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			1

			Trustability: Not Just a Good Idea. Inevitable.

		

	
		
			Chapter 1

			Yesterday, Trustworthy Was Good Enough. Today, Only Trustability Will Do.

			
			Play fair. Immediately after the first Gulf War in 1991, USAA—the insurance and banking company based in San Antonio, Texas—sent out refund checks to several thousand customers, called “members” by USAA. The idea was that since the men and women who had been serving at the front couldn’t drive their cars back in the United States during the several months they were posted in the Middle East, USAA suspended the charges for the premiums during the time soldiers were overseas and sent out unsolicited refunds once the military personnel got home. USAA consistently comes out as the most trusted financial services organization in the United States, and customers believe USAA will always do what’s right for them, never oversell them, and always be there for them when a member needs the company. The company was originally established to serve current and former U.S. military officers, but today USAA serves everyone, although not everyone is eligible for every product offered. Once you become a member, however, your children can also become USAA members, and USAA’s loyal customer base now runs into the third generation. The employee culture at USAA is based on a simple idea: Treat the customer the way you’d want to be treated if you were the customer.

			And as for those refund checks? Nearly 2,500 of them were sent back to USAA by grateful customers who told USAA to keep the money and just be there “when we need you.”1

			Imagine for a moment that you run any other bank or insurance company in the United States.

			How will you compete against a financial services institution that customers love so much they sometimes refuse to accept refunds and are loyal into the third generation and counting?

			

			What’s the difference between USAA and the other financial services companies we all know about? Many of those companies, with names familiar to customers around the world, are not bad companies. On the contrary: Their officers are ethical. Their legal departments make sure they don’t break any laws. They issue privacy policies and policy statements of all kinds, and then for the most part they do exactly what they say they’re going to do. And yet none of us—not even the executives of these well-run institutions—could imagine customers refusing to take refunds from those companies. The companies are lucky if a customer keeps doing business for several years, and they don’t even think about multigenerational loyalty. What is the difference?

			Most businesses today consider themselves to be trustworthy, and by yesterday’s standards they are. They post their prices accurately, they try to maintain the quality and reliability of their products, and they generally do what they say they’re going to do. But that’s as far as most businesses go, and by tomorrow’s standards it won’t be nearly good enough. Not even close.

			The fact is that far too many businesses still generate substantial profits by fooling customers, or by taking advantage of customer mistakes or lack of knowledge, or simply by not telling customers what they need to know to make informed decisions. They don’t break any laws, and they don’t do anything overtly dishonest. But think for a minute about the standard, generally accepted way some industries have made money for the past several decades:

			
				• To credit card companies, a marginally sophisticated borrower who can never resist spending, rolls his balance from month to month, and often incurs late fees is considered a most valuable customer. The common industry term for a credit card user who dutifully pays his bill in full every month is “deadbeat.”

				• Mobile phone carriers profit from customers signing up for more expensive calling plans than their usage requires, and from roaming and data services accessed by accident.

				• Retail banks make a substantial portion of their operating profit from overdraft charges and other fees assessed for what are usually just simple customer errors.2 (Many standard bank processes are explicitly designed to encourage overdrafts.)3

				• Some merchandise offered in pop-ups and on late-night TV is worth very little but hooks buyers into paying a little money to have their names and contact information loaded onto a mailing list, which is the truly profitable product sold by the direct marketing company.

				• Even today the overwhelming majority of companies don’t allow customers to post product or service reviews on their own websites.

				• Companies can drive you crazy when they offer you a product and you refuse it, and then they offer it to you again. And pretty soon, again!

			
			Despite the best intentions of good people running companies large and small around the world, is it any wonder that customers don’t trust companies?

			In this book we will show that a lot of traditional, widely accepted, and perfectly legal business practices just can’t be trusted by customers, and will soon become extinct, driven to dust by rising levels of transparency, increasing consumer demand for fair treatment,4 and competitive pressure. A business can continue to try to keep things out of its customers’ sight, but technology now makes it more than likely that customers will still find out, one way or another. Some things that companies, governments, and other organizations never meant for people to know, they will know. Any business that fails to prepare for this new reality will soon be competed out of business by rivals who figure out how to do a better job of earning the trust of their customers.

