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As a customer service consultant, I work 

hard to help businesses design customer 

service touchpoints and deploy customer 

service systems, processes, and 

technology in a manner that doesn't 
simply respond to customers but actively 

seeks out opportunities to serve 

their wishes and needs even before they 

have voiced them, as well as to 

protect customers from their own 
mistakes before (or just after) they make 

them. This is the concept of anticipatory 

customer service, and it can be provided 

by empathetic, well-trained employees, 
superior deployment of technology, or 

both. (in this article, I'll focus on 

technology.) 
 

For clarity, all the illustrations below 

make use of extremely prominent 

consumer brands: Gmail from 

Google, Netflix, and Amazon.com. 

See if these can inspire your own 

approach to offering customer 

service that keeps customers from 

even having to ask for service. 

 

(If you want more on the concept of 

anticipatory customer service, the 

concept is spelled out in more detail 

in most recent book, High-Tech, 

High-Touch Customer Service, as well 

as in an article on how Apple and 

the Apple Stores learned the 

anticipatory customer service 

concept from Ritz-Carlton Hotels.) 

Let's start with Google's Gmail, 

focusing on the intuitive features 

that have been introduced in the 

years since the original, more 

skeletal version was launched. 

 

First: Try typing the word 

"attachment" somewhere in an email 

you're composing in Gmail. If you 

haven't actually attached a 

document, and you have your 

settings set correctly, you'll 

promptly receive the following 

concerned message, sounding like 

something you might receive from a 

protective parent or mentor: 

 

Did you mean to attach files? 

 

(You wrote: "see attachment" in your 

message, but there are no files 

attached. Send anyway?) 

 

Next: take a look at Gmail's ''Don't 

Forget Bob'' feature that reminds 

you if you've forgotten someone 

whom you usually copy: 

 

In addition to 

Dasher_Dasher@northpole.cold_ 

 

and 

 

Dancer_Dancer@northpole.cold: 

 

...Also include Rudolph 

_rednose@northpole.cold_? 

 

Third, there's the related and 

similarly-functioning feature, ''Got 

the Wrong Bob?''. This swings into 

action when you've cc'd someone 

who seems out of whack with your 

other recipients and will help you 

replace the ''wrong Bob'' with the 

right one: 

 

Did you mean Charles@Chaplin.star 

instead of Charles@Manson.sick? 

 

(I have to confess to thinking that 

Gmail's anticipatory piece de 

resistance, at least for certain 

segments of the populace was, until 

it was inexplicably removed 

recently, its "Mail Goggles" feature.  

 

This feature anticipated your 

inability to [soberly] send email at 

certain hours of the night, offering 

tiered maths quizzes to lock up your 

email-sending capability until you 

were focused enough to get your 

calculations right. Clearly a Google 

engineer was able to channel the 

thinking of a snookered customer.) 

 

Fourth: Nothing tops Netflix for 

what I call algorithm-based customer 

anticipation. Netflix's brilliant, 

mysterious formula for predicting 

the movie I next want to watch 

borders on clairvoyance. Netflix 

seems to be able to identify movies 

I'll enjoy with far more accuracy 

than my family, my friends, or 

professional critics ever can. This 

ability is based on whatever Netflix 

has in its magic box, ranging from 

my ZIP code to, of course, the 

movies I have enjoyed in the past. 

 

Micah Solomon 

Steal these 5 secrets from Google, Netflix, and 

Amazon to improve your customer service 

 
                                       

                                                                                       

“This is the concept of anticipatory 
customer service, and it can be provided 

by empathetic, well-trained employees, 
superior deployment of technology, or 

both.” 

http://www.amazon.com/High-Tech-High-Touch-Customer-Service-Demanding/dp/0814417906
http://www.amazon.com/High-Tech-High-Touch-Customer-Service-Demanding/dp/0814417906
http://www.inc.com/micah-solomon/what-steve-jobs-stole-from-ritz-carlton-and-you-should-steal-from-steve.html
http://www.inc.com/micah-solomon/what-steve-jobs-stole-from-ritz-carlton-and-you-should-steal-from-steve.html
http://www.inc.com/micah-solomon/what-steve-jobs-stole-from-ritz-carlton-and-you-should-steal-from-steve.html
http://www.inc.com/micah-solomon/what-steve-jobs-stole-from-ritz-carlton-and-you-should-steal-from-steve.html
http://www.gmail.com/
mailto:Dasher_Dasher@northpole.cold_
mailto:_rednose@northpole.cold_
mailto:Charles@Manson.sick
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Important Notice 
© Copyright 2015, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better 

Business Focus, published by Bizezia 

Limited ("the publisher"). It is 

protected by copyright law and 

reproduction in whole or in part 

without the publisher’s written 

permission is strictly prohibited. The 

publisher may be contacted at 

info@bizezia.com (+44 (0)1444 

884220). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a 

consequence of any action which you 

take, or action which you choose not 

to take, as a result of this article or any 

view expressed herein.  

 

Whilst it is believed that the 

information contained in this 

publication is correct at the time of 

publication, it is not a substitute for 

obtaining specific professional advice 

and no representation or warranty, 

expressed or implied, is made as to its 

accuracy or completeness. Any 

hyperlinks in the article were correct 

at the time this article was published 

but may have changed since then. 

Likewise, later technology may 

supersede any which are specified in 

the article. 

  

The information is relevant primarily 

within the United Kingdom but may 

have application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in 

accordance with English Law. 

 

Publication issued on 1 August 2015 

  

  

 

Finally, here's one from 

Amazon.com, another exceptionally 

anticipatory customer service 

company: Should you somehow 

mistakenly try to purchase a 

duplicate Kindle title online (this 

happens to me sometimes if I've 

pre-ordered a title and then try to 

purchase it again when the book is 

actually published), Amazon.com will 

warn you that you've already 

purchased that title and protect you 

from giving it money in error! Which is 

such a better approach than taking 

your money twice, and having you, 

the customer, have to undertake a 

"request for refund" process. And 

much, much better than having a 

customer not notice their mistake 

until months later, and feel utterly 

and completely ripped off. 

 

It's important to realize that 

customers generally enjoy and are 

starting more and more to expect 

this level of anticipation in 

technology driven service. The 

number of clicks they expect to 

invest before being presented with 

an ideal solution diminishes every 

month. And customers' willingness 

to allow you to allow them to make 

and pay for their own mistakes is on 

the verge of extinction. Keep your 

customers safe, keep them feeling 

like you're taking care of them in 

every way you can, and they'll be 

customers for a long, long time. 

Because, really, why would they go 

anywhere else? You've clearly got 

your customer's back. 

 

© Copyright, Micah Solomon 
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