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MAIN IDEA

There is a fundamental disconnection between what customers really want and what businesses currently offer. Customers want a
personal connection with the people and the organizations they do business with so the outcome is a compelling experience rather
than a mere transaction. When this happens, your product or service itself becomes compelling rather than just a commodity which
can be purchased anywhere. This business–to–consumer disconnection frequently occurs in six major areas:
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To bridge this gap, two actions are needed:
1. Increase the amount of time you devote to strengthening the culture of your organization.
2. Focus on building the relationships you have with customers so you provide them with a progressively better experience.

“It is possible for you to establish greater connections with your customers, provide them what they really want, and grow your
business – all without expending significant amounts of money. This is more of an exercise in commitment and execution than
budget. It’s having the right philosophy about what your business is really all about.”

– Scott McKain
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Too many organizations confuse the concept of “customer processing” with “customer service” and
“customer experiences”. Each of these three terms represent a different level of customer interaction.
Customers want their purchases to deliver an engaging experience. When that occurs, feelings of passion
and excitement are generated which easily differentiate one business from all others. In short, the key to
generating memorable experiences is to treat your customers like you’re going to see them every day for
the rest of your working life.
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Many organizations focus so intensively on their products and product attributes they end up losing sight of
the fact they should be focusing on the needs of their customers instead. It’s fine to have an intensive
product focus as long as you have an equally intensive customer focus every step of the way as well. You
want everyone in your organization to feel a passion for meeting the customer’s needs.
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Customers want to be loyal to their suppliers but are often put off by the fact the companies seem more
interested in getting new customers than in serving existing customers well. To change that, make
customer retention a higher priority than customer acquisition. Treat your clients with respect and dignity.

Disconnect #4 – Sameness vs. Differentiation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Page 5

More than anything else, customers want products that are different. Most organizations offer sameness,
and therefore become boring and predictable. If you don’t offer something distinctive, then you’re selling a
commodity, and you’d better be prepared to operate by the rules that dictate success in commodity based
industries. To avoid that, do something that stands out from the crowd.

Disconnect #5 – Confusion vs. Coordination . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Page 6

Customers want businesses to speak with a common voice, even when you deal with different parts of the
organization. That rarely happens. More often, one business unit will say one thing while another will say
something entirely different. That creates confusion which always detracts from the customer experience.
It’s important to get everyone on the same page.

Disconnect #6 – Status quo vs. Innovation . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Page 7

Too many companies offer the same products and services year after year. Consumers are bored by this.
They want to be wowedby revolutionary new products and perceptive new services. Consumers want new
offerings that push the envelope on what’s possible and feasible. They crave innovation, but at the
moment, most businesses offer only the status quo.

Conclusion – How to overcome these disconnections . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . Page 8

To overcome these six disconnections, you have to create an obsession and ardor for your customers that
transcends mere transactions. You have to build a corporate culture that is so obsessed with your
customer’s needs that your employees are motivated to actually bridge these gaps in tangible and
practical ways.
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