			Transparency will increase because of technological progress, and progress is inevitable. It cannot be avoided, averted, or slowed down. But what makes this particular aspect of technology so different is the degree to which it will heighten and magnify our connectedness, as people. We are all social by nature. We like being with others, telling stories, whispering rumors, playing games, laughing, entertaining, and being entertained. We like to share ideas, get feedback, discuss nuances, and sharpen our own thinking with other people’s perspectives. We even look to others in order to know what our own true feelings should be. Being social is an essential ingredient of human nature. The term “antisocial” is an indictment, implying that someone is unfriendly, cold, or misanthropic. If you’re antisocial, something’s wrong with you.

			As important as our social nature is, however, social media and other interactive technologies have injected it with steroids. Before our very eyes, we are being transformed into a dynamic and robust network of electronically interconnected people in a worldwide, 24/7 bazaar of creating and sharing, collaborating, publishing, critiquing, helping, learning, entertaining, competing, and having fun. The volume and speed of our interactions with others grow in lockstep with Moore’s law,5 which specifies that computers will get about a thousand times more powerful every fifteen to twenty years. But this also means that every fifteen to twenty years we will interact a thousand times as much with others—by voice, phone, text, e-mail, status update, and other means we don’t even know about yet.6 The steady march of technological progress brings us steadily better devices, better online tools and platforms, and better mechanisms for managing. What it adds up to is more interactions that are faster, cheaper, and more convenient. At this rate we are destined to interact everywhere, all the time, with anyone anywhere.7,8

			You’ve probably observed this yourself. It’s been hard to miss. If you’re a baby boomer, just think about how your own interactions with friends, family, and business colleagues have increased over the years, as the tools to connect have been increasingly computerized. How often did you send out pictures of your friends or your kids or just interesting tidbits to friends or family members before Facebook? And how often did you keep up with your old high school buddies? Remember life before cell phones? How about before e-mail? If you are in your teens or twenties, you can’t even remember what business communications were like before fax machines, when letters were often dictated to a secretary, who used shorthand, typed it out, and then sent it with stamps through snail mail (or to foreign countries via cable). Once upon a time, “phones” were just landline phones, without voice mail or answering machines or texting.9

			We have all been living through this revolution in communication and interaction. But while we are often fascinated by the rapid innovations we encounter, it’s easy to overlook the broader, more general implications of these new technologies. Technology has now changed the landscape of competition so much that a new, more extreme form of trustworthiness will be required in order to be successful. Simply doing what you say you’re going to do and charging customers what you say you’re going to charge them will no longer be sufficient. Instead, businesses will be expected to protect the interests of their customers proactively—to go out of their way, to commit resources, and to use their insights and expertise in such a way as to help customers avoid making mistakes or acting against their own interests simply through their own oversight.*

			We’ve coined the term “trustability” to encapsulate this new form of Extreme Trust, and what we mean by trustability is very simple: “proactive trustworthiness.”

			
			
		

	
		
			Chapter 2

			Trustability: A Higher Form of Trustworthiness

			Although most businesses and other organizations operating today think that they’re already customer-centric and that they are basically trustworthy, their customers would disagree. How is the customer service at your organization? Seventy-five percent of CEOs think they “provide above-average customer service,” but 59 percent of consumers say they are somewhat or extremely upset with these same companies’ service. In one infamous study reported by Bill Price and David Jaffe, 80 percent of executives thought their companies provided superior customer service, but only 8 percent of the customers of those companies thought they received superior customer service.1

			Being trustworthy is certainly better than being untrustworthy, but soon even trustworthiness won’t be sufficient. Instead, companies will have to be trustable.

			For instance, is your company careful to follow the rule of law? Do you train your people on your company’s ethics policy in order to ensure compliance? That’s admirable, of course, and it’s exactly what any trustworthy company must do. But a trustable company would go further:


				• Rather than merely following the rule of law, a trustable company will follow the Golden Rule toward customers and build its corporate culture around that principle.

