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drive-up windows, 61

DYPII (“Did You Plug It In?”’) ques-
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price in, 114
for service recovery, 30, 50-51
showing versus telling, 21



Index

167

on surveys, 76
telephone use, 21-23
language handbook
importance of, 15-17
Negative Lexicon, 17-18
leadership, 101-107
alignment in, 103
challenges of, 101-103
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pessimism, 87, 103—104
Peterson, Brooks, 19
physical access, 135-136, 137-138
physical cues, 2021
physical impairments, customer access
and, 135-136, 137-138
positive attitude, 86—87, 103—-104
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