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OWL BELIEVES TWO THINGS ABOUT SMALL BUSINESS MONEY: > It should be stable and secure.  > There should be more of it.

THE MORAL OF THE STORY

“ARE YOU SABOTAGING YOUR CUSTOMERS?”“ARE YOU SABOTAGING YOUR CUSTOMERS?”

Unsolicited Comment Card
YOU DIDN’T ASK, BUT WE THOUGHT YOU SHOULD KNOW...

Here’s the thing: we can 
pretty much guarantee that the 
Editor-In-Chief and/or Publisher 
haven’t the slightest idea that the 
customer experience is so dreadful. 
Even if the odd complaint managed 
to work its way up the chain, it 
would likely appear isolated.

For every complaint, there are 
probably ten (or a hundred, or a 
thousand) potential customers who 
simply throw in the towel before 
making it through the entire 
process. That’s cash slipping 
through the fingers of the business.

So how do you know if you have 
an issue? You can dig in and find 
out what’s going on. Perhaps you 
can ask a trusted friend to pose as a 
customer in your business and report 
back. You can ask your employees 
for their honest assessment of the 
customer process — it’s common 
for employees to be aware of 
problems but feel sheepish 
providing unsolicited criticism.

In the case of the newspapers, they 
might write off failure to acquire 
new customers as an unavoidable 
byproduct of a flagging market, 
but that’s just one culprit.

People don’t want to wait. 
They don’t want to take extra 
steps. If you try to make them 
jump through hoops, they’ll 
find someone else.
 
Clearly, if you’re in a flagging industry, 
customer experience is extra 
important.

Heck, if you’re in an ultra-successful, 
competitive industry, customer service 
is still extra important. (How else are 
you going to stand apart from the 
competition?)

Regardless of your market position, 
you won’t have any market if you 
don’t continually strive to make the 
customer experience as seamless as 
possible. Remove roadblocks. Cut 
through red tape. Evolve. What worked 
for customers five years ago — or even 
one year ago — might not work now. 
Patience thresholds are dropping. 
Expectations are getting higher.

This is the age of the six-second Vine 
video and that Snapchat thingy where 
text messages disappear after a few 
milliseconds. You need to operate with 
the assumption that your potential 
customers have the attention span of a 
baby squirrel hopped up on Pixy Stix.

REMOVE ROADBLOCKS. CUT THROUGH RED TAPE.  EVOLVE. 

Our First Rule of Business: 
Cash is king. And queen. And prince. 

And princess. And duke. And duchess.

Meet Rule Number Two: 
Don’t make things difficult for your customers.

You’re probably thinking: “Duh” — and rightfully so. We were floored that 
this even needs to be said, but the truth is that even businesses with the 
best intentions might be sabotaging their own success with red tape or 
other customer-repelling behavior. And unless you put yourself in your 
customer’s shoes and truly understand what they experience when doing 
business with you, you might have no idea that it’s happening.

You can have the best widget 
or service line in the world, but 
if you make it challenging for 
your customers to obtain that 
widget or service line, you’re 
wasting everyone’s time — your 
time, your employees’ time, 
and the baby squirrels’ time.

We were recently trying to drop a 
(not insignificant) amount of cash on 
corporate subscription packages to 
two prominent newspapers.

For purposes of ultimate discretion, 
we’ll call them the “Shmall Shmeet 
Shmournal” and the “Shmew Shmork 
Shmimes.”

It turned out that we had to invest a 
LOT of effort in an attempt to give 
them our money.

You’d think they’d have rolled out the 
proverbial red carpet for us, especially 
since their industry is floundering. 
Instead, with one newspaper, we spent 
approximately seven years on hold 
(we might be exaggerating slightly) 
before being transferred three times 
(not an exaggeration). Once we were 
finally transferred to the correct person, 
it took over 45 minutes to sign up. 

“Please hold.. .
Your call is 
very important 
to us.. .“

Seriously.

And then they asked us to do four 
kartwheels while balancing a teacup 
on our head and reciting the 
declaration of independence. 
(Okay, we’re exaggerating again.)

With the other newspaper, we were 
only transferred once, but that person 
was a message taker who said 
someone would return our call within 
two business days.

Gahhh!

Here’s how this rule came about: 

�e moral of this �ory? 
You guessed it: 

Cu�omer 
experience 
is cri�cal. 

Call us; we’re here to help.
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