on improving customer service reps efforts, and not the whole company.

6.

tries to be all things to all customers and lacks focus.

7.

doesn’t believe it needs outside help to improve the customers’ experience.

8.

provides training once in a while and figures that should improve our service.

9.

invests heavily in technology as the primary answer to improving customer service.

10.

engages different techniques in various parts of the company that don’t support a common
approach.

11.

does a poor job of executing strategy on ways to improve the customer’s experience.

12.

lacks a positive culture that inspires employee engagement and great service.

13.

is not 100% committed to improving to be the best CX for customers in your industry.

Strengths (List 2-3 things your company does well)

Areas to Improvement (List 2-3 things your company needs to do better)
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RCI’S “REAL TIME” LEARNING

THE ANNIHILATION OF
CUSTOMER SERVICE
Remember in the movie I, Robot, where the droids are activated as
a group, and they begin to overtake the human population? It is a
frightening idea with a lot of action. You could think of customers
beginning to behave like that.
Customers have the power, and they are demanding better service.
Market changes are already overwhelming nearly all organizations faster than predicted by futurists.
This is especially true in the move to digital commerce. As we are witnessing the thinning of the ranks in
retail companies, with record bankruptcies and new announcements almost every week. Those weak in
customer service continue to bite the dust.
Customer service of the past was planned to be mostly personal attention. Today it’s vastly becoming
digital. The internet and the younger generation that is growing up with it has changed everything. The
customer service that we know from the past is gone. Most companies are scrambling to find the ‘secret

sauce’ to get a market edge. For example, nearly 9 of 10 millennials use search engines to find customer
service answers, and over half of them use social media to ask customer service questions. With
technological improvements, the expectations for better service are higher.
FEW COMPANIES WALK THE TALK:
According to Forrester, 73% of companies name ‘improving customer service’ as their top priority.
Additional research shows that only two out of ten companies have a top notch customer service

culture. An Accenture study shows poor customer service costs companies $1.6 trillion a year. That’s
nearly six times more than a decade ago. Over 54% of customers stopped doing business with the
company because of poor service, up 5% from a year ago.
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While the concept of resurrecting customer service

backs this up. The following companies

is in vogue, it has not yet evolved into practice. One

continually show they know what customers

report showed that customer service is improving,

want because they regularly adapt and change:

but it included satisfied customers as part of

Wegmans, Amazon, Wistia, JetBlue, Publix,

their barometer for gain. This is folly. Frederick F.

Disney, Ritz Carlson, USAA, Nordstrom, Trader

Reichheld’s company has well researched the fact

Joes, Zappos and Apple.

that a ‘just satisfied’ customer is not a loyal businessbuilding customer. Customer service is actually

Here’s what research shows most customers

getting worse in most places. How many times a

want:

week do you get great service? Poor service? Need

•

Convenience is key! Make it easy to reach
products or services anytime and anywhere,
online or in-person, no confusion.

•

Faster service--long waits are death.

•

Helpful self-service options: they don’t want to
be stuck in endless automation.

•

Easy help options: mobile, online, and in the
store.

•

Competent service personnel availability online
or in person; make it easy.

•

Positive and personalized engagement at each
step of the service process online or in person.
Incompetent people are unacceptable. Train
and coach them!

•

Quality products along with service and quality
guarantees without the fine print. Junk not
allowed!

•

Competitive pricing, not necessarily the best
price.

