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Quicken Loans encourages employees to enjoy their jobs. Sean Messer, an associate banker, played catch. 
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REMEMBER the recent column about DailyCandy, the e-mail service for discount deals, and the customer who sent e-mails for six maddening months, trying to get an $85 refund? 
Well, after the matter was thoroughly investigated, we learned that an employee at Group Commerce, which handles DailyCandy’s order fulfillment, had marked the refund as paid, even though it wasn’t. 
This explanation, of course, explains very little. What we still want to know is why so many companies, in similar circumstances, fail to deliver. Time and again, you get the sense that these companies are filled with employees who are trained to keep their heads down and keep stamping. Or perhaps communication has broken down. Or it’s always someone else’s job. 
How did so much customer service become so wretched? It’s a mystery that hangs over nearly every one of these columns. 
Not long ago, the Haggler got an idea of what is going wrong after a close look at a company that is getting it right. It was during a trip to Detroit where the Haggler — or, rather, his duller, windier alter ego — reported a story about Dan Gilbert, the founder of Quicken Loans, a privately held mortgage lender. The article looked at Mr. Gilbert’s efforts to revive downtown Detroit, but while there, the Haggler got a close look at a company that has thought seriously about how to keep customers happy. 
The thinking has paid off. Quicken Loans was rated highest in customer satisfaction among mortgage originators in 2010, 2011 and 2012, according to J. D. Power & Associates. The company has also been ranked in the top 30 of Fortune’s “100 Best Companies to Work For” for 10 consecutive years. 

What is Quicken Loans doing to earn such accolades? It boils down to culture. 
Mr. Gilbert and Bill Emerson, the chief executive, spend a lot of time and energy instilling a very particular work ethos into employees. For newcomers, this involves a daylong speech/indoctrination led by Mr. Gilbert, who, on the day the Haggler caught his act, spoke for eight hours, with a break for lunch, wearing a clip-on red bow tie. (Presenting the serious in the guise of the slightly comic, with plenty of punch lines, turns out to be one of his specialties.) The speech occurs once every five weeks or so and is delivered to recent hires, usually in a conference room of a hotel. 
You can learn a lot about Quicken Loans from this presentation, which revolves around the company’s “isms,” a set of pithy summations of principles. Some, like “Responding with a sense of urgency is the ante to play,” are self-explanatory. Others, like “Every client. Every time. No exceptions. No excuses,” come with their own wittily phrased elaborations. (“Clients don’t care how much you know until they know how much you care.”) 
And many, like “We’ll figure it out,” make sense only with elucidation: “Not everything comes with a set of instructions. The innovators of the world are often exploring uncharted territory.” 
Let’s stipulate that none of these ideas are blazingly original, and some are so obvious that one wonders why it’s necessary to say them aloud. (“It’s not about who is right, it’s about what is right.”) But what Mr. Gilbert and Mr. Emerson have done is create a set of expectations as well as a sense of community and mission. Employees at Quicken Loans have it hammered into them: care about the customer, sweat every detail, improvise when you need to, always deliver. 
These employees are also encouraged to enjoy their jobs; they work in an atmosphere so buoyant that the Haggler was not surprised to find a karaoke machine in a room filled with a few hundred mortgage bankers. 
“If you don’t create a culture at your company, a culture will create itself,” Mr. Emerson said in a phone interview. “And it won’t be good. I sometimes hear people say ‘We don’t have a culture at our company.’ They have one. But if it hasn’t been nurtured, if no one has spent on any time on it, you can assume it’s the wrong culture.” 
THE Haggler can think of a dozen problems brought to this column that it’s hard to imagine could have emerged from Quicken Loans. And here is just one small piece of evidence: 
A few weeks back, when the Haggler was trying to get the attention of DailyCandy, he turned to Twitter. Using his Haggler account, he sent a post into the ether, asking someone at DailyCandy for a call. No one ever replied. 
[bookmark: _GoBack]Last month, the same experiment was tried with Quicken Loans, though the Haggler raised the degree of difficulty a little. A post was sent from a Twitter account opened by the Haggler with a name that was not the Haggler’s — or that of anyone he knows. The post had no hashtag and was not sent to Quicken Loans’ Twitter account. The message read: 

“I am not happy with Quicken Loans! And you can tell because I used an exclamation point.” 

A response arrived within hours. “How can I help?” wrote a Quicken Loans employee, identified as Bianca. “Please send me an e-mail,” she added, providing her e-mail address. 

This turned out to be Bianca Mutti, part of a team that monitors the Twittersphere for Quicken Loans-related comments. The Haggler sent her an e-mail last week, from his Haggler e-mail account, and explained: “That tweet was a test. And you passed.” 

“Thanks for solving this mystery for us!” she wrote back. “I mean it, and you can tell because I used an exclamation point.”
