First listen, then act!
Like actor Strother Martin in the movie Cool Hand Luke, consumers must be saying What we have hyar is a fay-lure to communicate.  That communication failure appears to be occurring somewhere between the boardroom and middle management.
CEOs and senior executives say they want to improve customer satisfaction—especially in tough economic times like this, when happy customers can mean the difference between survival and bankruptcy.  But this executive suite desire is not being translated into customer-pleasing actions.  

The J.D. Power and Associates 2008 Customer Service Champs study revealed a decline in customer service ratings in a majority of industries—continuing a long-term trend.  For the most part, customer satisfaction scores are at or below the levels recorded during the first American Customer Satisfaction Index survey in 1994  [Link to www.theacsi.org]
To change this trend, companies need to pay more than lip service to pleasing their customers.  They need to listen to them, both directly (through satisfaction surveys and sales feedback) and indirectly (by monitoring internet sources like blogs and chat rooms).  But more importantly, companies need to react to that feedback and fix what consumers say needs to be fixed and improve what consumers want to see improved.

Right now that’s not happening.  What kinds of things am I talking about?  That depends on what customers think you do well, and what they think you do poorly.  But it is not uncommon for customers to want you to: 
· Make confusing invoices more understandable

· Make call center personnel better informed, more available, and more responsive Translate “legal” communications into something real people can understand

· Keep your website up-to-date and operational

· Provide faster/more traceable shipping

· Provide better product usage instructions and “help” services
These kinds of improvements can be monetized.  Given the sorry state of customer satisfaction in most industries, they can even provide a competitive advantage.    But you need to identify what consumers want done, figure out how to do it, make someone responsible for doing it, and develop metrics to measure success.
If you’d like some help with that effort, Your CMO can help.  Give me a call!

