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Vince Lombardi, the legendary NFL coach of years gone by, reportedly said, 
“When my quarterback throws a pass, three things can happen … and two of 
them are bad”.  (At the time Lombardi preferred an offense that remained large-
ly on the ground, no doubt motivated by the above observation.) 
 

In managing the customer experience we can make a similar observation about 
dissatisfied customers; when a customer is unhappy, four things can happen …. 
and three of them are bad.  
  

So what are those four possibilities? 
1) The customer doesn’t bother to report the problem or to seek correction of 

the problem, but rather turns their back and walks away - deciding never to 
buy your product or brand again (or at the very least becomes much more 
open to competitive offerings). – This is the “silent killer” – unrecognized 
until sales decline.  Unfortunately it’s also the most likely outcome. 

2) The customer not only turns his/her back on your brand but personally tells 
a few, or a few hundred friends, relatives, neighbors and co-workers about 
their bad experience and suggests they should also never trust your brand.  
– Good at monitoring social media?  -- You might still only monitor a small 
percentage of these cases. 

3) The customer feels so mistreated that he/she seeks legal recourse or brings 
the problem to the attention of regulatory authorities.  – By the time you 
hear about unhappiness this way, you’ve probably not only lost the custom-
er and those they influence, but you’ll need to call in your attorney. 

4) The best possible thing that can happen when a customer experiences a 
problem – they complain directly to you.  This feedback is addressable, ac-
tionable and a gift! 

 

Okay!  What’s a marketer to do?   
A) Provide an easily accessible avenue for customers to voice their complaints.  
B) Promote that “complaint line” and genuinely encourage customers to report 
problems and disappointments.  C) Listen to what customers are saying and 
reward rather than punish the members of your staff who are tasked with re-
porting the negative comments. You may find some systemic problems, or you 
may discover a failure to properly communicate product usage or the need to 
better manage expectations. D) Address individual problems if they are truly 
your company’s fault.  Report back to customers on the broader findings and 
clarify the situations. E) Inform customers, in general, of changes made in re-
sponse to customer feedback.  This can help improve customer retention, gen-
erate positive word of mouth, and create a permissive climate in which custom-
ers will be even more willing to let you hear from them in the future. 
 

Want an unbiased, more representative measure of what customers are saying about 

your product or brand?  We have the solution.  Contact us at: 

www.CustomerExperiencePartners.com 
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