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			Praise for I Love You More Than My Dog

			“If you are dedicated to a cause that you feel could make the world or a town or an organization or even yourself a better place/person and want some commonsense, practical approaches as to what causes people to believe in you and to want to tell your story, then I Love You More Than My Dog is a MUST READ!”

			—Colleen Barrett, president emeritus, Southwest Airlines (from the Foreword)

			“If you want to be a business that is defined by not only how many new customers you acquire, but also the number you keep and how passionately they help spread the word, then I highly recommend reading this book!”

			—Tony Hsieh, CEO, Zappos.com

			“Jeanne Bliss has written the right book at the right time. She identifies the key decisions that lead to great customer experiences. I recommend that all executives interested in customer experience read this book and pass it on inside their company.”

			—Bruce D. Temkin, vice president and principal analyst, customer experience, Forrester Research, Inc.

			“Now more than ever, successful companies must have a deep-rooted passion for and commitment to delivering the utmost in customer service—there’s no other option if you want to stay afloat in this day and age. Adopting Jeanne’s five decisions will ensure your customers ‘do a little dance’ every time they interact with your brand.”

			—Kip Tindell, chairman and CEO, The Container Store

			“I simply love Jeanne Bliss’s book. You must read it if you have made business decisions to ‘hug’ or ‘love’ your people and customers.  Her five simple, insightful steps will ensure you and your team extraordinary, superior customer service. She skillfully writes a fun, easy-to-read book that should become a new bible in this field.”

			—Jack Mitchell, CEO, Mitchells / Richards / Marshs and author of Hug Your Customers and Hug Your People

			“I know you’re reading these endorsements to see if you should buy this book. I say buy it! But most importantly, apply this book, and you too can become what Jeanne calls ‘a beloved company,’ one in which employees and customers alike love.”

			—John Christensen, coauthor of Fish! and CEO, ChartHouse Learning, Home of the Fish! Philosophy
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			Foreword

			Frankly, when I read Jeanne’s draft of “I Love You More Than My Dog” the first time, I was somewhat jealous that she had put her thoughts on paper before I’d had a chance to do so. With very few exceptions, almost every thought, every lesson, and every summary could have been about the beloved company for which I carried the customer service torch for close to 37 years (I retired in July 2008).

			The second time I read it, I thought, Geez, Louise, this woman shares my long-held belief that intangibles are more important than tangibles, and she instinctively and intuitively “gets it” that Golden Rule behavior must be a way of life for organizations to be successful—as opposed to the “program of the week” to win over customers.

			I wholeheartedly subscribe to Jeanne’s conclusions about what it takes to earn extraordinary customer loyalty; and through the five decisions that she has selected and the real-life stories she tells about real-life companies, she will convince the skeptics that even they have reason for reading this book. I also share the thought that your collective decisions tell the story of who you are, albeit a person, a business, or an organization; and that to earn the respect (and eventually love) of your customers, you first have to respect those customers. That is why Golden Rule behavior is embraced by most of the winning companies/organizations Jeanne has covered in her easy-to-read and enjoyable book.

			In all honesty, I haven’t found myself nodding my head in agreement as often to the delightfully simple (but powerful) thoughts expressed in a book since I read Atlas Shrugged by Ayn Rand back in 1962! I believe in this book! I believe that Jeanne has captured the spirit, dedication, and passion for causes to which the companies she has highlighted are so totally committed, and I would enjoy the opportunity to meet every person she has told us about in this fun book. We would have a great campfire session telling marvelous exemplary customer service stories and I bet we would laugh and cry over many of them. I found Jeanne to be a kindred spirit and I’m sure I would feel the same way about most of the people she profiles in this book.

			If you are looking for a dry, drab college textbook, or a book where you have to look up every other word in the dictionary to understand what is being said, “I Love You More Than My Dog” is not for you. If you are dedicated to a cause that you feel could make the world or a town or an organization or even yourself a better place/person, and you just want some commonsense, practical approaches as to what causes people to believe in you and to want to tell your story, then “I Love You More Than My Dog” is a MUST READ. I’d be willing to bet that you will find yourself nodding over and over in agreement with the conclusions that Jeanne draws, and I double bet that you will read the book more than once and share it with many of your friends. Enjoy!

