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Customer service: Building Bridges Instead of Walls

Riger Staff
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Conventional mail.......................... 35%
WED ..o 24%
E-mail oo 21%

Phone call handled by a computer..12%
Chat/instant message ........cc.ccccceeuee 4%

But clearly, economics being what they are,
American companies have, and will continue

to, put technology to work in all of their busi-
ness processes, particularly customer service.
Those companies who can make this technology
actually work on behalf of their customers (and

who can blend in the “human touch” methods of
contact customers say they really want in the first
place) will gain a formidable marketing advantage
against their competitors.

“A company’s basic asset is its relationship with its
customers,” notes Claes Fornell, the business pro-
fessor who oversees the American Customer Satis-
faction Index at the University of Michigan.

‘nuf said!
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