			
			Does your company try to do what’s best for the customer whenever possible, balanced against your company’s costs and financial requirements? That’s great, but a trustable company:

			
				• Designs its business model purposely so as to ensure that whatever’s best for the customer is financially better for the firm, overall.

			
			In every aspect of a company’s business practices, the difference between trust and extreme trust should be obvious, once we accept the fact that trustability means proactively watching out for customers’ interests.

			While a trustworthy company fulfills all its promises to customers and does what it says it will do, a trustable company:

			
				• Follows through on the spirit of what it promises by proactively looking out for its customers’ interests.

			
			While a trustworthy company manages and coordinates all brand messaging to ensure a compelling and consistent story, a trustable company:

			
				• Recognizes that what customers and other people say about the brand is far more important than anything the company says about itself.

		
			While a trustworthy company uses a loyalty program, churn reduction, and/or win-back initiative to retain its customers longer, a trustable company:

		
				• Seeks to ensure that customers want to remain loyal because they know the firm watches out for them and acts in their interest.

			
			While a trustworthy company focuses on quarterly profits as the most important, comprehensive, and measurable KPI,* a trustable company:

			
				• Uses customer analytics to balance its quarterly profits against changes in its customers’ long-term value.

			
			Trustability is a higher standard than mere trustworthiness.

			Rather than simply working to maintain honest prices and reasonable service, in the near future companies will have to go out of their way to protect each customer’s interest proactively, taking extra steps when necessary to ensure that a customer doesn’t make a mistake, or overlook some benefit or service, or fail to do or not do something that would have been better for the customer.

			Although most of today’s successful companies are certainly trustworthy, the vast majority of companies today would certainly not be considered trustable.

			Trust, yes, but Extreme Trust? No.

			A company might be scrupulous in its ethics, completely honest in its brand messaging, and highly involved in tracking its customer satisfaction, but will it be proactively watching out for its customers’ interests? If it wants to succeed in the Age of Transparency, yes. Because we will all be more and more interconnected—never less—we will live in an increasingly transparent world, and trustability is the only competitive response a company can have. Trustability is not a fad. It will outlive all of us and our children.

			An affluent friend’s wife realized one day that the credit card her husband had been using for three years carried no bonuses—no miles, no points, no cash back. (Scott Adams’s Dilbert would have referred to him, despite his many talents, as a member of “the stupid rich” market segment.) Since he charged over $50,000 a year on this one card, the couple had forfeited significant benefits. The wife called the large, well-known issuing bank and complained, pointing out that since our friend was classified as a “private client” his relationship with the bank was supposed to get a regular review. The client manager who took her call explained that the card did carry a benefit—a very low APR/interest rate. “So what?” the wife shot back. “Check your records. He pays off the entire balance every month. He doesn’t even need a low APR.” So they answered with what they thought was a surefire defense of their behavior: “Well, this is the card he picked out.” The wife’s reaction? “Not good enough!” Her point? He just grabbed any old card one day to get out of their office as fast as he could; if this bank couldn’t be trusted to make sure he’s carrying the right credit card, then they can’t be trusted with any banking and investment oversight for him. The wife has since closed out all their accounts and moved everything to a bank where she believes the company would rather have a legitimate long-term customer than a little short-term cash. The couple has never heard from the old bank, where her husband had been a customer for over two decades.

			
			
		

	
		
			Chapter 3

			How Businesses Will Practice Proactivity

			What would it really mean for a business to be “proactively trustworthy,” rather than merely “trustworthy”?

			Even though it might be highly disruptive as a competitive strategy, it isn’t overly difficult to imagine how trustability would operate in any given business category. We only need to put ourselves in the customer’s shoes. To drive it home for real, let’s drill down to what it would mean for one specific business. We’ll come back to explore other types of businesses in future chapters, but for now let’s just explore what trustability would mean for a mobile telephone carrier.

			•   •   •

			How Mobile Phone Companies Operate Today. The typical mobile carrier today is not very proactive about protecting the interests of its customers. Verizon Wireless, for instance, used to sell many of its smartphones with buttons that could easily result in connecting to the Internet unintentionally, generating a per-usage data charge of as much as $2 at a time. After an FCC investigation, the company installed a “landing page” for users accessing the Internet—so if you do push a button by mistake you can cancel the transaction before incurring a fee. Even with this change, however, many users continued to find mysterious data charges on their phone bills. If someone “never” uses the Internet from their mobile phone because of the cost, for instance, then why would they have incurred these charges, except by mistake?

