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PREFACE
NEW TO THIS EDITION
Every Chapter
• Beginning of each section has new Customer Service Interviews with small

service business owners
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• Updated research and statistics throughout chapter
• Updated Key Developments box highlighting developments that impacted

the customer service profession
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• New Trending Now segments added
• Added new information on pay and positions for customer service
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• Updated subhead area Growth of the Service Sector and changed that

header to Changes in the Service Sector
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Customers
• Additional Customer Service Tips
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• Additional Customer Service Tips
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• Updated research and statistics
• Expanded The Importance of Effective Communication section
• Revised Guidelines for Providing Positive Feedback
• Small Business Perspective segment expanded and updated
• Additional Search It Out activity resources
• Updated Collaborative Learning Activities section
Chapter 4
• Interview by customer service industry professional
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• Updated In the Real World chapter-opening case study (American
Express)

• Updated Think About It
• Addition of Words to Live By quote
• Addition of Impact of Masks on Service figure with Dos and Don’ts when

serving with protective masks
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• Updated research and statistics
• Additional Search It Out activity resources
Chapter 5
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Chapter 6
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Chapter 7
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• Expanded Strategies for Preventing Dissatisfaction and Problem Solving
section

• Expanded Causes of Conflict section
• Additional Trending Now section
• Addition of Work It Out 7.8—Recovering from Policy Restrictions activity
• Updated Disaster Planning Initiatives in the Service Recovery Process

section
• Revised Summary section
• Additional Search It Out activity resources
• Revised Face-to-Face activity
Chapter 8
• New In the Real World chapter-opening case study (Chipotle Mexican

Grill)
• New Think About It
• Updated research and statistics
• Enhanced Customers with Disabilities section
• Expanded Trending Now segments
Chapter 9
• Updated In the Real World chapter-opening case study (Zoom Video

Communications Inc.)
• Updated Think About It
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• Updated In the Real World chapter-opening case study (Costco)
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• Updated research and statistics
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CHAPTER FEATURES
AN UPDATE ON A TRUSTED CUSTOMER SERVICE
TEXTBOOK RESOURCE
Welcome to a brand-new look for the top-selling customer
service textbook in the United States. This book has been the top-selling
customer service textbook in the United States for over a decade and won the
2017 Textbook Excellence and the 2020 William Holmes McGuffey
Longevity Awards from the Textbook and Academic Authors Association
(TAA). In this edition, we have updated, expanded, and reformatted much of
the content.

Customer Service: Skills for Success addresses real-world customer
service issues and provides a variety of revised resources, activities,
examples, and tips from the author and active customer service professionals
in the industry. We did this to help gain and hold readers’ interest while
providing additional insights into the concepts and skills related to customer
service. The text begins with a macro view of the history of customer service
and what the profession involves today. It also provides projections for the
future, and then focuses on specific skills and related topics to aid service
practitioners.

The eighth edition of Customer Service: Skills for Success contains 10
chapters divided into four parts, plus the Glossary, Notes, and Bibliography.
These parts focus on different aspects of customer service: (1) The
Profession, (2) Skills for Success, and (3) Building and Maintaining
Relationships, and (4) Retaining Customers. Along with valuable ideas,
guidance, and perspectives, readers will also encounter interviews of real-
world small business service providers who offer advice for current and
aspiring service professionals. Readers will also discover tips for
implementing proven customer service strategies, case study scenarios, and
activities to help them apply concepts learned to real-world situations in
order to challenge their thinking on the issues presented. For users of
previous editions, you will note the addition of several new information
elements and a tie-in to today’s technology throughout the chapters. In the
Instructor Resources in Connect, you will find various individual and small
group activities, case studies, and other support material. These can be used
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to engage readers and enhance content found in the book.
Each chapter begins with behavioral-based Learning Outcomes to direct

students’ focus and to measure end-of-chapter success in grasping the
concepts presented. Students will also find a quote from a famous person to
prompt their thinking related to the chapter topic and text focus. Throughout
the book, the abbreviation LO indicates the Learning Outcome that applies to
that section.

As students explore the chapter material, they will find many helpful
tools to enhance their learning experience and assist them in transferring
their new knowledge to the workplace. Throughout the chapters, students are
asked key questions in the form of a Knowledge Check. This allows
students to consider what they have just read and test themselves to help
ensure that they have grasped the concepts covered in each chapter.

