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from  
COMPLAINT to 
COMMITMENT 

how a DETRACTOR became a 
BRAND’s GREATEST ADVOCATE
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In the early 2000s, in the heartland of 
Bihar, an ancient state in India which 
was once a stage for political drama, 

where dusty roads met bustling bazaars 
and trust was a rare currency. A small 
incident in the town of Muzaffarpur quietly 
rewrote the playbook on customer loyalty 
for a reputed two-wheeler brand.

It began with a simple purchase — a 
motorbike from the brand by a resident of 
that quiet town of Muzaffarpur.  The 

motorbike was his pride, it symbolised his 
independence and it felt like his progress 
was wrapped in its shining metal and 
chrome. Like many small-town dreams, it 
carried the weight of aspiration for this 
common Indian citizen.

But only a few weeks after the purchase, 
that dream began to rattle, quite literally. 
The engine developed a fault. It kept turning 
off unexpectedly. It coughed and sputtered 
its way through errands and workdays. For a 
man who had invested his hard-earned 
savings, this was more of a heartbreak than 
just a mechanical problem.

Frustrated and disappointed, he did what 
few customers in that era ever did. He wrote 
a letter. Not to the dealer, not to the customer 
service, but directly to the Chairman of the 
Company. It was a letter written in raw 
honesty as a plea & a protest rolled into one.

The letter dripped with the betrayal of 
trust from a brand he trusted in implicitly. 

Christopher Roberts
BRAND INTERVENTIONIST

Author of “10 Reasons Why CX/NPS® 
Programs Fail & Your Surefire  

Solutions to Succeed”
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The Letter That Travelled Upward
A week later, that handwritten letter — creased, 

smudged, and stamped from Muzaffarpur — landed on 
the desk of the Chairman in the corporate headquarters 
hundreds of kilometres away.

In most organisations, such letters might be politely 
acknowledged, redirected or quietly filed away. But not in 
this brand. The Chairman didn’t see a complaint. Instead, 
he saw this as a test of the company’s values and promise 
to their customers. This was an opportunity to prove that 
promises weren’t just printed on advertisements but lived 
through action for his organisation.

He picked up the phone and called the Zonal Office 
in Kolkata. “I want this resolved today,” he said firmly.

The directive was clear. He wanted the team to Own 
the problem and fix it.

A Call that moved Mountains
By afternoon, the directive had reached the dealership 

in Patna, the nearest city to Muzaffarpur. The message 
was urgent: Attend to this case immediately.

Now, this was not a convenient time. Bihar in those 
days was politically turbulent. Roads weren’t just dark, 
but were dangerous. Travel after dusk was often 
discouraged. Yet, without hesitation, the dealership’s 
engineer and mechanic decided to go.

At 6 PM, as the sky began to turn indigo and the 
streets emptied into silence, two men started their 
journey from Patna to Muzaffarpur on a motorcycle.

It was roughly 80 kilometers — an hour and a half ’s 
ride through narrow, uncertain and Kuchcha (Muddy 
and Dusty) roads. Every sound of the engine echoed 
against the dark. Every mile was an act of courage for 
they were carrying the weight of a company’s promise 
that they needed to deliver on.

An Unexpected Knock at the Door
It was close to 8 PM when they reached the 

customer’s house. The small house was dimly lit, the air 
was still. The man was startled to see two strangers at his 
door.

“Sir, we are here from the Patna dealership,” the 
engineer said, removing his helmet. “We got your 
message. We have come to fix your motorcycle.”

The customer stood speechless. He couldn’t believe 
what he was hearing. In a state where people hesitated to 
travel after dark for their own safety, these two men had 
arrived at his doorstep, Unannounced and Unafraid... 
and just because he had written a letter. To the Chairman.

What followed was extraordinary!
The motorbike was parked in the verandah. Under 

the flickering light of a single bulb, the engineer and 
mechanic got to work. They disassembled the engine, 
checked every component, cleaned, tuned and repaired 
it. It took nearly three hours. The sound of wrenches & 
bolts mixed with the chirping of crickets and the hum of 
the night.