			According to the New York Times, the company seemed to be charging customers for their mistakes intentionally, in full knowledge that the charges were erroneous. This, at least, was the allegation leveled by one of Verizon’s own customer service reps, in a communication with one of the newspaper’s reporters. Verizon’s phones had a feature that allowed users to block accidental Internet access altogether, but according to this employee the company had instructed its reps not to inform customers about this feature unless they specifically asked about it! And the company went to some effort to ensure that refunds were only grudgingly given, if at all, covering a maximum of a single month of erroneous charges.

			Now think about this for a bit, because the truth of the matter is, even if all these allegations are 100 percent true, Verizon did nothing illegal or even technically “untrustworthy.” It isn’t cheating a customer to charge them what you say you’re going to charge them when they themselves use their very own fingers to press a button that makes it happen. It isn’t technically a violation of trust simply to refrain from telling a customer how to avoid making mistakes with your product. So why was this employee so upset? Because even though the company wasn’t proactively deceiving customers, it wasn’t proactively protecting their interests either. Verizon was trustworthy, in the old-fashioned sense, but not trustable, the way companies have to be in the Age of Transparency. No Extreme Trust here.1 In many ways, we like what we’ve seen in Verizon’s approach to building customer value. There are a lot of executives at Verizon working hard to exhibit goodwill and competence. So this story about making money on customer mistakes disappointed us.

			Untrustable policies proliferate at today’s mobile carriers in many other ways, some not so insidious. A few years ago we did a consulting project for a large wireless phone carrier, for instance. The company’s executives wanted their firm to be more trustable with consumers, and a number of initiatives were identified to help achieve that objective. But just to be sure the company wasn’t overlooking anything, an e-mail was circulated to all employees and frontline staff asking them to help identify any additional untrustable policies or practices to be addressed. To the great surprise of the company’s executives as well as our own consultants, all of whom thought the firm was already operating with its customers’ best interests at heart, several hundred employees replied to the e-mail, identifying dozens of additional issues, such as:

	
				• Poor network quality sometimes caused dropped calls and lost data, and while the carrier was working hard to improve quality, it also needed a better system for helping customers get either compensation or at least sympathy for bad experiences.

				• Very few people at the company paid attention to the refund and return policy, because refunds and returns on new phones are obviously not a high-priority marketing transaction. As a result, however, no one understood the policy well, it was too complicated for customers, and it often became a source of conflict, all but invisible to the company’s executive team.

				• Customers often incurred roaming or data charges without knowing how or why, and there was no proactive initiative to inform customers regarding how these charges had been incurred.

				• Marketing offers often implied a “free” service or a very low price when in fact there seemed to be a roadblock to fulfillment, such as a complicated mail-in rebate or the low price applying only under very special conditions.

				• Customers like interacting with the carrier’s call center reps (high satisfaction scores), but the reps regretted that once they logged a complaint or an issue, they never found out what eventually happened to the problem or the customer, because there was little or no follow-up.

			
			The large number of participants and their sheer enthusiasm for the company’s trustability initiative indicated deep-seated support within the company’s employee base for turning the already-good company into an even more trustable operator. Everyone is a customer, after all, and everyone wants to work for a company that doesn’t take advantage of customers, just because they can, or because customer expense and inconvenience aren’t important enough to them to worry about.

			•   •   •

			How a Trustable Mobile Phone Company Would Operate. Within an environment of smartphones and increasingly capable wireless services, the charges a mobile carrier assesses can be complex, and complexity presents a tempting opportunity to take advantage of customers. It might involve allowing customers to incur unintended data charges, or it might be failing to put a customer on the most beneficial or cost-efficient calling plan for their usage patterns. Or it could result from simple neglect (categorized as incompetence): If a customer is due to get a new phone at the end of his two-year contract, for instance, but doesn’t notice when a period of two years elapses, a trustable mobile phone company would proactively remind him and invite him to come in to choose a new one. However, most mobile operators do not, preferring to “let sleeping dogs lie,” and continue to collect on a fully paid-up contract while waiting for the customer to request an upgrade for some other reason.