•

Don’t over-promise and under-deliver.
Companies and service personnel must deliver,
period.

any more be said?
In 2014, my post The Death of Customer Service
showed that companies do now and will continue
to invest in technology over people, which leads to
their peril. Today, customer service has been highly
dehumanized in many organizations. Some studies
predict that 80% or more of customer interactions
in the near future will be without human interaction.
However, customer service feedback indicates that
83% of customers still prefer dealing with a person
rather than digital options to take care of specific
service needs or concerns.
WHAT DO CUSTOMERS WANT?
Bottom line, a truly customer-focused company is
continually changing to get better, and they gain
greater profits and growth as a result. ACSI research

Is your company going
through significant change?
See this complimentary eBook
Changing
Change Management
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Do you want to learn how
to be a one of the best
leaders? If so, I suggest you
check out our new book
Superstar Leadership

rci’s “real time” learning |

5

A CUSTOMER SERVICE REVOLUTION
Each step of a customer’s interaction with a company
is crucial. Each has to be designed with the customer in
mind, not necessarily what’s easy or convenient for the
company. This is where many leaders fail. They don’t
think like customers. Instead, they think like executives,
accountants or IT personnel. All departments of an
organization need to be included, not just operations,
sales and service. Everyone is responsible. This takes
revolutionary thinking. Most companies fail here as well.
The obvious objective is to serve the external customer
extremely well, and do the same for those who are
helping customers. This means employee engagement

is essential. This is another failure of most companies.
The balance between digital and human touchpoints
are crucial. Be technical--specific--but demonstrate
empathy. The goal is to establish multiple channels for
easy access and with people-support readily available
as needed. This all takes teamwork, creativity and
initiatives that are constant in focusing on creating value
and customer loyalty.
The Customers 2020 report says the customer

“The customer
experience is in a
revolution:
ITS MORE
IMPORTANT THAN
PROFIT.”
rick conlow

experience will overtake price and product as the
key brand differentiator in the near future. Those
organizations that adapt will survive and thrive.
Consumer discontent is a sleeping giant. It will take only
so much, and today its wrath goes viral in minutes. As
more companies begin to ail painfully, customer service
must be resurrected since it becomes more important
than ever. It will happen only if company leaders decide
to put their customer service effort on life support and
to invest heavily in bringing it back to robust health. This

requires a steadfast customer-centric vision and an
employee-focused culture. Without these two
ingredients, companies are doomed to fail and face
annihilation. In summary, listen to this, leaders and
companies: nearly 9 of 10 customers will pay more for
better service.
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10 REASONS COMPANIES FAIL TO IMPROVE THEIR CUSTOMER EXPERIENCE

training video
In this training video you will learn:

• The challenge of delivering a great customer experience.
• 10 roadblocks that cause failure.
• The payoff for change.

review questions ( See CX Leadership and Management Part 2 for the how to
achieve an industry leading CX through 5 customer-focused strategies)

1. What have you learned or relearned in this module about a company’s customer experience?
(Review your learning with one other person)

2. List three ways you will improve your organizations results today.

“Few companies deliver a great customer experience. Those that do reap the financial rewards.”
RICK CONLOW
© Rick Conlow International 2018
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about rick conlow
I’ve been in your shoes, I was a manager just like you may be now. I
wanted to succeed just like everyone. I wanted to make a difference. The
first company I worked for believed in training, with this opportunity
and my desire to learn, I attended over 100 training programs and
conferences in a little over fifteen years. My results improved and I moved
from teaching and selling to executive, with five promotions. Eventually,
I founded Rick Conlow International. Our purpose is to bring out the best
in others and make a positive difference in peoples’ careers. Throughout
the years we have partnered with many fine companies and managers to
achieve:
•

48 quality service awards including JD Power, Ford’s President
Award, and Canada’s Consumers Choice Award.

•

Record-breaking sales year after year: 30%, 48%, 52%, 75%,
122% gains in sales.

•

15-20 points on customer experience surveys.

•

12-14 points on employee engagement surveys.

•

Author of 20 books, including the best seller, SuperSTAR
Leadership.

You can do this and more. Exceed your potential today. I’ll show you how.

Ford’s President’s Award
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Canada’s Consumer Choice Award
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visit rick's website & blog

website

read rick's customer experience resources

find more on

rickconlow.com/shop

about rick conlow

call 612-868-8521 email rick@rickconlow.com
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