			Colleen Barrett

			President Emeritus, Southwest Airlines

			February 9, 2009

		

	
		
			Introduction

			This book is about earning the right to have customers tell your story. When you make decisions that respect and honor customers, you will earn their admiration; eventually even love. Then customers will begin to grow your business for you.

			The title of this book, “I Love You More Than My Dog,” is a reminder that people are bound by emotion to the things they love. They are bound by emotion to behaviors they love. What binds dog lovers to their pets is the constant devotion they receive from them: a warm welcome, caring nature, and selfless actions. All character traits we value in people, especially when we come across them in business.

			When customers love you, they’ll not only turn to you when a particular product or service is needed, they’ll turn to you first, regardless of the competition. They will tell your story, forming an army of cheerleaders and publicists urging friends, neighbors, colleagues, even strangers to experience your company. The accolade “I love you more than my dog” is a high aspiration. What customers say about the companies they love gets pretty close to that sentiment. The endpapers of this book are filled with comments made by customers proclaiming their love for companies and the people in them. At Yelp, Facebook, Epinions, Twitter, chat rooms, and hundreds of other Web sites every day, people are not bashful to tell stories about how they feel when they are treated well. Customers who love you won’t be able to stop raving about you. But you have to earn the right to their story first.

			So many companies want to know “How can we get there?”—“How do we achieve a state of being loved that way by customers?” The answer is this: the decisions you make will take you there. Making the five decisions in this book will help you to earn the right to have your story told. They will drive the behaviors customers love.

			Are Customers Saying They Love You?

			This book is organized to take you on a journey to discover the story of your company being told by customers in the marketplace, as defined by your decisions. It will help you to understand what you are telling customers every day about who you are and what you value because of the actions that come from your decisions. And it will help you adjust your course if your course needs changing.

			Moving through the five decisions commonly made by beloved companies, the chapters are filled with examples, both hard and not so hard, that these companies have made. After each profiled decision are questions to challenge you and your organization, to help you reflect on how you would make that decision inside your organization.

			Like most of the best leaders I’ve met in my life who asked more questions than they gave answers, I planned this book to be a reflective journey, so that you can gain a greater understanding about what helps or hinders your bond with customers. Rather than giving you a “one size fits all” solution, my goal was to provide you with the right questions to evaluate and understand your business from your customers’ point of view. These questions will lead you to answers best suited for your business, for your people, and for your customers.

			What you will find as you traverse this book is that the inside of the clock—the inner workings behind the scenes—is different in the beloved companies. The intent and motivation steering their decisions inspire acts that bond customers to them. To move toward becoming a beloved company is to rethink how you make decisions. Helping you reconfigure how your company makes decisions that impact customers is what I want to provide you in this book. It is one of the best ways I know to help you become beloved.

			You can use this book to ask yourself, “What do our decisions say about who we are and what we value?” Use it to understand the intent and motivation behind your decisions today and how they compare to those which resonate with employees and customers: ones that drive their growth and prosperity. And use this book to make a choice. Show your customers you deserve their business by deciding how you will run yours.

			Use This Book to Make a Choice. Make an Active Decision About How You Will Run Your Business.

			A great privilege of my professional life is to have been a part of turning the wheels behind some of the most beloved decisions in retailing. Fate delivered me to Lands’ End and the Wisconsin farmlands in 1983 as the trainer and confidante of the Lands’ End phone reps who took customer orders and served them. Within a year of my arrival, founder Gary Comer invited me to report to him and the company’s executive committee. Gary described my job as nurturing the “conscience” of the company through the decisions we made as we grew. During this time, the catalog industry was in its infancy. We experienced 20 to 30 percent growth per year, and the company’s passionate stand was that long-term growth was dependent on retaining our strong emotional connection with customers.

			Clearly the world and Lands’ End have changed since I was there. However, the lessons that built that business travel with me wherever I go. Our decisions revealed our values. Our actions that came from those decisions revealed who we were as people. They told our story. And that story pulled employees and customers toward us. Those uncommon decisions fueled our growth. They drove actions that made us so beloved that we assembled a “Correspondence Corps” of over 200 employee volunteers to answer all the “I love you, Lands’ End!” mail we received each month. Our “moment of greatness” was being able to make the decisions that allowed those uncommon actions to occur.