Every chapter opens with In the Real World. These candid snapshots
offer a view into a variety of well-known businesses, industries, and
organizations and are designed to provide insight into how quality customer
service can lead to success in a highly competitive global world. To support
the scenarios, students are asked to do an Internet search on the featured
organization and answer the questions provided in the Think About It
section that follows.

Self-assessments listed as Quick Previews allow students to pretest their
knowledge on a range of topics, and prime them to watch for specific content
as they read the chapter. Answers to the questions are also provided at the
end of each chapter.

Throughout the chapter, Work It Out activities challenge
students’ knowledge and provide an opportunity for individual
and/or small group work on a specific topic or issue. The Street Talk tips
offered by customer service professionals currently working in various
organizations and industries provide a glimpse of real-world insights into
strategies and techniques that professionals are using every day in their
interactions with customers to enhance their service delivery. Also threaded
throughout every chapter, Trending Now boxes highlight new and
innovative strategies being put into practice in companies and industries to
enhance the service experience for current and potential customers.

In addition, there are activities in every chapter that encourage students
to engage with common customer service problems. Ethical Dilemmas
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present a difficult scenario and ask readers how they might appropriately
handle the situation. Potential solutions or best practices are provided at the
end of each chapter. Small Business Perspective activities discuss situations
that a small business may be faced with and present students with
information that makes for great in-class discussion.

At the end of each chapter is a Summary with Review Questions, which
bring together the key elements and issues covered throughout the chapter.
While the summaries encapsulate and reinforce key themes, the review
questions test students’ retention of the content and highlight areas for
remedial study to promote mastery of the chapter topics. Students also are
encouraged to use the Internet to research chapter-related skills and obtain a
variety of customer service facts, figures, and related information to use in
group activities, presentations, or discussions through Search It Out
activities.

Collaborative Learning Activities encourage role-playing. In these
activities students are given a variety of scenarios they can act out with an
instructor or a peer in order to engage with real customer service issues,
practice their skills, and reinforce their knowledge of the chapter topic, while
Face-to-Face exercises provide students with a detailed background
narrative of a specific employee and allow them to identify with that
employee by using the information to determine how they might handle a
similar customer service issue if faced with it on the job. Additionally, the
Planning to Serve activities provide a road map for students to identify
techniques and strategies from the book to provide superior customer service
in their future.
THE CUSTOMER SERVICE TEXT THATGIVES YOU MORE
ADDITIONAL RESOURCES
Author’s Customer Service Skills blog There are hundreds of articles on
various customer service–related topics to supplement information in this
book on the author’s blog that can be used as references or as discussion
starters for the classroom and online. To access the blog, please visit the
instructor resources at www.customerserviceskillsbook.com within Connect.
INSTRUCTOR RESOURCES
Instructor’s Manual The Instructor’s Manual outlines course materials,

http://www.customerserviceskillsbook.com


additional in-class activities, and support for classroom use of the text. It has
been organized to give instructors not only a basic outline of the chapter, but
to assist in all facets of instruction. For every question posed in the text, the
IM provides a viable answer. The text page numbers provide easy reference
for instructors. In addition, the Instructor’s Manual guides instructors
through the process of integrating supplementary materials into lessons and
assignments. It also includes sample syllabi and video notes. Ultimately, this
will be an instructor’s greatest advantage in using all materials to reach all
learners.

Connect Matrix We know that instructors’ time is valuable. To help you
prepare, we have created a Connect Matrix that is organized by chapter,
learning outcome, Bloom’s, and Level of Difficulty auto-gradable
assessments that are available for you to assign in Connect. Visit the
Instructor Resources within Connect to preview how the Connect Matrix
can help!

SmartBook 2.0 SmartBook 2.0 in Connect personalizes learning to
individual student needs, continually adapting to pinpoint knowledge gaps
and focus learning on concepts requiring additional study.

Video Cases & Case Analyses Video cases and case analyses, featuring
real companies, are assignable within Connect with corresponding
comprehension questions that help students analyze and apply key customer
service concepts.

PowerPoints PowerPoint slides, created specifically for instructors, include
additional teaching notes and are tied directly to learning outcomes. Each
slide is provided in a format that offers alt descriptions, screen reader
capability, and a color palette that will assist students requiring
accommodations.

