
CUSTOMER SERVICE


What You Can Learn From the Success of Zappos


Since it was founded in 1999, Zappos has rocked the online shoe industry - differentiating itself by its wide selection of styles and brands and its passionate devotion to customer service. 


Zappos does virtually no advertising. Instead, it uses a loyalty business model and relationship marketing. Chairman Tony Hsieh credits Zappos’ astounding growth to loyal repeat customers and word-of-mouth recommendations.


Zappos provides excellent customer service in the following ways:


Shipping and return shipping are free. Most repeat customers get upgrades to free overnight or second-day delivery. 


Customers are encouraged to order and try as many products as they want. Zappos offers a 365-day return policy. 


Zappos’ in-stock guarantee is based on its policy of listing products on the site only when they are in the warehouse. 


The call center is always open and the warehouse operates 24 hours a day, seven days a week, to ensure prompt order turnaround. 





Zappos’ call center takes more than 5,000 calls a day. Customers are encouraged to call about anything, and employees work without scripts, quotas or call time limits. The company views the phone experience as a key branding opportunity.


Zappos places great emphasis on its culture and core values. All new hires undergo a four-week customer-loyalty training course, which includes two weeks in the call center and a stint in the warehouse. After the first week of training, new employees are offered $2,000 to leave immediately, no strings attached. 


Few accept the offer, as Zappos’ staff are valued and treated well. Vendors are treated well too. And as for customers, they are treated like royalty.














