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2 How to Totally Satisfy Customer?

How to Totally Satisfy Customer?
By D. Keith Denton

In the decade © of the 90's, the battle cry for total
customer ® satisfaction will be heard from businesses
looking to improve their profits, market position and class
competitiveness.

Quality innovators, such as Motorola, Inc. , are focusing
on customer service as their key to achieving total customer
satisfaction. Motorola recognizes that world-class quality
can be achieved only through outstanding ® service.

George Fisher, Motorola’s president and chief execu-
tive officer, noted the significance ® of service. “Talking
with our customers, we have discovered that product
quality is not the biggest problem. Mistakes in billing,
credit, back ordering and delivery are more likely to keep
us from our objective (of total customer satisfaction), and
we've started doing something about it, ”

Motorola has tried to approach the problem of service
logically. For years, manufacturers ® of top quality
products have identified a few good vendors @ and sup-
pliers, then dealt with them exclusively. Closer relation-
ships were formed reliable and responsive vendor rela-

tionships were developed.

LIFE AND KNOWLESDGE
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4 How to Totally Satisfy Customer?

Similar to other companies on the cutting edge of cus-
tomer service, Motorola currently is applying this philos-
ophy to the services that they receive. For instance, in
November 1988, Motorola executives told the represen-
tatives ® for the travel-related services they receive(e. g
hotels, air travel, credit cards and so on)that they would
identify a few suppliers who are world-class.

The message Motorola’s suppliers were sent is“half of
you will double your share while the other half will lose
100% of your current share — quickly, ~ All service
providers should listen to that message.

To improve services, companies first must understand
everything possible about the customer. Service busi-
nesses must want to improve relationships with and also
apply techniques ® that help them better understand their
customers.

Complaints are the worst kind of control (similar trying
to improve safety by counting accidents) . It’s better to
establish preventative controls.

Relying on complaints reduces information. Most
customers don’t complain — they simply go to a com-
petitor.

In many ways, the customer complaint department in
service seems as obsolete as the quality inspection de-
partment is in manufacturing. The Japanese, as well as

innovative ® and competitive American manufacturers,

LIFE AND RNOWLESDGE
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6 How to Totally Satisfy Customer?

understand that quality is everyone’s responsibility, not
just the inspection department’s. In the same light, cus-
tomer satisfaction is everyone’s responsibility.

To develop a more realistic picture of service and
customer satisfaction, it's advisable to solicit © informa-
tion. Questionnaires, telephone interviews ® and personal
interviews should be used when possible.

Focusing on long-term market share can be an effective
means of increasing the competitiveness of American
business. Generally speaking, the Japanese pay great
attention to market share and less attention to immediate
profits. American firms often reverse that order. Quality
service or products don’t happen through a short-term,
profit-first approach. Joyce C. Hall, founder of Hallmark
Cards, Inc. , said it best: “If a man goes into business
with only the idea of making a lot of money, chances are
he won’t. If he puts serrices and quality first, the money
will take care of itself. ”

Businesses are recognizing the key role service con-
tributes to total customer satisfaction. Producing goods
always has been easier than providing good service.
Services, however, are one-on-one and people depen-
dent. Poor customer service by a single employee can
ruin the most well-thought-out and integrated ® corpo-
rate strategy. Customers say they’re not nearly as dis-

satisfied with products as they are with the support

LIFE AND KNOWLESDGE
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8 How to Totally Satisfy Customer?

services. To achieve total customer satisfaction, com-
panies must focus on developing a new philosophy.
They must:

* Identify a few quality service suppliers

* Focus on total cost of purchase © rather than on the
narrowly defined lowest bid

* Focus on developing world-class service

To get from the present level to world-class service,
companies must measure where they stand. World-class
organizations are never satisfied with their current sta-
tus. They constantly seek ways of improving weak ar-

eas.

LIFE AND RNOWLESDGE
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10 Mystery of Time

Mystery of Time

If you can read a clock, you can know the time of day.
But no one knows what time itself is. We cannot see it.
We cannot touch it. We cannot hear it. We know it only
by the way we mark its passing. For all our success in
measuring the tiniest parts of time, time remains one of
the great mysteries of the universe.

One way of thinking about time is to imagine a world
without time. There could be no movement, because time
and movement cannot be separated. A world without time
could exist only as long as there were no changes. For
time and change are linked. When something changes,
you know time has passed. In the real world, changes
never stop . Some changes happen only once in a while,
Iike an eclipse of the moon. Others happen repeatedly,
like the rising and setting of the sun. People have always
noted natural events that repeat themselves. When people
began to count such events, they began to measure time.

In early human history, the only changes that seemed to
repeat themselves evenly were the movements of objects in
the sky. The most easily seen result of these movements
was the difference between light and darkness.

The sun rose in the eastern sky, producing light. It

moved overhead and sank in the wesiern sky, causing

LIFE AND KNOWLEDGE
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12 Mystery of Time

darkness. The appearance and disappearance of the sun
was even and unfailing. The periods of light and darkness
it created were the first accepted periods of time. We
have named each period of light and darkness one day.
People saw the sun rise higher in the sky during the
summer than in winter. They counted the days that passed
from the sun’s highest position until it returned to that
position. They counted 365 days. We now know that is
the time Earth takes to move once around the sun. We
call this period of time a year.

Early humans also noted changes in the moon. As it
moved across the night sky, they must have wondered.
Why did it look different every night? Why did it dissp-
pear? Where did it go?

Even before they learned the answers to these ques-
tions, they developed a way to use the moon’s changing
faces to tell time. The moon was “full” when its face was
bright and round. They counted the number of times the
sun appeared between full moons. They learned that this
number always remained the same, about 29 suns.
Twenty-nine suns equalled one moon. We now know this
period of time as one month.

Early people hunted animals and gathered wild plants.
They moved in groups, or tribes, from place to place in
search of food. Then people learned to plant seeds and

grow crops. They learned to raise animals. They found

LIFE AND KNOWLEDGE