			There are many decisions we made during that time that nudged Lands’ End along to becoming a beloved company. Here is one decision that especially impacted all of us there because of the intent and motivation behind it, and because of the humility that accompanied its delivery. It gave me faith that business leaders can gracefully blend commerce with their humanity.

			In 1989, after many prosperous years, founder Gary Comer decided to personally thank the people of Lands’ End for helping him build the business. When customers described Lands’ End and why they loved the company, their most frequent comment was “The people who take care of me at Lands’ End make me love you.” So Gary decided to thank the people who made such an impact on customers that the company grew and prospered. He took $10 million out of his own pocket and built an employee health club that rivaled the best of any in the world. Constructed on the Lands’ End campus, it was a gift to our well-being. It was Gary’s tribute to our collective decisions that built the business. It was a love letter in the form of a building.

			For Gary, the intent behind his decision to build that health club was to give back to the southwestern Wisconsin people who had become the face and personality of Lands’ End. How they interacted with customers, how they cared—the decisions they made—set Lands’ End apart for customers and made it grow. As the company grew, Comer personally benefited and wanted to take good care of the employees who worked alongside him.

			His motivation for paying for the health club was that he wanted to make the gesture personal—a gift from him and his family to the people of Lands’ End. That’s why Gary funded it out of his own pocket; it was not a corporate expense. Knowing and understanding what guided Comer’s actions—the intent and motivation behind them—is to understand what made them noble.

			The Moment of Greatness Is Not the Action. It’s the Decision That Allows the Action to Occur.

			I close with the story of the dedication of that health club in Dodgeville, Wisconsin, in 1989. On that cold winter day, we trudged through the snow and across the parking lot. Nearly 2,000 of us streamed into the new building. Included in our group were the customer phone reps who began their days at home on their farms at 3 a.m., haying fields and prodding eggs from the underbellies of warm hens before coming to work at Lands’ End. They were the kind voices on the other end of the line when someone called, no matter what time of the day or night. The people we called “pickers” were there. They spent their days pushing gargantuan shopping carts up and down the warehouse aisles, filling them up to complete customers’ orders. And the “packers” were there. They boxed everything up, making sure customer orders got on the trucks and safely on their way. All the behind-the-scenes people were there too—those who worked throughout Lands’ End to make our moments of connection with customers a reality.

			We were all ushered into the pool area of this building commissioned as a gift to us. What happened next will stay in my mind for the rest of my life. Gary Comer, the founder of Lands’ End, calmly asked us all to walk to the tiled wall at the southeast end of the pool. “This center is dedicated to you,” he said, “because it is your passion and love and work that has made all of this possible.”

			“Find your name,” he said. For months, an artist had been at work hand-lettering each of our names onto the tiles covering the wall in front of us. Because we mattered. Because we counted. Because we had achieved something much greater than putting turtlenecks on the backs of millions.

			With each shipment, with each call we took, with each box we packed, a bit of who we were also went out the door. And that struck a chord with customers. Because of who we were as people. And because of the decisions that we made about how to treat our customers. Decisions made by simply treating customers how we’d want to be treated ourselves. As I traced the lettering of my name on one of those tiles, shivers went down my spine. I was a part of this.

			I can still see that tiled wall with all of our names on it. It’s where I got faith that companies have the ability to do the right thing for employees and the customers they serve. It begins with how they make decisions. It’s about the intent and motivation that guide them.

			Use This Book to Guide Your Decisions.Tell Your Story of Who You Are and What You Value.

		

	
		
			1

			Your Decisions Reveal

			WHO YOU ARE and WHAT YOU VALUE

			It’s not hard to make decisions when you know what your values are.

			—ROY DISNEY

		

	
		
			Beloved companies decide differently than everybody else. Acutely aware of how their every action impacts how customers feel and respond to them, they take the time to make purposeful decisions about the contacts they have with customers. Beloved companies make a choice. They actively decide to connect who they are as people with the decisions they make in how they run their business.

			Intent and motivation guiding a decision’s outcome set people—and companies—apart. And that intent and motivation tell a story, about the people behind the decision and about what is important to them. The common denominator among beloved companies is that they consistently find a way to weave their humanity into the way they make decisions. They never lose sight of the people impacted by them.

