
June 22, 2011 

C U S T O M E R  E X P E R I E N C E  P A R T N E R S  

When Your Customer is Unhappy... 

Unsubscribe: unsubscribe@customerexperiencepartners.com  

P.O. Box 574 

Allendale, NJ  07401 

Phone:  203-655-0090 

Email:  pruden-vavra@customerexperiencepartners.com 

All jokes aside about Vince Lombardi and the Green Bay Packers’ passing 
game of years gone by (see last week’s emailer); the best thing that can 
happen when one of your customers is unhappy with your product or 
service is that they tell you! 
 

But customers seem to be bringing fewer complaints directly to compa-
nies.  Is it because we’re getting better?  Not according to the ACSI.  Then 
why aren’t we hearing more from our dissatisfied customers? 
 

Customer Experience Partners has identified two substantial reasons: 
Many customers actually do complain – or they think they do.  They ex-

press their dissatisfaction to a cashier, a bellman, a maid, a customer 
service rep, a delivery person, or they may post their comments on the 
company website, phone line, or comment card. Unfortunately most cor-
porations: a) don’t have a process to escalate this feedback to senior 
management, b) have a process, but one that allows savvy middle man-
agers to squelch any complaints related to them or their department c) 
make communicating complaints “up the ladder” an additional and un-
rewarded task for staff members, or d) (the worst option) they treat any 
employee bearing a negative comment as a malcontent and they “shoot 
the messenger” for delivering the valuable feedback. 

“Complaining learned helplessness” - Experience has taught customers 
that it’s not worth complaining.  They succumb to a psychological state 
of frustration from past failures to see remedy.  It may not be your com-
pany’s fault, but far too many companies have already shown the cus-
tomer that American businesses really just don’t care. Even companies 
that politely listen appear to seldom take corrective action.   

 

So what should companies be doing? 
1) Realize customers’ frustration from being disregarded prompts them 
to communicate their displeasure to others rather than to you. 2) Build 
processes that bring customer comments (both negative and positive) to 
the highest executive level.  3) Create a culture in which a complaint is 
treated as “a gift” and reward those employees who listen to customers.  
4) Acknowledge and respond to comments in a personal way. 5) Address 
individual problems whenever possible.  6) Use feedback to identify sys-
temic problems and fix those identified as most critical.  7) Communicate 
changes driven by customer feedback to your customers showing them 
that you welcome their insights and will take corrective actions. 
 

Customer Experience Partners can help you create an effective Customer 
Complaint Monitoring system.  Contact us at: 

www.customerexperiencepartners.com 
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