
Keeping the Customer Satisfied 

The introduction of new technologies has sought to automate the interactions with 
customers by providing critical and relevant information at the moment of interaction. 
While this certainly serves to facilitate company strategy implementation, it also can 
create a cold and impersonal relationship with customers. 

The slew of telemarketers, many of which are now completely automated in the U.S. 
market, are a screeching call back to basics. Do we really expect computer generated 
sales pitches to bond with customers and produce the confidence and warm and fuzzy 
feeling that brings customers back again and again? 

There's a disaster on the way, and its called customer alienation and lack of loyalty. The 
only way to avoid it is to go back to basics. And what are those basics? I thought you'd 
never ask! 

What Companies Really Want  

It's pretty simple. Customers want 3 core and critical features from your business: 

1. Customers want quality. They want a product that meets its promises and performs 
the value task they expect. These expectations are a function of your marketing position, 
so if you're positioning yourself too high, you're creating expectations you cannot meet. 
This is a critical error. Position yourself accurately and you will create the appropriate 
value perception among your customers. They may reward you with their loyalty. 
 
2. Customers want value. They want a product that is priced reasonably, allowing them 
to profit from use of your product. Create a business model that demonstrates the value 
of your product and the revenues it helps generate (or costs it helps save). Helping 
companies make money or save money is a surefire way to earn their gratitude. 
 
3. Companies want service. They want a company that stands behind its product and 
guarantees both functionality and support. Make sure you have the capacity to serve 
your customers, including the organizational structure required, and you will have 
satisfied customers. 

By the way, there is little difference on the consumer side. Consumers want quality, price 
and convenience much as companies do. If you have a consumer product you need to 
meet these strict criteria factors if you want to attract and retain your consumers.  

In either case, corporate or consumer, the cost of retaining a buyer of your product is far 
less than the costs of the initial acquisition. With this in mind, let's examine the 
construction of a program designed to keep the customer satisfied. 

An Integrated Customer Service Approach 

The development of a corporate apparatus that provides top-notch customer service is 
built on the company's product and its value proposition. The corporate message and 
materials establish the value proposition, and the product verifies and implements it. The 
company's logistical support of the product, via training, replenishment, tech support and 



others, further serves to confirm the value proposition. Finally, product development and 
improvement completes the process, as customers witness the company's commitment 
to its product and the delivery of its product mission. 

The delivery of customer service is dependent on the appropriate allocation of human 
resources and a commitment on the part of the company to use its people as the front 
line symbol of the quality of its products and the depth of its service. The use of 
automated systems indicates an attempt to cut costs at the expense of client 
satisfaction, a clear message that service is a secondary priority. 

Like voice mail, corporate America may impose automated and computer generated 
sales and service departments on an unsuspecting and unwilling customer base. This 
does not make it a good thing for business. It's certainly a bad thing for customers and 
consumers. And we believe what's bad for customers and consumers will ultimately 
prove to be bad for business. 
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