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A Customer Service Constitution
 
We, the people of the Customer Economy, in order to 
obtain a more perfect customer service experience, do 
ordain this customer service constitution for new 
Customer Service World Order:

article one: The “Network” knows all, and will share all experiences, both positive and negative.

article two: There shall be the court of public opinion to determine which companies deserve 

customers’ business. This court shall convene online, offline, and in real-time, at all times. It shall 

be based solely on the experiences any given customer has had with your business.

article three: Every CEO, Business Owner, and Entrepreneur pledges to put customer service 

before profits, before revenue, and even before fiduciary responsibility, because they understand 

that when customer service is tops, that profits, revenue, and, yes, fiduciary responsibility will all 

work out better than before.
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1 } In this new, more perfect customer economy, every business understands that it’s no one’s fault 

but theirs if their brand isn’t perceived the way they want it to be, and no amount of lying, hiding, 

or faking will get their brand to where they want it to be.

article four: The time, place, and manner of providing amazing customer service shall be up 

to the individual company. But, in this new, more perfect customer economy, the brand will under-

stand that simply saying “We’re awesome! Buy from us!” is equivalent of saying “I’m awesome, you 

should leave this bar and come home with me,” at last call, and will not implement such tactics. 

Instead, the brand will put forth their best effort to provide amazing service to each customer from 

the beginning of each encounter even if it’s nothing more than just a smile, and in turn the cus-

tomer will turn to their network and share the positive outcome of their experience.

article five: Each company will need judge of their own current service, and decide whether 

they need to improve for the greater good. As the new Customer Economy expands, customers will 

be in charge, and the companies and brands that come out on top will understand that and never 

think that “eh, we’ll get by,” is enough for their customers.

1 } No company, house, or brand, shall adjourn from their good customer service for more than 

never, lest their customers go somewhere else.
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article six: Each company and brand shall receive compensation for their service. Such com-

pensation includes increased revenue, happier customers, and higher levels of brand awareness.

article seven: All new ideas for great customer service shall be formulated by the brand, but 

approved by the customers, understanding that the customers, and only the customers, control the 

direction of the company.

article eight: No company or brand shall enter into any treaty with any other company or 

brand to deceive, confuse, lie to, or in any other way disconnect from their current customers. Such 

actions shall be construed as ruining the company or brand’s goodwill, and will lead to their ulti-

mate downfall.

article nine: Every company and brand shall realize that at the end of the day, customers rule, 

customer service determines the future of the company, and the sentiment of every customer’s 

tweet, post, or the like, will determine whether or not said company or brand will survive in the new 

Customer Economy.

I, Peter Shankman, wrote these articles out of a very basic, fundamental belief…
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The economy of the next fifty  
years and beyond will be driven  
by customer service.
How’s that for a bold prediction? But, it’s true. 

The age of “buy from us because we say we’re awesome” is over, and has truly been replaced  

by the age of “I’ll buy from them because someone I trust says they’re awesome.”

To support the launch of my new book, Zombie Loyalists, my team and I commissioned a survey 

on customer service, and the results will shock you. (More data below.) 25% of customers report 

an instance of poor customer service in the past two months alone! Each instance is estimated at 

resulting in over $700 in lost sales from that customer—and then spreading the word to an 

estimated 700 additional people on social media!

However, the overwhelming majority of businesses think that their customer service is superior. 

There is a huge disconnect.
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Because of this reality, businesses can create fanatically loyal customers just by giving customers 

service that isn’t even great, but just one level better than the garbage they’ve come to expect  

in a consumer transaction.

Here are just a few pieces of customer service survey data from 72POINT:

• 25% of customers in the US have had a bad customer service experience in the past two 

months alone.

• 80% of businesses believe they deliver “superior” customer service, yet only 8% of their  

customers agree.

• 77% of customers in the U.S. reported at least one instance of rudeness from a customer 

service representative in 2012. 

Every company and brand shall realize that  
at the end of the day, customers rule …“ 
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The result? Companies lose tons of money.

• An overwhelming 78% of respondents said they told people other than the company about 

their bad experience  

• Among those who shared their bad experience, more than half say they reached upwards  

of 500 people via social media; the average number of people reached is 751.

• The average amount of money respondents said the company lost on their business is 

$723.17/year.

That’s almost $1000 per year per upset customer! 

The age of “buy from us because we say we’re awesome”  
is over, and has truly been replaced by the age of “I’ll buy from 
them because someone I trust says they’re awesome.”
“ 
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CASE STUDY IN POINT: A man and his chicken, and why they’ll 
change how you think of promotion. 
Imagine a scenario, if you will. You run a restaurant in Seattle. You serve chicken. All kinds. Fried. 

Breaded. Boiled. Souped. You name it.

