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WHAT’S IT GOING TO TAKE…A TOTAL FALLOUT (NOT SHAKEOUT) OF THE DOT COMS TO WAKE THEM UP, OR TOTAL LOSS OF FAITH IN NEW PRODUCTS AND SERVICES?

By Rob Cummings
Founder
Quality Testing Labs
IRVINE, Calif., Sept. 25 – What’s it going to take to make dot coms and the Organizations behind them finally realize that if they don’t regain Consumer Confidence and Trust immediately, they are potentially doomed to failure? And in the current climate, how can manufacturers of Products and Services prove they are reliable?

How long can Organizations delay the inevitable? And how effective can any of these self-governing bodies or panels consisting of industry insiders be? Even those that provide seals of Trust do not include penalties, so how effective are those seals, and how much of a commitment do they show the Organization displaying them has made? The problem is becoming more evident every day by the growing rebellion of the Public. Seal Programs (other than those that include rigorous testing) without financial penalties do not work and the Public is quickly catching on.

It seems a pity that Organizations struggling to survive do not realize the consequences of Consumer backlash. For instance, the Internet can be an incredible marketing, educational, reference, commerce, sales tool and more. However, unless the Public’s fears are quickly allayed, it may ultimately consist of only anonymous chat rooms and encrypted e-mail. That would be a tremendous waste of a resource with such awesome potential. And so it goes with innovative new Products and Services.

Aside from web Sites, as a buyer, are you not surprised when you buy a Product, get it home and it actually works as promised on the box or in the promotional literature? Why should that be? And why shouldn’t buyers be compensated for the hassle, time, effort, gas or postage involved in returning a Product?

The answer seems very clear, obvious, and necessary in today’s climate. Organizations must show real commitment to effectively compete and gain Consumer Trust. They must make significant changes so Consumers not only can readily understand their Policies but also embrace them. They must not only offer a guarantee but also include compensation to the consumer for products that have not been adequately tested before they were shipped or released that caused the Consumer added and unnecessary time and expense. Organizations don’t have to do this, but as a Consumer, will you buy that same brand you had problems with right out of the box the next time? Or recommend it to your friends?

There are more choices than ever today and buyers are more aware than any other time in history. Following the fall of the dot coms, all of a sudden it’s a New World for Organizations… a World where the buyer is much more suspicious and leery of all the products and services of established Organizations, and even more so of new Organization’s Products and Services. Even when you as a Consumer call for Customer Service, aren’t you surprised when a representative actually answers the phone in less than five minutes? What used to be satisfactory is now becoming unacceptable in the Public’s eye, and the results are lost sales and brand loyalty.

Organizations that do not show true commitment to quality in all respects have to be losing market share. Attention to quality, performance, privacy of PII (personally identifiable information they collect), adherence to promises made, customer service, reliability, on-time delivery, and all the tenants of best business practices are becoming necessities, not luxuries in this new and much tougher economy. In the first two quarters of 2000, people seemed more willing to take a chance on the lower-cost product or service. Today they seem to be much less forgiving.

How can Organizations prove they have improved or actually were 100% reliable all along? Simply stating it in advertising or even editorial is not going to do the trick. People are understandably becoming increasingly leery of editorial, with the reality of the conglomerations of media companies. Will Time Warner actually write negative articles about the Companies it is affiliated with like AOL? Maybe, in a perfect World, but probably not in real the World. Freedom of the Press, yes thank God we still have it and that’s what has made America great. But the reality is that freedom of those in the Press whose jobs hinge on the articles they release has to be inherently compromised by the newly formed media conglomerates. This is not all in the media, but it seems logical that conglomerations and partnerships will have an effect on some.

What can Organizations do? One solution is to wait for Government legislation. That can take a very long time and the more time it takes, the more consumer confidence is eroded. When all is said and done, what legislation really means to the Public is that the Organizations themselves were unable or unwilling to correct their practices and had to be forced to do so, which in no way can reflect positively on these Organizations.

Also, one must keep in mind that the economy is no longer governed by the United States only and has become much more global. Even if the United States creates new Laws, these Laws will not be enforceable worldwide, and it is highly doubtful that all the governments of the World will ever be able to agree to them as written. So we still end up with the same problem but now there is also a roadblock to increased world trade.