			A genuinely trustable telecom operator would proactively assign customers to the most economical calling plans automatically, based on their calling, texting, and data usage. Very few operators do this today, however, and those that do often use it as an excuse to extend a postpaid contract.

			We confidently predict that this will soon be a widely accepted “best practice” in the mobile category, as carriers proactively assign the most economical calling plans to each of their customers, even crediting customers with refunds where appropriate. Already, mobile companies in crowded retail markets around the world are trying to position themselves as more trustable in order to gain a competitive advantage.

			Immediately after the publication of Extreme Trust in hardcover, for instance, Vodafone Turkey launched a “Customer Bill of Rights” program designed to do exactly that. The company assures its customers that it will always act in their interest, whether that involves proactively assigning a customer to the right calling plan or counseling a customer on how to spend less for messaging and roaming.

			Other mobile companies (and some other subscription-based businesses) have started sending e-mails or making outbound calls to customers at bill-paying time to remind them of the upcoming payment deadline. AT&T calls at least some of its customers before the due date by which a late fee would be assessed. A friend of ours reports having received one of these proactive service calls, and said: “Experiencing this was pretty nice. I personally feel that AT&T is looking out for me by doing this. They’re building customer trust.” So at least in this arena, AT&T is not one of those me-first companies, always trying to fool customers out of their money.

			A trustable telecom operator would almost certainly have an unconditional money-back guarantee available to cover any and all customer complaints. In the same way today’s best online merchants offer unconditional refunds, tomorrow’s telecom operator will use such a policy to ensure that customers always receive the service they expect.

			And since genuine trustability requires being completely transparent, if a customer is about to subscribe from a home or business address prone to poor network coverage or slow broadband connectivity, a trustable telecom company would advise him or her in advance of this weakness in its offering, perhaps providing a discount or other benefit until such time as service in the customer’s home area is improved. After all, with today’s online tools it won’t take a new customer any time at all to have the flaws in a company’s system pointed out by other customers, so the best strategy for a mobile carrier with a weakness in its offering is simply to communicate frankly about flaws and weaknesses in advance, as a way to inspire customers that they can have confidence in the company’s suggestions and recommendations.

			Mere trustworthiness, fine until now, will no longer be enough to compete with companies that have figured out how to be genuinely trustable. Our goal is to help you build a solid plan for succeeding in the Age of Transparency. The question we’ll be examining shortly is this: How much more would a customer be willing to pay to do business with a mobile carrier he considers to be trustable?

		

	
		
			Chapter 4

			Why This Book Is Different from Others You’ve Read on “Trust”

			Everybody’s talking about “trust” these days, and many use the term as a synonym for what we might call “reputation,” or “regard,” or “popularity,” or “familiarity.” Brand equity like this is valuable and worth pursuing, but it’s not the same as “trustworthiness,” any more than fresh paint and a freshly mown lawn reveal whether or not a house has a solid foundation.

			Some of the best books on business and personal relationships have been written on the broader subject of trust. These books—even just the really good ones—are too numerous to mention here, but we do want to acknowledge the works of Stephen M. R. Covey, Charles H. Green, and a host of others, and we suspect you’ve read at least some of them. We also appreciate the work done by the Edelman Trust Barometer1 and Bruce Temkin, who keep the discussion bubbling and centered. In this book we will focus on why simple trustworthiness is no longer sufficient, and why a more extreme form of trust—trustability—will soon be the new standard by which consumers measure the businesses and brands they buy from. And then we’ll talk about how companies must respond to this demand, if they want to remain competitively viable.2

			For the most part, the business authors who’ve written about trust in the past have developed their own taxonomies to catalog the various elements that make up trustworthiness, ranging from dependability and reliability to honesty and authenticity. In synthesizing these ideas and joining them to our own, we’re going to suggest that the most direct way to think about trust is in terms of a combination of good intentions and competence. In other words, being trustworthy requires:

			•   •   •

			Doing the right thing. And doing things right.3

			Peter Drucker referred to doing things right as “management.” (That’s the competence piece.) Doing the right thing? He called that “leadership,” and that’s the piece that’s all about good faith, playing fair, and best intentions.4 We’ll be talking a lot more about these elements as the book progresses, as well as about a new way to think about what it means when a company creates value—and how that drives the need for Extreme Trust. Mostly, if you want to succeed, you will need your customers to see you as reliable, dependable, credible, helpful, respectful, open, responsive, and honest. Whether you’re any of these things or not, they’ll still be telling their friends about you. You’ll succeed when you generate ease of mind in helping your customers succeed.

