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Are customers always right? 

 
Sometimes customers make 

mistakes, they get confused, they 

exaggerate, or even lie. 

 
So, if they customer is wrong, 

what should you do? 

 
You can still make the customer 

“feel right” by agreeing with them 

on the importance of what they 

value.  
 

But there is a catch. The 

customer may not tell you what 

they value. In fact, they can even 

make it hard to know. You must 

work to find it. 

 

For example, your customer say’s 

“Your service is so slow!” 

 

But you investigate and discover 

that everything was done right on 

time. So, what do you do? Tell the 

customer they are wrong? 

Actually, you still make the 

customer “feel right”! 

 

When they say your service is 

slow, you say “You are correct 

that speed is very important! Let 

me be the one to help you 

quickly…” 

 

They say, “Your product is 

unreliable.” You say, “You have a 

very good point, that reliable 

performance really matters.” 

They say, “Your staff is rude.” 

You say, “You always deserve our 

courtesy and respect.” 

They say, “You people are so 

bureaucratic.” And you say, “Let’s 

see just how flexible we can be 

for you.” 

 

They say, “Your price is too high.” 

You step over to their side, and 

say, “You deserve great value for 

your money.” 

 

They say, “Your systems are hard 

to use.” And you reply, “We are 

with you about the importance of 

user-friendly systems.” 

 
So, is the customer always right.  

 

No. 

 

Can you make a customer “feel 

right”? Yes. 

 

How? By agreeing with them on 

importance of what they value. 

Remember, making your 

customer feel right keep things 

moving in the right direction, for 

you and your customers. 
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Important Notice 
© Copyright 2018, Bizezia Limited, All 

Rights Reserved 
 

This article appeared in Better Business 

Focus, published by Bizezia Limited (“the 

publisher”). It is protected by copyright 

law and reproduction in whole or in part 

without the publisher’s written permission 

is strictly prohibited. The publisher may be 

contacted at info@bizezia.com (+44 

(0)1444 884220). (Some images in this 

article are taken from Creative Commons 

– such images may be subject to copyright. 

Creative Commons is a non-profit 

organisation that enables the sharing and 

use of creativity and knowledge through 

free legal tools). 

 

The article is published without 

responsibility by the publisher or any 

contributing author for any loss 

howsoever occurring as a consequence of 

any action which you take, or action which 

you choose not to take, as a result of this 

article or any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at 

the time of publication, it is not a 

substitute for obtaining specific 

professional advice and no representation 

or warranty, expressed or implied, is made 

as to its accuracy or completeness. Any 

hyperlinks in the article were correct at 

the time this article was published but may 

have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily 

within the United Kingdom but may have 

application in other locations. 

 

These disclaimers and exclusions are 

governed by and construed in accordance 

with English Law. 
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