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ustomer Satisfaction is something
that virtually all businesses have an
interest in understanding. A key
question though is how well is the

information utilized to accurately understand
perceptions and their impact on the business.

For clarity, in this article instead of using guest or customer
interchangeably, I will use customer referring to both.
Whether you are a large organization that has a structured feedback
process based on surveys and in some cases, focus groups, or the
corner store where the owner speaks daily to his / her customers,
understanding perception is extremely important, or at least it
should be. I say, at least it should be because, especially in large
organizations, sometimes it’s a numbers “game” which is tied to
bonuses and may not deliver critical information that is essential to
helping improve and grow a business. I would even go so far as
to suggest that the corner store conversations may well be more
valuable than some of the survey processes in place today.
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However, I digress as my intention here is to
focus on when you have substantive data,
what can/should it be telling you. Broadly
speaking, feedback tells you a couple of
critical things: Will the customer return and buy
from you again, and even more importantly,
will they recommend that someone else buys
your “product.” So the fundamental part
of the perception feedback is whether you
continue your revenue stream with repeat
business and increase your numbers through
recommendations. Pretty obvious! This though
only scratches the surface of what customer
feedback can tell an organization, regardless
of size.
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On one side of the usage chart is Marketing.
Depending on the nature of the information
returned and gathered, a profile of a customer
can be discerned, put into a database (CRM),
and promotions can be designed in order to
garner more business. On the other side of the
chart is Operations. It is this operational data
that can tell an invaluable story about an
organization. The eyes into the soul, or should
we say the culture of the business.
In a manufacturing operation, there are
quality checks all along the production
process and at the “end of the line” there is a
final QA check. Sometimes effective, and at
times not adequate, considering the number
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of recalls we continue to hear about in the
marketplace. However, that final production
quality check is done internally with company
staff. And this is one of the most challenging
issues the service business confronts. The final
quality check is done by your customers,
hence the critical need for timely, accurate,
and regular feedback that tells you about
YOUR production process.
When an issue is discovered by QA in
the manufacturing process, the buyer has
not yet been affected. The dissatisfaction
has not yet occurred, and the production
process can be corrected. In a service
business, when the QA group finds issues,
the impact is directly on the customer. And,
if your customer feedback system does not
provide you with measurements at each
step of your “production” process, which is
what creates your customer’s experience,
the quality can well be jeopardized. And
further, if your feedback data is not sufficient
to achieve these necessary measurements,
your results can be less than optimal based
on your competitive environment. This results
in a loss of repeat business and the coveted
recommendation.

and Intent to RECOMMEND of what can be
In the service industry, we look at three key termed your IRR.
components of the customer experience,
Hope you enjoy our latest version of FocusED.
Delivery, Attitude, and Product. Two of these,
Have a wonderful holiday season and continued
Delivery and Attitude are a clear reflection
success in 2015.
of an organization’s systems and culture. The
third, Product, can be reflective of the first Thanks,
two, plus capital needs that an operating
team may have limited control over. The key
is a well-designed feedback process that
can measurably help in driving those two
outcomes we spoke of earlier, Intent to Return Mark
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