			
			Ultimately, our goal is to help you figure out how your business should adapt, as technology inevitably ushers in an age of extreme transparency. Extreme Trust is our answer. Being proactively trustworthy. Treating your customers just the way you would want to be treated if you were in their shoes.

		

	
		
			Chapter 5

			As Interactions Multiply, Trust Becomes More Important

			Trust has always been touted as important, certainly. But one of the most important implications of a more highly interconnected world is the increased level of trust and trustworthiness we expect from others. The fact is that trust is becoming a more essential attribute of human culture, for several reasons, as people connect with one another more efficiently. First, of course, is the simple fact of transparency. The more interacting we do, the more transparent things will inevitably become. From WikiLeaks and the Arab Spring1 to a cable TV repairman asleep on your couch2 or an airline’s luggage handlers mistreating bags,3 people will find things out.

			It’s important, however, not to confuse transparency with trustworthiness itself. Transparency increases the importance of trust because if something can be transparently exposed to the light of day without causing undue embarrassment then it must be considered inherently trustworthy and ethical. On the other hand, the reverse is not true. Keeping a secret might be valid for reasons of discretion, privacy, or competition, and not exposing everything all the time does not necessarily imply unethical or untrustable behavior. Businesses and governments have legitimate reasons for keeping secrets, and often these reasons are even enforced by laws and regulations. If your marketing department, for instance, were to voluntarily release its confidential pricing plans for a new product, tipping off your competitors, your executives could be jailed for collusion.

			But this doesn’t change the fact that the world is becoming more transparent and that this is raising the stakes when it comes to trying to keep secrets!

			
			Transparency increases the cost of hiding the truth. More efficient interactivity exposes truths that used to be inexpensive to hide.

			

			Take a look at www.megafood.com. In the often-criticized food supplement industry, MegaFood not only encourages customers to leave candid comments for each other but also features live camera feeds 24/7 in each of the stages of the manufacturing process; you can watch the product being made.

			In addition to the issue of increased transparency, trust also plays an important role in helping people deal with the burden of information overload. We are all inundated with a cacophony of messages, information, data, and opportunities to engage with others. For most of us, trust is one of the most important filters for deciding what messages or interactions deserve more of our attention. Which messages are from the most trustworthy sources? Which interactions involve the most trustworthy people? Which e-mails are likely to affect us the most or to contain the most reliable, useful information? How can we make sense of the flood of information being unleashed by technology, and how can managers make better decisions by deploying more reliable and trustworthy tools and analytical capabilities?

			However you look at it, trust is probably the single most important ingredient in any personal interaction or relationship. After all, if what you learn from someone else can’t be trusted, then it’s not worth learning, right? And if you want to have any kind of an influence with others, then what you communicate to them has to be seen as being trustworthy. Short of threat of job loss or brute force, in fact, being trustworthy is the only way your own perspectives, suggestions, persuasive appeals, or demands can have any impact on others at all. Whether you’re telling or selling, cajoling or consoling, what matters most is the level of trust others have in you.*

			So the technology steroids that are now supercharging our social nature are also supercharging our expectations for trustworthy behavior in others. Moore’s law is not just driving technology; it is driving the trust we demand from friends, relatives, bosses, colleagues, sales reps, or spokespeople. It should be no surprise that every single business how-to book on dealing with social media emphasizes the importance of participating in an honest, transparent, and straightforward way.4

			
			Transparency may be the most disruptive and far-reaching innovation to come out of social media.

