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WHENEVER COMPANY POLICY GETS IN THE WAY OF
CUSTOMER SATISFACTION, CHANGE COMPANY POLICY.

he cornerstone of Harry Shapiro’s business saclze/,
y p

NEVER, NCVER, NCVER FORCET: YOU NEED THE
CUSTOMER: THE CUSTOMER DOES NOT NEED YOU

* means that the need for customer satisfaction in any
’ business is as certain as death and taxes, as l)inding as
gravity, as perpetual as the sun, the stars, and the moon. It's carved

in stone. It’s the sacrecl truism of business success. And there’s no

getting around it.
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| have no idea wl’wq anyone in business would even want to
get around it. ‘1[ you make it your own, iF you live it, iF it's in
your bones, you can't Fai|,
Company policy, on the other hand, should only be as permanent as
words written on water, sentences penne& in the win&, paragraphs
fashioned in smoke. There must not be anytlzing sacred about it.
; Compamq po‘icq/ as a concept, reminds me OF some ch
\William S%al{egpemﬁe/s deathless prose:
“ it is a tale told Eq an idiot, ][UH o? sound and ]Em“q,
gigm{:qing motjﬁimg.ﬁ
And yet, whenever customer satisfaction and company policy
conﬂict, countless people in business sacrifice the former while
adhering to the latter. Even though it means losing customers!
Amazingly, tl'ley don’t seem to understand that without customers,
there is no company. There are no jo]as. But they 12eep cloing it
anyway. | tell you, it's a form of insanity.

‘ Jﬂa\/e no idea w%ewe t‘ﬂeq get t%ig tehaemcq to commit
commevcia‘ suicide. Busimegs gcl’woo‘s? Accoumtamts? Attovweqs?
Busimess//Managememt consultants? AH OF the above?

\S Y,

Page 46



Harry Shapiro’s Legacy — Volume 1

Every clay, customers all over the world stop patronizing some
company or other and start cloing business with one of the discarded
company's competitors. In all areas of commerce and trade, too —
retail, wholesale, service. It doesn’t matter.

vaiously, I can't tell you wl’ly in any specific case. But in my
]'uclgmen’t, in the overwhelming majority of Jchem, the company
involved was suffering from a very common, but little lenown,
business ailment that I call the “revolving door sync‘lrome” — or
RDS for short — a disease that's almost always terminal. Incleed,
economies all over the world are littered with the corpses of the
companies that have fallen victim to this insidious commercial
malfunction. It's an epiclemic that has risen to catas’trop}lic propor-
tions, wiping out reams and reams of business ventures every year.
Ancl, like the Stealth Boml)er, RDS is we”-nig}l undetectable.

But not to worry, Harry Shapiro to the rescue!

You see, Harry knew all about RDS from the get-go and, there-
fore, was able to easily recognize its symptoms — the marlzeting,
sales, PR, and aclvertising people work very hard to pu” in custom-
ers and company policy that's at odds with customer satisfaction
works equa“y hard to push them out again. It’s as though they’re
passing through a revolving door.

Once he was aware of those symptoms, laeing the brilliant busi-
nessman that he was, Harry was able to clevelop a foolproof strategy
that works 100% of the time to prevent this dreadful ailment from

ever getting a foothold on any business venture:

NCVCl‘, never, never forg‘ct: you llCC(l tllC CllStOIIlCl‘,

the customer (loes not need you.

Works every time. But only after it becomes an obsession!

But now suppose that your organization's already been infected

Y,

\S
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with this unspealea]ole malacly, and you weren't aware of its existence
until now? In that case, there's only one course available to you:
perform immediate surgery on management ]3y (1) removing the
person responsiMe for the company policy that first l)rought on the
RDS — even if it's you (laut, of course, you can always relcorm) —
and (2) replacing him with someone who's seen the light (that is, of
course, after you've shown it to him), who's a born again business-
man (even if you have to conduct the loaptism yourself), and who, to
his &ying clay, (upon threat of instant removal from the company, if
necessary), will never, never, never forget that the company needs
the customer; the customer does not need the company.

There is no other cure.

Bq the way, it'sa gooJ idea to let the emp‘oqees who
have direct contact with the public set company policy. [hat
what Qogert TowmgenJ (CEO O]C Avis Qemt a Car years ago)
did when he first took over, and the firm s earnings immediately
went From a very embmﬂrassing minus
to a vigorous chest-thumping plus.
You know, WE all the peop‘e who ran

companies in this country were to do that,

QDS would Jisappear Fwom the Face OF
the earth a la the dodo bird. AHJ

Ameﬁca would once again be the

land OF the Eoomim@ economy and the
home OF the se‘}t-made millionaire.

Be]cowe taxes, 01E course.
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