
King customer
"Serving customers is a day-in, day-out, ongoing, never-ending, unremitting,
persevering, compassionate kind of activity" -- Leon Gorman, Chairman, L.L.
Bean

"It is the service we are not obliged to give that people value most." J.C. Penney

"The question is, then, do we try to make things easy on ourselves or do we try to
make things easy on our customers, whoever they may be?" Niccolo Machiavelli

"Sell good merchandise at a reasonable profit, treat your customers like human
beings, and they will always come back for more." Leon Leonwood (L. L.) Bean

"There is only one boss -- the customer. And he can fire everyone in the
company from the CEO on down, simply by spending his money elsewhere."
Sam Walton, founder of Wal-Mart

I was reading the business news the other day, when I ran across a news
release from FedEx. As many of you who read these weekly pieces know, FedEx
is one of the companies that I admire most. (I don't really play favorites -- I also
admire UPS.) Anyway, as a FedEx customer, I have long been able to see their
customer service up close -- and I've always been impressed.

Anyway, getting back to the new release, the release named a group of
worldwide employees who were honored for service. It listed a total of 165
employees who received one of two awards -- one called the "Humanitarian
Award," and the other the "Purple Promise Award."

One recipient of the Humanitarian Award pulled two men out of a burning
helicopter. Another watched a vehicle go out of control, pulled a two-year-old girl
and her mother from the wreckage, and then, due to the remote location of the
accident, transported the victims to a hospital 25 miles away -- presumably in a
FedEx truck. A third saved an infant from an abandoned car that was full of
exhaust fumes.

These incredible stories are impressive -- and they then were followed by stories
of FedEx couriers who rowed across streams to deliver packages when the
bridge was closed, and my favorite -- a FedEx courier who took a phone call after
normal pickups had ended late on a Saturday afternoon. Learning that a critical
shipment of bone marrow from a local hospital had to make the plane, the courier

Salesstar.com Monday Morning Motivation    11/3/2003

THE POSITIVE PLACE. SALES MOTIVATION AND PERSONAL GROWTH



picked up the bone marrow, and took it to the airport, accompanied by a police
escort.

I'm using FedEx here as an excellent example of customer service at its finest.
While I'm certain you have had both good and bad experiences with almost any
company, including FedEx, it's likely that you've seen that the companies with
excellent customer service are the companies that continue to win in today's day
and age.

More than ever nowadays, the consumer can easily take his or her business
elsewhere -- and often does so at the spur of the moment. Car dealers find their
customers now buy vehicles from across the state, not just across town. Book
dealers now compete with industry giants such as Amazon.com. Even the mom-
and-pop wireless dealer down the street may be in competition with the "big
boys" through outlets such as eBay.

Never before in the history of our business has the consumer had such a vast
variety of choices -- and that means that never before has customer service been
so important a commitment.

It's odd, though -- in these times where the customer is king, many companies
are choosing to make it more difficult for the customer to do business.

Call the main number of many companies lately, and you're going to get what's
called a "voice mail tree." The voice mail menus give callers options -- and as
long as your problem is one of the options, you're likely to get what you came for.

Sold as a cost-saving measure, many of the voice mail menus actually drive
customers away -- taking their revenue with them.

Now, many companies are outsourcing their customer service -- sometimes to
other companies located on the other side of the world.

As long as the new solutions give superior customer service, then I'm all for them
-- but when they degrade the quality of the customer's experience, the company
that uses them is gradually cutting its own throat.

The reason why many companies can get by with voice mail trees and
contracted customer service is that their "normal" standard of customer service
never was that good to begin with.

A voice mail menu is far superior to a receptionist that ignores your call, hangs
up on you, or transfers callers to the wrong extension. An outsourced customer
service function can be better, if the servicing company is chosen on the basis of
skill, dedication, and quality of service.



When it comes right down to it, just as we are all in selling, from one point of view
or the other, we are all engaged in customer service.

If there is no customer, there is no business. As Sam Walton said in the
quotation that started this week's edition of Monday Motivation, the customer can
fire anyone, simply by taking his or her business elsewhere -- and many have.

Too many employees feel that serving the customer is "somebody else's
problem." Their concern is bookkeeping, janitorial work, selling, planning, or the
ubiquitous "management." Much like "human resources," to these clueless
employees, customers are something to be ignored, or more likely, taken
advantage of.   Without customers, though, all of the other positions become
superfluous.

You may refer to your customers by other names. Doctors have "patients," while
lawyers have "clients." Hotels have "guests." (Even my local car dealer has
started referring to me as a "guest," as in: "Guest states there is a noise in the
rear wheel." I think they do it so they can avoid the premise that the "customer is
always right.") Universities have "students," banks have "depositors," and
municipalities have "citizens."

No matter what you call them, though -- they're customers. As the soon-to-be-ex
governor of the state of California found, customers can fire anyone.

In much of the United States, Wal-Mart has been overtaking some of the more
traditional grocery stores. The traditional groceries say it's done with non-union
labor (which is true, for the most part) and lower wages (also mostly true), but it's
also been done by Wal-Mart keeping its eye on the customer. In their new
supercenters, Wal-Mart offers many of the same things as the traditional grocery
stores -- but they also offer all of the elements of Wal-Mart, plus banks on the
premises, fast food, oil changes, tires, hair salons, gas stations, optometrists,
and store employees who will actually answer your questions (for the most part).

They have won over consumers through a mix of lower prices and better service;
now, early reports in the Wall Street Journal suggest Wal-Mart may be
considering adding in-store financial services -- the Bank of Wal-Mart.

Some months ago, I had a question on a credit card statement from Sears. I've
been a customer of Sears for a long time, and carried one of their credit cards.
One month, I accidentally underpaid the bill by one cent -- and got hit with a $20
penalty for my trouble. I called the credit card group to inquire about them
reversing the charge. "Our computers are down," said the voice on the other end,
who then promptly hung up on me.



I paid the charge, and canceled the card. I've been back to Sears a couple of
times since then, but my heart isn't in it -- so it amused me the other day when I
noticed that Sears had started testing a "superstore" concept similar to Wal-Mart.
Convinced that customers are going to want to buy milk with their drills, they
have constructed a couple of new Sears "Grande" stores, to test the concept.

I've got some advice for you, Sears: work on the customer service, then add the
milk.

Is the customer king, or queen? Yes, they are. The customer can go where he or
she wants to go, buy what he or she wants to buy, from wherever they wish to
purchase it. They can choose to buy a lot, or choose not to buy at all. They can
choose to buy from a different company, choose to move their deposits
somewhere else, choose to get a different physician, choose to fire their lawyer,
or choose to read motivational articles on a different website.

It's this clear: without the customer, nothing happens. With the customer in your
corner, everything can happen.
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