What can Organizations do to show true commitment?

Real commitment is shown when an Organization adopts a Code of Ethics or Practices and agrees to be financially penalized for violations and compensate consumers for errors the organization makes. In many cases, Organizations may no longer be able to get away with tracking consumer actions under the real or sometimes unreal premise of providing better customer service or a more personalized User experience. Or at least they must offer the Consumer the choice of being tracked or not being tracked. New revenue streams may have to replace existing ones. Organizations will simply need to do a better job and act in a more ethical manner or potentially face the consequences.

Even if the Organizations do a better job and alleviate consumer fears through real actions, there still must be proof. The proof must be in an Organization’s willingness to adopt a global Licensing Program with a Code of Ethics, penalties for violations to the Code, and consumer compensation. This Licensing, since it must be effective globally, needs to be administered by a third party so as not to show inherent bias. The Codes must be very specific and the violation fees reasonable yet painful enough so that it is in the Organization’s best interest to avoid them. This type of Program is what will give the Consumer confidence and trust that the Organization itself had the Confidence to elect to be Licensed and penalized.

Quality Testing Labs (QTL) has created such a Licensing Program. Organizations that adopt the Program agree to adhere to a clearly defined Code of best business practices and to Financial Penalties as well as compensation to Users for Code violations. Yes, we’re talking about a $100 fine per violation and a maximum of 100 fines before the License is revoked. And yes, we’re talking about a $2500 reinstatement fee if the License is revoked. We’re not trying to put Organizations out of business, we’re trying to grow the Consumer Trust and Loyalty in Organizations. The only way to do this is to prove to Consumers that Organizations are willing to put their money where their mouth is. Money talks worldwide without the need for Attorneys or legal enforcement. The QTL Program charges the fines directly to the Licensee’s credit card at the time of the violation. Strong medicine? Oh yes, absolutely. Medicine that heals the wounds quickly? Another yes. The QTL Program is designed to work immediately for those that are willing to adopt it. It is a very a real show of commitment that Organizations can promote and Consumers can embrace.

Does this type of Program hurt the Organization that adopts it? Maybe a little in the beginning, but that’s only because the Organization was not delivering on Promises made, or because Consumers’ fears were correct… the Organization was not performing to the satisfaction of the Consumer. Like a Driver’s License Learner’s permit, the QTL Licensing Program includes a 90 day grace period. The grace period means only that the Licensee will not be fined, however, over 100 hundred fines still means the License will be revoked and the Licensee will not only have to correct errors it made but also pay a $2500 reinstatement fee.

Organizations and their web Sites that clearly state their practices and policies and agree to be penalized for violations and compensation to Consumers and Users prove commitment. Fines validate the Licensee’s commitment and make the Program work. Actions speak louder than words and QTL feels its Licensing will provide an instantaneous higher level of real trust than any other form of advertising or promotion while it will improve and/or showcase an Organization’s practices.

QTL’s founders believe that the failure and/or poor results of many Organizations is a direct result of lost confidence in their Products and Services, as well as growing distrust of their practices. QTL’s Licensing Program (see www.qualitytestinglabs.com) is its first initiative to improve this situation. Fines are the only way QTL believes Organizations will be able to prove they can be trusted and are committed. 

QTL Licensing eases major Consumer concerns – Privacy, Security, Disclosure policies, quality, performance, customers service and others. The Program benefits Consumers while it helps Licensees gain real Consumer confidence and identify specific problem areas. 

Through licensing of its QT Mark and its program, QTL is attempting to initiate a movement towards better business practices. Disclaiming all liability no longer seems to be effective and consumers, becoming increasingly aware of the issues, appear to be rebelling.

QTL hopes it can soon enable Licensees to include affordable and adequate Site and User Liability Insurance Coverage to further increase Consumer Confidence and extend greater protection to Consumers and Licensees.

An independent third-party Licensor, QTL has chosen not to have any partners that could cause inherent bias. Its hope is that Organizations will recognize the value of QTL Licensing and choose to adopt the Program on their own before consumer confidence and trust erodes further.

For more information see http://www.qualitytestinglabs.com.
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