
Your Customers Are Over You
50 Facts That Have Changed the Game

“There is only one boss: the customer.”
-Sam Walton, Founder of Wal-Mart

Not Only is the Economy Different…

We were meeting for a business lunch in a local restaurant. There weren’t many people there

when we arrived. A small group of people were ahead of us in line at the check-in stand. The

head waiter asked how many…”Eight,” came the response. “We have a reservation.”

The server asked for their name. “Darryl: Party of eight.” The answer wasn’t what Darryl

expected. “Well I have two reservations for parties, none of them for ‘Darryl: Party of eight.’”

came the sarcastically-toned answer. Darryl answered, “We made the reservations two weeks

ago.” Well my registration book shows no “Darryl” and no “party of eight.”

It was Noon and the restaurant was almost empty.

Darryl said in a disappointed voice, “I am sure I called in a reservation two weeks ago.” Again,

“Well my book shows no party of eight.”

There was a long pause that everyone felt uneasy about…

“Would you like me to seat you anyway?”

Duh!!!

A relieved Darryl said, “Sure.”

My companion turned to me and said, “Was that totally necessary? Why did poor Darryl have to

hear all that? Couldn’t the server just say, ‘I am sorry that I don’t have your reservation here, but

that’s no problem, we can seat you any way.’?”

The frustrated group went into the almost empty dining room and took their seats. They didn’t

look satisfied. You could tell this was their last meal at this place. Can you blame them?



This is a symptom of careless business practices that you and I are less patient with today.

Customer service isn’t knocked out, but it’s on the ropes in many cases. It's a different world

now. We are not going to "recover," as it were. We can’t go on the way we did when business

was booming two years ago. One thing is certain:

We're going to have to reinvent the way we do business if we want to stay in business.

And you can be part of that, or wave as it passes you by.

Business and customers are different today than they were just a short while ago. The new

normal has changed. Here are some examples of "different" on the business side. Car

dealerships, banks, health care institutions, credit unions, construction companies, landscapers,

real estate agencies, mortgage brokers and lenders, contractors, media institutions, radio stations,

book stores, stock brokerages, insurance companies and residential housing have all reinvented,

revised and restructured their business models - and that's just the tip of the proverbial ice berg.

We're Not Gonna Take It!

Customers are different today than they were just two years ago. Your customer is savvier than

ever before. He/she knows more, is more adept at finding information and has far less patience

with poor treatment. The business game has changed and the customer is dictating what is and

isn’t relevant in business.

Also, he/she:

1. Is OVER your off-shore call centers - "help desks."

2. Is OVER you telling them how important their call is while they wait on hold.

3. Is OVER your lame recorded hold message.

4. Is OVER you telling them what the day is or when you will be back – when both are

incorrect.

5. Is OVER you telling them that you will call right back…and you don’t – ever.

6. Expects someone to answer the phone when he calls who can actually HELP.

7. Expects, NO demands the truth. Nothing less.

8. Will not be buying on credit as much as before.

9. Will not be banking the same way they banked before.

10. Will not be advertising the same way they advertised before.

11. Will not be buying a car the same way they did before.

12. Will not be buying a home the same way they did before.

13. Will not be investing the same way they did before.

14. Is SCANNING internet web sites – not reading your lengthy copy meant for readers.

15. Is online - checking out your website – and all of your competitors’ websites.



16. Is online buying tickets, hotel rooms, books, computers and just about everything without

talking to a sales person ever in the process.

17. Is socializing - telling everyone what's happening in their world.

18. Is Tweeting, FaceBooking, and Linked-In connecting. Social media is the flavor of the

month/year/decade.

19. Is blogging about his experiences with you, for the world to read (Dell, are you

listening?).

20. Is YouTubing about his experiences with you for the world to watch - by the millions

(See the viral video about United Airlines.).

21. Is Googling, not yellow-paging/yellow-booking.

22. Is texting, texting, texting.

23. Is saving more files on line and going paperless.

24. Is more conscious of green technology, organic foods and will pay more to be

environmentally sound.

25. Is using their smart phone to do banking, score-keeping, home security checks, and

almost anything they want.

26. Expects and is on WiFi in their hotel room, on the plane, in Starbucks, at Barnes and

Noble and at their home.

27. Is getting most of their news online or from their smart phone.

28. Is as likely to watch The Daily Show, The Colbert Report for news as they are to watch a

network "news" person read a tele-prompter.

29. Is purchasing after midnight – more often than ever.

30. Is looking for ease of doing business with you – with as few clicks or minutes on hold or

in line as possible.

31. Doesn’t care if you have company policies that favor you, not them.

32. Is value oriented, but will look to price as part of the decision if you don’t give them

superior value.

33. Is angry about the value of their home, and the value of their investments.

34. Is uncertain about the security of their income, their job and future more than ever.

35. Wants a relationship.

36. Is looking to CONNECT with your product, service or company, not just get meaningless

communication.

37. Holds you to your word now more than ever.

38. Wants, needs, and expects GREAT service after the sale.

39. Does not want to wait for anything or anyone.

40. Is looking for ideas and answers. Not a sales pitch.

41. Can check your price and your facts in two seconds or less on Google.

42. Knows as much about your product as you do.

43. Knows MORE about your competitor's product than you do.

44. Can pay right now IF you can take a credit card online – but only in a few short clicks.



45. No longer trusts the institutions they used to trust – big banks, government institutions,

etc.

46. Needs to be understood and feel your sincere concern – not just being told it off a cheat

script.

47. While you are qualifying them, they are qualifying you.

48. Is going to decide somewhat slower. They’ve been hesitating for more than a year.

49. Goes to Craig's list or Angie's list or Google or their friends, or anyone else but you for

referrals....UNLESS you have video testimonials online.

50. Will NOT be doing business the same way it's been done before. Period!

You’re Fired!

This begs the question: How are you punishing your customers for doing business with you?

What are they having to do that is not being well-received or is chasing them to your

competition? Do they have to wait in long lines, press endless buttons through voice mail loops,

state their names five or six times to a machine that keeps saying, “I’m sorry, I didn’t quite get

that.”? My cable television and internet company made you enter your telephone number AND

account number before you are allowed to speak to a live person…who then asked you for the

same information. “We don’t know why it asks you that, because it doesn’t give us that

information.” But they quit doing that to me earlier this year.

Want to know why they quit doing this to me? I fired them. Yes. Your unhappy customers can

and WILL fire you.

As the new world of work dawns, customer values dictate the benchmarks in services and

products. It is most important, then that the relationship built between your company and the

customer is strong and built on trust. What consumers have to say about you will determine

whether you stay in business or not. Wal-Mart founder, Sam Walton said, “There is only one

boss: the customer. And he can fire everybody in the company from the chairman on down

simply by spending his money somewhere else.” Some companies get this, while unfortunately,

others don’t.

Here are some questions to ask yourself as you begin the reinvention process:

1. What path are we fixated on because we assume it is the right one?

2. What ideas or opinions do I have to change?

3. How can I make things better, faster and more efficient?

4. How can I research my ideas without spending a lot of money upfront?



5. What mistakes are we making that we can benefit from?

To begin reinventing your customer service, you have to first check yourself and your own

values. Are they contemporary with what is going on in the world of today? Are they in line

with creative and innovative thinking? Are you open to new ideas from your own people? How

do you reward innovation in your organization? Are you dictated by a desire to never fail, or

only fail at no cost? Who is the most important person in your company? Is it your customer?

What does your customer expect and are you giving it to them? Are they OVER your out-dated,

ancient and traditional service?
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