Complaining Customers are worth Gold

Oh dear, what do we do with those customers that complain? Don’t they know we are doing our best? Aren’t they just being unreasonable? Wouldn’t life be simpler if we could do business without customers!

WRONG! Customers have been wronged either in reality or it is their perception. Either way they are upset. If you don’t deal with them courteously and correctly then they will continue to feel aggrieved. If you leave them in that state you have an ex-customer who will no doubt tell those who wish to listen what a bad experience they have had.  And remember you cannot win an argument with a customer.  Even if you are right you will not win, as they will have the last say with their future purchases. 

Deal with complaints when they occur. Exceed the expectations of the customer; fix their problem and give them a little bit more. Do that and you will turn a complaining customer into an advocate for your organisation.

It doesn’t matter who is in the wrong fix it, take a loss if you have to but do it. Don’t pass off responsibility to someone else. The customer has a problem with you, not the supplier, not the manufacturer or the importer, you! Nothing upsets me more than being told it must be referred to the supplier. I am totally uninterested in who the supplier is I have a contract with who I paid my money too, no one else.

A tip, once you have dealt with the customer (with tact and dignity) check your systems. Inevitably you will find the problem lies there. You will either have inadequate systems or the systems you do have are a barrier to excellent customer service and/or complaints resolution. 80% of all customer complaints re service are the result of inadequate systems rather than the people who are required to implement them. Check the systems before you check the people.

Recently Nordstrom’s (the American chain store) had a manager that gave a lady a full refund on a set of tyres she insisted that she had bought from his branch. He smiled gave her the money. His staff were aghast, Nordstrom’s don’t sell tyres. His response was that to question her was to infer that she was a liar and that he was dealing with her problem not his. She would retain her good opinion of Nordstrom’s. Now you may find that hard to do.

But lets think about it.  How much do you spend on advertising that may not work?  Create a magic story like this and watch the cash register ring.  Over fixing complaints can be a very effective advertising dollar.  Did you know that only about 5% actually complain the rest just vote with their feet.  And on average the complainers tell 13 other people.  So if you are getting a number of complaints just imagine how many other people out there are hearing the story and avoiding you as well.

Simple, FIX it, Fix it quickly, Fix it beyond their expectation and turn them into advocates.

And remember complaints are the best market research you can have.  It’s what keeps us all on our toes.  Thank people for complaining and taking the time to give you feedback.
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