How a commonsense approach
can transform your business
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When you focus your business firmly on
satisfying your customers’ needs, you'll find
they'll appreciate it, buy from you repeatedly
and, better still, think to recommend your
services to others whenever they can.
Here’s how to turmn customers into
advocates. ..

1. Make your customer king

Whatever your business or profession, never forget that customers
and clients are your most valuable asset. Understandably, their
primary question is "How does buying this product or service from
this person or organisation stand to my benefit?” or, put simply,
“What's in it for me?”

Thus answering this fundamental concern should feed every
marketing initiative you undertake. And, by the same token,
recognising that prospects really don't care nearly as much about
your stock, skill, qualifications, staff, machinery, overheads or
promotion as you do (except where they serve to reassure), if they
appear at all, such details should be secondary to your key message(s).
As a rule of thumb you should write or speak the word ‘You’ at least
twice as often as ‘I’ or ‘We'.

2. Create relationships, not fleeting encounters

When you consider the lifetime potential of a customer in terms of
new business, repeat orders, cross-selling opportunities and winning
referrals, you'll see that long-term client relationships are vastly more
preferable than the one-off profit of mere encounters. Consequently
you should view and treat every prospect as a new opportunity to
begin another 'lifetime' business relationship — and every customer as
a popular member of your extended business family.

3. Communicate with individuals, not groups

If you understand that communication is in the ear or eye of the
receiver, you'll also realise that we all listen most attentively and talk
more fluently in ‘one-to-one’ situations.

So never forget, effective marketing always addresses individuals -
and even if your campaign, letter, brochure or website is meant for a
wide and public audience, it will pay you to write as if you and your
prospect are in the same room, just the two of you, enjoying a
friendly conversation.

4. Build a powerful brand

Everything that a customer sees, receives or experiences about your
business - from its logo, to its products, packaging, advertising,
literature, stationery, letters, websites, emails, telephone answering,
customer care, staff attitudes, dress code, uniforms, vehicle liveries,
offices, work processes and attention to detail — will affect the way in
which they regard you. If any of these are inappropriate, or
inconsistent, that is how they will come across - and the unfortunate
but obvious result will be to diminish or undermine your reputation
and deter them from making a purchase.

To win customers for life you must ensure that their dealings at every
level of your company are positive and consistent. The better they
experience your brand, the more you will sell and profit.
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5. Target your marketing

Most businesses fail to adequately define their market and, in so
doing, waste a fortune in time, effort and money while marketing to
irrelevant audiences. Even within your category of business, not
everyone 'needs' the service you provide and you should take special
care to distinguish between 'prospects' and 'suspects', then
concentrate your promotional activity only on the former:

e Prospects are targeted prospective customers - people who have
acknowledged their interest in your product or service in some
way. Communicating with prospects maximises your sales.

e Suspects are people who merely may be interested in what you
sell. Communicating with suspects maximises your costs.

6. Make it snappy

When prospects make an inquiry, they want details NOW. When
customers decide to buy, they want to buy NOW. So, if you gear your
business to deal with every prospect... every customer... every
question... every order... every transaction... as quickly, efficiently,
pleasantly and comprehensively as possible, you will stand out and
be appreciated, talked about and revisited many more times than any
competitors that don’t (which is most of them). You can win
significant competitive advantage by fulfilling your customer's "now"
desire, because most businesses largely or completely overlook it.

7. Deserve customer loyalty

Never take your customer’s loyalty for granted. It’s a fact of business
life that you have to earn it, re-earn it, and constantly protect it from
all kinds of temptation. Be warned: if you don't look after your
customers someone else will and, meanwhile, sow seeds of doubt to
create the opportunity. Your only defence is to create "totally satisfied
customers”... people so happy with your business that they have at
least some resistance to being drawn elsewhere.
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To do this you have to continuously reward your good customers
with genuine recognition and preferential treatment - pleasantly
surprising them with regular, value-based communications offering
privileged buying opportunities. However happy they might say they
are, you cannot afford to rest on
your laurels because, any
customer who doesn't feel
central to your business can be
tempted away from your
business at any time, without
warning.

“ Be warned: if you
don’t look after
your customers
someone else
will...,,

8. Innovate continuously
The traditional model of
business is to buy or manufacture a product - or devise a service - as
cheaply as possible, then sell it at the highest possible price to
maximise profit. Business owners that reverse their business model
from getting as much as possible, to giving as much value as possible
attract new customers in droves, and often make fortunes in the
process. So don't be lazy or complacent: you need to innovate your
products, services and marketing continuously.

can contact him via any of these sites or by email to info@mainlymarketing.co.uk

This article was inspired by a Paul Gorman Advisory from Big Sur Publishing.
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