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1. Examine a library or a non-profit organization that you know well. Does it seem to have a customer-centered mindset? (refer to pp.49-54) Why or why not?  What would you recommend the organization's management do, to make it more customer-centered?  Read and reference the chapter and articles, 'Stores and Libraries: Both Serve Customers' and 'Where Do Our Real Customers Live?' when answering this question.

My response to this question is about St. Matthew Church, a non-profit organization, where I once served as a volunteer. From my experience of this parish, it is sad to say that it has failed to serve with customer-centered mindset. According to Chapter 2, “Developing a Customer-Centered Mindset,” the section, Reliance on Research, expresses: “Because the customer is central, management realizes that it must have a profound understanding of customer perceptions, needs, and wants and must constantly track changes in them so that the organization can respond to subtle shifts as quickly as they occur” (Pg 51). The message here is true. Customers must be central because without them and their support, the organization can’t function. That is why the management must understand the customers’ perceptions, needs, and wants, so that they can respond effectively. St. Matthew Church’s management failed their parishioners in this area. What happened was, few years ago, a new team of clergy came on board. At first they were warmly welcomed, but not long after, many people began to leave for other churches because they could not understand the clergy’s foreign accent. When the priests preached, people got frustrated because they could barely understand. It is natural for parishioners to look for other churches where they can understand as they worship. However, the sad thing is, the pastor failed to recognize the changes. They continued to do their services, and people continued to leave. The pastor failed to understand that the parishioner’s most needed desire is to understand the homilies. My recommendation for the pastor at St. Matthew Church is a fluent English speaking priest should be brought in to respond to the people’s need. That would fix the problem.
2. Public Library of Charlotte & Mecklenburg County (PLCMC) in Charlotte, North Carolina, in an effort to help users manage the ever increasing resources of the library which continue to grow as the World Wide Web expands--developed a new, customizable Web site that is available via any Internet-access computer, Mac or PC. The new product is called "brarydog.net" The term "brary-dog"is a combination of the "library" and a pun on "prairie dog" that curious creature of the plains. http://www.brarydog.net. Access the site. Create your own brarydog.net page. What characteristics does "brarydog.net" exhibit that let you know PLCMC is a customer-centered organization? (refer to pp.49-54) 

As viewing my brarydog.net page, http://www.brarydog.net./default.asp, there are two characteristics which are very dominant: Predilection for Segmentation and Using the Full Marketing Mix. First of all, PLCMC is really into Predilection for Segmentation. “That is, in designing any particular program, the nonprofit manager should routinely assume, until shown otherwise, that the market ought best be thought of as a combination of a great many smaller subsegments that may deserve separate marketing programs” (Pg 52). Many different topics and subjects can be found in this web page. Regular viewers can surely find at least few topics or subjects which are of their interests. In additions, PLCMC also employs well using the Full Marketing Mix. The gist of this characteristic is, “A diverse marketing program pays attention not only to communication but also to the nature of the offering, its cost to target audience members, and the channels through with it is made available” (Pg 55). What patrons find in Brarydog.net is different offers. They can pay $45, $25, or no pay. At each offer, there must be different services, but the fascinating idea is at whatever offer, patrons are able to use the services. If patrons have to pay to get services, then very few would sign up because they can find free services elsewhere. With the set up of Using the Full Marketing Mix, it is certain that many patrons would sign for free of charge. If they are interested in the services, then they will pay to get more.