			Customers admire the beloved companies for how they are treated, not for how they are handled. And they love these companies because of how they feel when they come into contact with them. The language on the packing slip seems as if an old friend wrote it, not a computer. The voice on the other end of the line asks about your mom for whom you’re buying a sweater. And there’s no “corporate” pomp when you walk in the door. How beloved companies make decisions inspires acts that transcend normal business practices to create an emotional connection with their customers.

			Your Collective Decisions Reveal Who You Are and What You Value.

			When you make a decision, it results in an action. And the accumulation of those decisions and actions become how people describe you and think of you. It becomes your “story.”

			What is the story that the collective decisions of your organization are telling your customers, employees, and the marketplace? What’s important to you? Are your decisions reflecting what you intended and what your company stands for? Getting customers to love you begins with how you consider the people impacted by your decisions. You tell customers every day how much you honor them through how you direct decisions in one direction or another. And that’s what they play back to the masses. That’s what shows up on the Internet.

			This book is filled with decisions made by beloved companies of every size and across many industries who earned the right to their customers’ stories. They are called beloved companies because of the emotional attachment customers have to them.

			Common to all of these companies is the concentration, angst, and passion that they put into decision making. Suspending their fear that the dollars and cents won’t come swiftly enough, beloved companies decide to run their businesses with what each of us learned as kids—the Golden Rule. And as a result, as you will see in this book, they grow and prosper. Their customers who love them make them grow.

			The Humanity in All of Us.

			Every day we make a hundred decisions that mark our place in the universe. As individuals, our decisions create the paths of our lives: where we choose to go to school, the person we choose to date, how we decide to deal with adversity and people who do or do not agree with our point of view. All of these things define who we are. They nudge us along to who we become.

			When we are young, we learn the Golden Rule. We wholeheartedly believe in it. We do our best to apply it in our lives. Then we strap it to our backs and take that belief with us into business.

			The Golden Rule we learned as kids is believed to have always existed in some form. One of Homer’s characters in The Odyssey said, “I will be as careful for you as I should be for myself in the same need.” In the sixth century bce, Confucius said, “One should not extend harm to others which one would not wish for one’s self.” The Torah cites, “Love thy neighbor as thyself.” In Islam, Mohammed’s Farewell Sermon delivers, “Hurt no one so that no one may hurt you.” Matthew 7:12 from the Bible gives us “Do to others what you would have them do to you.”

			The decisions we make in our business lives measure the depth of our humanity—our ability to apply that simple Golden Rule. How we choose to correct something that goes wrong, how steadfast we are in delivering the goods, ensuring quality, and giving people what they need to do these things all expose what we value. The actions that tumble from these decisions expose the kind of people we are.

			As we experience companies throughout our lives as both customers and employees, why do we feel so connected to some and distanced from others? Does how we feel about companies relate to our natural desire to follow the Golden Rule? When a company makes genuine attempts to do the right thing, does this draw us to them?

			
				
					“When we are young, we learn the Golden Rule. . . .

					“Then we strap it to our backs and take that belief with us into business.”

				

			

			As it turns out, there is a connection. Donald Pfaff, who heads the Laboratory of Neurobiology and Behavior at Rockefeller University, and is the author of The Neuroscience of Fair Play: Why We (Usually) Follow the Golden Rule, has proven that we are naturally programmed to treat others as we’d like to be treated ourselves.

			We are programmed to care. We naturally want to do the right thing. As employees, we are drawn to companies that allow us to do so. As customers, we become emotionally attached to companies who consider our lives when they make decisions.

			Pfaff’s findings tell us altruism is a hardwired function of the human brain. We take altruistic actions because a neural mechanism leads us naturally down this path. This creates a tendency for serving the best interest of others. It’s our internal wiring for being empathetic—for treating others like we’d like to be treated ourselves. Pfaff tells the story of a man who saw someone fall onto the tracks of a New York City subway. On instinct, he jumped into the well of the tracks, hoisted the stranger onto his back, and carried him to the edge of the platform to be lifted out. Why did he do it? What made him risk his life for someone he did not know? He did what came naturally. His actions were congruent with his instinct to jump in and save the man stranded in the tracks. He was programmed to do the right thing and he did it.