One morning, a potential customer, let’s call him “Joe,” leaves his apartment in Manhattan on a 

business trip to Seattle. Joe loves chicken. All types of chicken. If it clucks, Joe wants to eat it.

Now… In the past, perhaps you’d advertise to get Joe to your restaurant—but how, specifically?  

I mean, Joe lives in NYC, and it’s not your target market. Which is a shame, really, since  

Joe really loves Chicken, and happens to be in charge of finding a restaurant for his 20-person  

meeting in Seattle, the one for which he’s flying out today.

Let’s now take a different tack on this story.

Joe has obviously made his love for chicken known in the past. He’s told friends about his best 

chicken meals. He’s taken tons of Instagram photos of his various chicken adventures, including 

the best kinds of chicken he’s ever eaten, where he’s eaten them, and what made them so  

great. On the flip side, however, he’s also recorded the worst chicken experiences he’s ever had. 

All public, all for anyone to see.
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Now then, follow me here… When Joe gets to the airport and checks in for his flight, Facebook 

quietly takes notice. (Joe bought his tickets online, and logged in through Facebook’s one-login 

process.) As Joe’s flight chugs across the country, Facebook rearranges Joe’s friend stream so that 

the first people he’ll see when he turns his phone on upon landing are those in Seattle.

Here’s the best part: When Joe lands, he’ll be asked if he wants to try some of the best chicken in 

Seattle—as chosen by those in his network, those people he already trusts. 

Of course he will, and he’ll book all 20 people in his meeting there for dinner that night. Not bad 

for a company Joe didn’t know existed six hours before.

How will this all be possible? Simple: The information already exists, and we’re already sharing it. 

All the network is doing is bringing it to us when we need it most.

When I search on Steakhouses in any city today, Google Maps shows me the closest ones, but also 

highlights the ones my friends have already been to and enjoyed.

So what’s going to power this new engine of recommendation? Customer Service and Trust.

To put it another way, there’s no need for review sites anymore. If I have people in my network, 

and they have people in their network, chances are I have more than enough people (thousands 

upon thousands) who can tell me whatever I’m looking for—automatically, as I’m looking for it.
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Imagine planning a vacation to Bali. You search “flights to Bali” and a popup window appears, 

telling you that your friend Mark went to Bali last month. His tweets and posts about his flights 

were positive. Would you like to see the flights he took?

Since you and Mark are good friends, and you trust his judgment, why wouldn’t you?

What does this mean for businesses? Customer service. It has to be about customer service  

100% of the time. At the end of the day, customer service will rule the world. If your service sucks, 

if your product sucks, the sentiment will be neutral to negative, and you simply won’t show up 

when people go through their network to find the best of anything.

This isn’t futuristic; It’s already happening. It simply has to be about customer service. There’s  

no other alternative. If you’re not focusing on customer service, and being better to your  

customers than anyone else, then you’ll be out of business soon enough. That’s never been  

more true than it is today.

Think about that the next time you pickup some fried chicken.

 

http://changethis.com


  |  126.03  ChangeThis

BUY THE BOOK | Get more details or buy a copy of Zombie Loyalists.

ABOUT THE AUTHOR | Peter Shankman is best known for founding  

Help a Reporter Out, which changed how journalists and sources interact  

around the world. His new book, Zombie Loyalists, is his fourth book,  

and is the follow-up to his best-seller, Nice Companies Finish First. He blogs  

at Shankman.com, and tweets random hilarity at @petershankman.

➔ SEND THIS |  Pass along a copy of this manifesto to others.  

➔ SUBSCRIBE |  Sign up for e-news to learn when our latest manifestos are available.  

This document was created on February 18, 2015 and is based on the best information available at that time.  
The copyright of this work belongs to the author, who is solely responsible for the content. This work is licensed  
under the Creative Commons Attribution-NonCommercial-NoDerivs License. To view a copy of this license, visit  
Creative Commons or send a letter to Creative Commons, 559 Nathan Abbott Way, Stanford, California 94305, USA.  
Cover image from Veer. You are given the unlimited right to print this manifesto and to distribute it electronically  
(via email, your website, or any other means). You can print out pages and put them in your favorite coffee shop’s  
windows or your doctor’s waiting room. You can transcribe the author’s words onto the sidewalk, or you can hand out 
copies to everyone you meet. You may not alter this manifesto in any way, though, and you may not charge for it.
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ChangeThis is a vehicle, not a publisher. We make it easy  

for big ideas to spread. While the authors we work with  

are responsible for their own work, they don’t necessarily  

agree with everything available in ChangeThis format.  

But you knew that already.

ChangeThis is supported by the love and tender care  

of 800-CEO-READ. Visit us at 800-CEO-READ  

or at our daily blog.
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