
Jack Parr Associates, Inc.
P.O. Box 1335, Salina, KS 67402-1335

Phone:  (785) 827-0404
Fax:  (785) 827-4000

http://www.jackparr.com
E-mail:  jpa@jackparr.com

WE CARE
Monthly
Volume 17 Number 9
Sept. 2007

®

The science of managing cus-
tomer associations has become
quite sophisticated.  With data-
base software tuned to the right
channels, companies can design
statistical models that predict
when customers are likely to buy
through which of the company’s
venues and how they impact fu-
ture customers via referrals.  This
data is used to determine a
customer’s lifetime value and
whether and how to manage
each customer relationship.

But, many warn, the value of any
one customer is not determined
only by what that person buys.

In these interconnected days,
how customers feel about an
organization and what they tell
others about that organization
influences sales and profits just
as much or more than outright
purchases.  This leads to an in-
teresting question.  What is the
correlation between what cus-
tomers buy from a company and
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what they say about the com-
pany?  What is more valuable to
an organization?  The purchases
or the referrals?

This may be a chicken-and-egg
question, but serious studies
show that an avid referring cus-
tomer may bring in more rev-
enue than an avid purchaser.
After all, one customer can buy
only so many new cars or install
only so many media devices in a
particular amount of time.
Whereas, that same person, out
in public, talking about exem-
plary customer service or re-
sponse time or attention paid to
purchase details may bring in
multiple shoppers and buyers
quickly.

When a telecom company
wanted to know about purchas-
ers and referrers, they compared
their customers’ lifetime pur-
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chase values with their referral
values.  The customer who
bought often and referred con-
tinually was called a Champion.
A loyal buyer, but one who had
low referral value was named an
Affluent, and the opposite – low
purchaser and high referral was
termed the Advocate.  Those who
tracked low in both sales and
referrals were called Misers.  The
results, surprising to some and
expected by others, showed that
many low-level purchasers were
almost as valuable as those who
are high-level purchasers.  The
difference was in the referral
value.  For instance, the Afflu-
ents’ referral value averaged only
$49, whereas the average
Advocate’s referral value was
$670.  The relationship between
the two values is loose, change-
able, and yet one that organiza-
tions must pay attention to.

Next the organization looked at
the everyday habits of their cus-
tomer service personnel.  Re-
garding the basics:  Did they
greet each customer with genu-
ineness and enthusiasm?  Did
they smile often and convey a
pleasant, relaxed disposition and
an openness to conversation?
Did they reinforce recognition of
the customers’ importance by
thanking them for their business?
Then the listening and follow up
skills: Did they pay attention to
detail by being efficient and pro-
ficient in the day-to-day tasks
such as handling correspon-
dence to computer data entry to
handling money?  Did they ac-
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tively listen to customers, allow-
ing them to speak and reveal
their situations before stepping
in with solution suggestions?  Did
they comfortably pass on cus-
tomer concerns to management
and follow up on solutions that
kept problems from reoccurring?

Next they addressed the more
difficult customer issue – cus-
tomers who are angry.  Did they
respond immediately, knowing
that the longer a customer waits,
the angrier they may become?
Did they keep customers in-
formed of their progress?  Keep-
ing customers posted so they
don’t feel forgotten saves in-
creased hassles as well as time.
Did they stress what they CAN
DO?  Customers are not inter-
ested in what you can’t do.  Did
they avoid challenging custom-
ers by taking the blame them-
selves when appropriate?  This
attitude sidesteps accusing cus-
tomers of making mistakes and
moves problems toward resolu-
tion.  Did they avoid arguments?
The customer venue is not the
place to exhibit debating skills.
Did they look for something for

which they would agree with the
customer?  First, tell the cus-
tomer you can agree with their
dissatisfaction and assure them
you are on their side to fix the
problems.  Show how rules and
policies are intended to be ben-
efits, not inhibitors.

The wise company looks at both
customer basics and how to
handle more difficult customers.
It knows the customers’ impres-
sion of service immediately im-
pacts purchases and sets up
much greater chance of positive
referrals.

Nonetheless, it becomes clear
that in many situations compa-
nies need to rethink their cus-
tomer management strategies
and tactics, ensuring that they
not only focus their efforts on
increasing purchases but also
make it easier for their custom-
ers to communicate positive in-
formation about a firm’s prod-
ucts and services to others.  Cus-
tomers want good products and
services, and they want to tell
others about their good fortune.