			PAUL GILLIN, THE NEW INFLUENCERS5

		

			The penalties for untrustworthy behavior in a highly interactive and transparent business world will be severe and immediate—loss of credibility, for one, and the loss of social or economic value—while the benefits of sharing, collaborating, and cooperating in a more trustworthy way can be immense. The end result is that the more interactions we all engage in, the more trust will be demanded. The more social we are, the more trustworthy we must be if we want to participate credibly. Because everybody can now hear from everybody, the only ones who will be heard will be those who are trusted by somebody.

			Every organization and business requires people to make decisions and to carry out policies. Employees are people. They are social, like you, and they have empathy. They can be outraged at untrustworthy behavior. Sooner or later, outrageously untrustworthy behavior on the part of any organization is likely to be “outed” by an employee of that organization. And there are literally dozens of websites available to air such outrage—just try Googling “whistle-blower.”

			The truth is, most real businesses don’t abuse customers’ and prospects’ e-mail addresses or mobile phone numbers. They don’t violate their customers’ trust like this for reasons that have little to do with the patchwork of regulatory restrictions enacted over the last two decades. In the transparent world we live in, this sort of behavior would inevitably be exposed. So except for rapacious and disreputable fly-by-night marketers, companies refrain from doing these kinds of things at least partly because they would be found out. Even if there were no regulatory penalty at all, to be found abusing any person’s contact details would immediately tarnish a company’s reputation.

			But even more important, it is in a company’s own economic self-interest to be trustworthy. Companies cannot simply ignore the reputational damage they would do to themselves if they were to resort to spamming or rampant telemarketing, and as interactivity accelerates, and trustworthiness becomes even more important, it won’t just be spamming that damages a reputation.6 Untrustworthy activities will cause genuine economic harm to a business, and its cost is likely to dwarf whatever short-term profits a business might have been able to generate. We’ll take up the economics of trust later in the book, so stay tuned. Because while economics may not be everything, when it comes to operating a profit-making company with a payroll to meet and shareholders to satisfy, it’s almost everything. It’s extremely important to realize, therefore, that while acting in a customer’s interest will often require a company to incur a short-term cost, it will nearly always be economically beneficial for the firm in the long run.

			The security and stability of your life depend on people and things you can depend on. Trust is an important part of that: people and groups with whom you don’t feel you have to watch your back all the time. Whether it’s a true friend, the regular guy behind the deli counter at your local grocery store, your high school teacher who helped you get into college, your buddies at the club, your business partner, your spouse, your parents, your kids—if you’re lucky, they’re not just trustworthy; they are trustable. Someone who is truly on your side has your interest at heart, takes your perspective, won’t manipulate you into doing something that you wouldn’t want to do, and doesn’t stay quiet while you mistakenly hurt your own interest or forget to do something important to protect it. A true friend empathizes and watches out for you. That’s what trustability is.7

			Honesty, transparency, empathy—all the qualities anyone would associate with a true friend, a business will also need to demonstrate, just to stay in business.

			It has never been possible to succeed for long with a business that offered substandard product quality or uncompetitive pricing. A business might generate extra profits for a brief period by cutting back on quality or raising prices above the norm, but as customers acquire the information needed to compare one company’s offerings with others, it is inevitable that lower-quality, higher-price companies will lose out to higher-quality, lower-price competitors.8

			One of the hallmarks of any free-market economic system is that price and quality information are conveniently available to all customers. Until recently, however, information about a company’s service reputation, or about the overall customer experience at a firm, was not as conveniently available. Social media and mobile technology have revolutionized this, allowing customers quick and easy access, 24/7, to what other customers are saying about a brand or a business.9 Other customers’ opinions on all aspects of their relationship with a company are widely available online, and growing even more available at the speed of Moore’s law and unprecedented interconnectivity. “Facebook” became the new hot topic, surpassing even “sex” as a search topic on Google.10 And one key part of any company’s overall service reputation has to do with whether it can be expected to act in the customer’s interest. Is the firm really trustable?