			We take that instinct to do the right thing with us to work, except that instead of jumping onto tracks, we want to exercise our instincts for making decisions that are right for customers and coworkers. Beloved companies let their employees exercise that natural instinct.It’s part of daily decision making to do what’s right. It’s decision making that is enabled, heralded, and celebrated—not challenged, impeded, or stopped.

			
				
					“Congruence of heart and habit form the backbone of beloved companies.”

				

			

			University of Zurich researchers agree that we are “wired” to take the altruistic path. They revealed that a small area in the brain—in the dorsolateral prefrontal cortex, or DLPFC—is responsible for suppressing natural selfish tendencies. It’s crucial to our ability to assess fairness and balance that with our own selfish and materialistic impulses.

			Congruence of heart and habit form the backbone of beloved companies. Consistency of knowing and feeling what is right, paired with decision making that yields to the natural tendencies firing inside us, make these companies beloved inside and out. What drives their decisions is the beating heart. It’s the measure of how much the right cortex of the brain is present around the conference table.

			Congruence of heart and habit enables beloved companies to make uncommon decisions by considering the needs and emotions of customers. In Pfaff’s research, the man who jumped onto the subway tracks took an altruistic action because it was done to truly help someone else. The needs of the man who had fallen on the tracks came first. When companies make decisions considering customer needs, often before their own, they do what comes naturally. And that draws customers to them. It creates an emotional bond. It grows their business.

			The Five Decisions Made by Beloved Companies:

			As customers and employees, we crave what the beloved companies deliver. They enable people to decide and act from a corner of their brain that is congruent with doing the right thing. In doing so, they build an organization with energy and spirit that draws customers to them. We naturally gravitate to companies and people with whom we connect in a human and sincere manner. We like their story because it’s the one we strive to live ourselves.

			Here are the five decisions that set beloved companies apart. These five decisions reveal who they are and what they value. They earn the right to their customers’ story.

			DECISION 1: Beloved Companies Decide to Believe.

			“We trust our customers. We trust those who serve them.”

			Inside the beloved companies, they decide to believe. They believe their employees and they believe their customers. And they practice this by suspending cynicism. By deciding to trust customers, they are freed from extra rules, policies, and layers of bureaucracy that create a barrier between them and their customers. And by deciding to believe that employees can and will do the right thing, second-guessing, reviewing every action, and the diminishing ability of employees to think on their feet is replaced with shared energy, ideas, and a desire to stick around.

			DECISION 2: Beloved Companies Decide with Clarity of Purpose.

			“Our iron-clad integrity and clarity guides the direction of our decisions.”

			Beloved companies take the time to be clear about what their unique promise is for their customers’ lives. They use this clarity when they make decisions so they align to this purpose, to this promise. Clarity of purpose guides choices and unites the organization. It elevates people from executing tasks to delivering experiences customers will want to repeat and tell others about.

			DECISION 3: Beloved Companies Decide to Be Real.

			“We have a spirited soul, humanity in our touch, and personality that’s all ours.”

			Beloved companies shed their fancy packaging and break down the barriers between “big company, little customer.” The relationship is between people who share the same values and revel in each other’s foibles, quirks, and spirit. That’s what draws them to each other. But it’s not easy being real; being this transparent with customers takes guts. And only the companies who really know who they are

			DECISION 4: Beloved Companies Decide to Be There.

			
			
			DECISION 5: Beloved Companies Decide to Say Sorry.

			
			
			
				
					
				

			

			
			
			
			
			
			
			
			
			What Story Do Your Decisions Tell About You?

			
			
			
			
			
			This Book Is Your Set of Questions for Understanding the Story of Your Company.

			
			
			
			
			
			The Impact of Being a Beloved Company.

			
			
			They Retain Happy, Engaged Employees.

			
			Customers Are Their Biggest Champions; They Participate in the Business.

			
			Customers Beg for Them to Be in Their Lives.

			
			Customers Swarm Their Openings.

			
			Customers Fuel Their Growth.

			
			Customers Want to Stay in Touch with Them Personally.

			
			Use This Book to Guide Your Decisions. Tell the Story of Who You Are and What You Value.

			
			What Decisions Will You Make to Become “Beloved”?

			
			
			The Decision Is Yours.
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