Test Bank Every chapter provides a series of test questions, available in our
Test Bank, which can be accessed via Test Builder in Connect. Test Builder
is a cloud-based tool that enables instructors to format tests that can be
printed or administered within an LMS. Test Builder offers a modern,
streamlined interface for easy content configuration that matches course
needs, without requiring a download. Test Builder allows you to:
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• Access all test bank content from a specific title.
• Easily pinpoint the most relevant content through robust filtering options.
• Manipulate the order of questions or scramble questions and/or answer.
• Pin questions to a specific location within a test.
• Determine your preferred treatment of algorithmic questions.
• Choose the layout and spacing.
• Add instructions and configure default settings.

New Remote Proctoring and Browser-Locking Capabilities New remote
proctoring and browser-locking capabilities, hosted by Proctorio within
Connect, provide control of the assessment environment by enabling
security options and verifying the identity of the student.

Seamlessly integrated within Connect, these services allow instructors to
control students’ assessment experience by restricting browser activity,
recording students’ activity, and verifying students are doing their own work.

Instant and detailed reporting gives instructors an at-a-glance view of
potential academic integrity concerns, thereby avoiding personal bias and
supporting evidence-based claims.

Create Instructors can now tailor their teaching resources to match the way
they teach! With McGraw Hill Create, www.mcgrawhillcreate.com,
instructors can easily rearrange chapters, combine material from other
content sources, and quickly upload and integrate their own content, such as
course syllabi or teaching notes. For those instructors needing additional
information on customer service skills, stress and time management, or
communicating with customers in writing, there are three additional
chapters available in Create. Find the right content in Create by searching
through thousands of leading McGraw Hill textbooks. Arrange the material
to fit your teaching style. Order a Create book and receive a complimentary
print review copy in three to five business days or a complimentary
electronic review copy via e-mail within one hour. Go to
www.mcgrawhillcreate.com_today and register.

http://www.mcgrawhillcreate.com
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McGraw Hill Customer Experience Group At McGraw Hill Education,
we understand that getting the most from new technology can be
challenging. That’s why our services don’t stop after you purchase our
products. You can e-mail our Product Specialists 24 hours a day to get
product training online. Or you can search our knowledge bank of
Frequently Asked Questions on our support website. For Customer Support,
call 800-331-5094 or visit mhhe.com/support. One of our Technical Support
Analysts will be able to assist you.
BASIS FOR CONTENT
In the past, some students have commented that the content in this book is
common sense. Certainly, that might be true if you have experience and
education related to dealing with a variety of other people. However, my
experience is that “common sense” is not so common for many people. If
that were true, every service provider would be effective at offering stellar
customer service to every one of his or her customers. When has that
happened to you as a customer?

Since customer service spans all organizations and involves internal
customers (employees) and those outside the organization, I encourage you
to keep an open mind as you read the content in these pages. Objectively
assess your current knowledge and skills against what you find. Do you have
the knowledge and skills addressed herein? If you sincerely know all there is
to know about customer service, then I applaud you. I am sure you will make
a fine CEO for a service organization someday. In the meantime, I encourage
you to think about what you find in the text, discuss ways to improve with
your instructor and classmates, and make notes of potential areas for
improvement as you go through the semester. Never forget that customer
service is the pivotal role in any organization. Everyone from the CEO down
to frontline employees must embrace positive customer service skills and
work to gain and retain customers. Without customers, there is no need for
any position in a company.

This book draws from my more than four-plus decades of real-
world experience in customer service environments, management, and
human resource development. My background includes positions serving as
a frontline employee and managing or overseeing entire companies. I have
worked in sales, retail management, and service functions for a number of
organizations; owned and run all phases of operation and management for an



online retail business for over 19 years; was a partner in a human resource
performance consulting firm working with client organizations around the
world; and taught at numerous colleges and universities from undergraduate
through master’s level for over two decades. Currently, I am an author, a
presenter, and the principal of Robert W. Lucas Enterprises, where I consult,
write, publish, and promote my own books through Success Skills Press. Part
of my role involves negotiating and contracting with other businesses and
organizations and providing a variety of services to them. I deal with
customer issues and needs every day and know that the techniques described
in this book will work because I, and other service professionals cited in the
book, have used them effectively. While there are some research and
theoretical sections in the chapters, much of the information is derived from
personal experience, research, and reflections of actual customer service
encounters experienced by others.

Whether you are new to the service profession and have no base of
customer service knowledge, or are more experienced and wish to enhance
your knowledge and skills, Customer Service: Skills for Success and
accompanying ancillary materials can provide a catalyst for your success. I
encourage you to visit Connect to access and review ancillary materials
designed to assist you in your quest for customer service expertise.

I am confident that this book will assist you in reaching your goal to
become a better service provider.

Bob Lucas