			Whatever your company does, good or bad, will be spread at Internet speed:

		
				• Everywhere (“online” is ubiquitous)

				• Immediately (news travels fast)

				• Permanently (not enough lawyers on the planet to take stuff off the Net)

		
			The Screen Actors Guild (SAG-AFTRA11) standard contract for assigning rights binds actors and studios to terms that cover “all media current or yet to be invented, on earth or anywhere in the universe.” And anywhere in the universe your company does business, the degree to which you respect your customers’ interests will now be every bit as visible to customers and prospective customers as your address, your credit rating, and your product’s pricing and quality.

			
			
		

	
		
			Chapter 6

			Basic Principles of Trustability in a Business

			
			If you want your business to be trustable, and to succeed in a more transparent, hyperinteractive world, then you had best commit these three basic principles of Extreme Trust to memory:

			•	Do things right. Be competent. Manage the functions, processes, and details right in order to make it easy for customers to do business with you. And pay attention to the customer’s experience, not just the company’s financial performance.

			•	Do the right thing. Ensure that the way your organization makes money aligns with the needs and best interests of your customers. You can’t be trustable if you’re entirely focused on the short term. Customer relationships link short-term actions to long-term value.

			•	Be proactive. Knowing that a customer’s interest is not being well served but not doing anything about it is untrustable. Not knowing is incompetent.

		

		

	
		
			Chapter 7

			The Trustability of Things

			While visiting a website is easy to understand as an interaction with a company, the truth is that all sorts of physical products today are being embedded with information and decision-making capabilities. Scientists and others call it “The Internet of Things.” Information technology is permeating our existence. When a car beeps as you shut the door, reminding you that your keys are still in it, is that any less representative of the carmaker’s intentions than when software prompts you to avoid a mistake in ordering something on the Web? And why shouldn’t a refrigerator, or a microwave oven, or even a cordless drill prompt you to remember that the warranty period expires in thirty days?

			Obviously, when you speed down the highway at fifty-five miles per hour in your car, it goes without saying that you trust the product to keep you safe. That’s what a competent product should do.

			But trust involves more than competence, more than simple product quality or good execution. Trust also implies that the entity being trusted also has good intentions. Although good intentions are a distinctly human attribute, residing solely in the human mind, we still evaluate the actions of companies and organizations as if they had minds of their own, with good or bad intentions. We observe a company’s actions the same way we would observe a person’s actions, and then we decide for ourselves whether these actions evidence goodwill or not. In effect, we evaluate the actions of a company as if they had been organized by some person, and then we try to infer that person’s intentions.

			So when iTunes reminds you that you already purchased a tune you were about to buy, or when Amazon reminds you that you already bought a particular book, even though these reminders are completely automated and there’s no human being typing out the keystrokes to protect you from making a mistake, we still see the message as an indication of the company’s good intentions. This is the Trustability of Things.

			None of this means, of course, that people aren’t involved. Of course they are. Software doesn’t spring into existence by itself, after all. In effect, the people responsible for programming how these websites respond to customer interactions have created a set of rules designed to protect individual customer interests. The programmers, or the people who directed their efforts, clearly had good intentions toward you.

			The company has simply automated these intentions.

		

	
		
			Chapter 8

			“You’re Gonna Need a Bigger Boat”

			That’s what actor Roy Scheider said in the movie Jaws as he got a good look at the immense size of the shark they were dealing with. And it’s our advice for businesses now grappling with the rising importance of trust. You’re gonna need a bigger boat. Earning and maintaining your customers’ trust is a much bigger issue than you thought.

			The demand that future customers will make for genuine trustability in the companies they deal with will have a dramatic impact on the structure, operation, and management of businesses. Businesses will need to think much more clearly about balancing their short- and long-term economic interests as they seek to maintain their own level of trustability. Untrustable businesses squeeze every last penny out of each immediate financial period, while trustable ones recognize that customer trust is a highly valuable—and measurable—financial asset, so they place more emphasis on balancing the short-term revenue from customers with the long-term value of their customers, their brands, and their reputation in the marketplace. The problem is that a great deal of money today is being made by not respecting customer interests. So the economic consequences of trustability are not going to be trivial.

			Companies will also have to figure out how best to acknowledge and accommodate the spontaneous, user-generated customer communications that are likely to become the principal “voice” in the marketplace for any brand. Advertising and sales pitches are low on trustability, while collaboration and relationship building are more
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