By the time they were done, it was past 10 PM.
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A Night of Hospitality & Transformation
The customer was deeply impressed by the 

sincerity of the company and the dedication of these 
engineers who practically risked their own lives to 
travel into what was known at that time as ‘the 
heartland of thug politics’. So once the engineers 
finished their job and decided to leave, the 
customer insisted that they stay the night at his 
house. He served them a simple home-cooked 
dinner with gratitude which words couldn’t express. 

That evening, something remarkable happened.
The man’s frustration melted into admiration. 

His anger turned to loyalty. He saw in these two 
employees a company that cared enough to show 
up.

That night, a Detractor became a Loyal 
Advocate of the motorbike brand.

The Ripple Effect
In the weeks and months that followed, something 

even more powerful took root.
That one transformed customer shared his 

experience with everyone he knew in his village & 
nearby towns. Friends, Relatives, Neighbors, Local 
Shopkeepers — anyone who mentioned buying a 
motorcycle would hear his story.

But he didn’t just recommend the brand;  
he championed it. He became the brand’s voice in 
the region.

For years, nearly 40% of the dealerships sales in 
that district came through his word-of-mouth 
referrals. The man who once wrote a complaint 
letter had become a walking advertisement for 
Trust. What better proof could there be for 
advocacy earned through human empathy and 
decisive action!

The Leadership Lesson
What turned the tide wasn’t a marketing 

campaign or a service script. It was the kind of 
leadership that acts fast and with empathy, and one 
which empowers people to do what’s right.

The Chairman didn’t hide behind bureaucracy. 
The Zonal Head didn’t delay taking action. The 
local engineers didn’t hesitate travelling through 
potentially life-threatening areas to reach the 
customer. Every person in that customer service 
chain understood one truth: Customer Advocacy 
Begins Where Excuses End.

When an organisation listens, acts swiftly and 
treats every complaint as a moment of truth, it 
doesn’t just solve a problem, creates a pleasant story. 
A story that customers retell for years.

And that is the magic of turning detractors into 
promoters. It doesn’t happen through surveys or 
slogans. It happens through empathy, urgency  
and ownership.
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The Bigger Picture
What happened that evening in Muzaffarpur wasn’t 

a one-off miracle. It was the outcome of a culture, one 
where employees understood that every customer 
interaction is a moment of truth.

Detractor feedback isn’t criticism. I always treat it as 
a gift. These customers care enough to tell you where 
things went wrong, giving you the most valuable 
insights to make your business stronger.

At Engaged Strategy, we have seen time and again 
that a detractor today can become your strongest 
brand advocate tomorrow if you respond with 
Empathy and Accountability.

That’s why every one of our Voice of the Customer 
programs includes real-time alerts, enabling leaders of 
our client organisations to act before frustration turns 
into attrition. And when teams are trained through our 
Detractor Call-Back programs, they don’t just resolve 
issues they rebuild trust, restore relationships, and 
reignite loyalty.

In fact, at some of our client organisations, the CEOs 
themselves have taken the initiative to call detractors. 
Let me share the stories of two such CEOs with you.

The first was the CEO of a leading event technology 
company that had partnered with Engaged Strategy to 
build a member-centric culture. After their first NPS® 
survey, the CEO did something powerful. He personally 
called Detractors, discussed their concerns and set a 

resolution plan in action. More importantly, he ensured 
a proper feedback loop was in place so that the customer 
was made aware of the action being taken to resolve 
their concern. That single act inspired every leader and 
employee to take ownership of member experience. The 
result? An 84% increase in NPS® — driven by empathy, 
accountability, and leadership by example.

Another heartening story is of the CEO who led a 
leading Pet Pharma Wholesale. The organisation had 
partnered with Engaged Strategy to measure NPS® but 
soon discovered it was more than just a metric. When a 
key decision-maker from their largest client (the client 
made up ¬35% of the organisation’s revenue) was 
identified as a Detractor, the CEO and his leadership 
team stepped in immediately. Their direct involvement 
turned the situation around, converting a potential 
heavy loss into a Loyal Promoter. Another proof that 
when leaders listen and take action, brands grow.

This has sent a powerful message that customer 
focus isn’t a department’s job, but a leadership philosophy.

Because, when leaders listen, employees follow. And 
when employees act with empathy and ownership, 
Detractors disappear, Promoters multiply, and Advocacy 
takes flight. This is the epitome of customer culture in 
action and it’s how good organisations and brands can 
become legendary. ■


