TURNIT
AROUND

Increase

customer retention
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with superior service!

by Doug Knorr

Tﬁrn It Around

Douglas Knorr, known as a “retail
marketing activist” is president of
Knorr Marketing (www. knorrmar-
keting.com), a full-service market-
ing and advertising agency special-
izing in the home furnishings indus-
try. The agency provides strategic
planning, creative production, pub-
lic relations, sales promotions, web-
site development and media buying
services. Headgquartered in the resort
community of Traverse City, Mich.,
the firm serves clients throughout
the United States.
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hen I heard that this

month’s issue of Home
Furnishings Retailer was focusing
on customer service, [ saw it as the
perfect opportunity to discuss one
of the most important ways to
“turn your business around” by
increasing customer retention
through greater customer service.

Even in the busiest of times,
and when economic conditions are
tough, we need to ask ourselves
the question: “Is it important to
make sure that my customers are
totally satisfied?” Oh, I don’t just
mean the ones that complain...
what about the customers who
never say a word?

Consider this sobering piece
of research that was conducted by
Bain & Company: “In business
after business ... 60 percent to 80
percent of customers who defect to
a competitor said they were satis-
fied or very satisfied on the survey

just prior to their defection!”

WOW! Without the slightest
hint, the customer slips quietly
into the night — and you and I
have no idea why! You see, not
every customer is willing to tell
you about their dissatisfaction.

It is your job, not the cus-
tomer’s, to make sure that every
customer is completely satisfied.

All too often, we believe that
customer dissatisfaction is only
about a problem with a product
they purchased or a service, or the
perceived lack of service they
received from us in the purchasing
process.

John Lawhon, an old industry
friend of mine, once cautioned
salespeople: “If a product has 20
features and benefits, and you close
the sale after only telling the cus-
tomer about 10 of them, they will
never be as satisfied a customer as

they would have been if they had



Consider . . .

60 to 80 percent

of customers who defect to a competitor
said they were satisfied or very satisfied
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on the survey just prior to their defection

known all 20 of the product fea-
tures and benefits!”

Lawhon’s observation made a
great impression on me. [ hope
you take it to heart, too. Product
knowledge has always been, and
will always be, where good cus-
tomer service begins in the cus-
tomer relationship.

Research findings from John
Bishop, partner of Retention
Marketing Systems, and the Arthur
D. Little Co. admonish: “The jus-
tification for customer retention
marketing comes from the knowl-
edge that it is five to ten times less
costly to retain a customer than
acquire a new one.

“In fact, a two percent increase
in retention rates is the equivalent
of a ten percent reduction in oper-
ating costs while a five percent
improvement can lead to profit
increases of up to 85 percent.”

Now that’s powerful! If you
want to increase profits and turn
your business around in 2008, a
great place to start will be with
your customer service and retain-
ing more satisfied customers.

Do I hear you asking, “Where
do I begin?”

If you are the president, CEO
or owner of your business, the fun-
damental starting point is this:
Customer service is not a depart-
ment — it’s a philosophy!

Successful customer service
always begins and ends at the top.
When you, the leader of your
company, have a vision and a pas-
sion for exceptional customer serv-
ice, it permeates every part of your
company and becomes readily visi-
ble at every level of your company,
and is felt at every point of cus-
tomer contact.

There are many creative ways
to develop your customer service
and retention plan. The first is for
each of your team members to
consider how they would like to be
treated. One of the best ways to
increase customer satisfaction is to
follow-up with the customer short-
ly after the delivery, to make sure
that everything is all right.

If there are any problems or
issues, they must be taken care of
quickly and completely. Once the
customer is satisfied with your
responsc, you and your tcam need
to create a standard operating pro-
cedure (SOP) to assure similar
problems are avoided in the future,
providing better customer service
to every customer.

Well, we are at the end of our
discussion and 1 will leave you
with this one last thought. When
you focus on better customer serv-
ice, you will increase customer
retention and enjoy greater prof-
itability. fiNuFa

A two percent
increase in
retention rates is
the equivalent
of a ten percent
reduction in
operating costs

Remember:
“Customer service
IS not a
department —

it's a philosophy!”

FEBRUARY 2008 21



