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INTRODUGTION

The customer relationship management paradigm,
abbreviated as CRM, Is founded on five pillars. In this
paradigm, the customer Is In a precarious position.

Amid infense CRM efforts, a corporation frequently overlooks
the fundamental notion... connection! Traditional marketing
Ideas have traditionally prioritized acquiring new consumers
above keeping existing clients. As a result of more options
and fiercer competition, this has shifted significantly over the
past decade. The current marketing flavor Is ‘retained’ rather
than ‘gain.” Because retention results in growth, and growth
results in fulfillment.

Today, the consumer Is viewed as a naughty sprite rather than
a monarch In marketing. He Is virtually accused of making

a brand dance to his whims and fancies. While purists claim
that brands require consumers and vice versa, modernists
contend that customers require a brand, any brand, as long
as the brand is their willing genie. This lopsided balance
Influences brand communication techniques. Positioning
Itself Is no longer a marketing tool but rather an awkward
proposition to pique the customer’s interest. Positioning Is NO
longer about a brand, a product, a benefit, or a feature; It IS
about the customer.

What factors are crucial in establishing a relationship between
a brand and its customer? To establish a personal connection,
the brand’s personality must shine through (Michael C Gray,
20006). It will no longer be brand and customer, but simply
‘vyou’ and T'... a well-developed collaboration leads to ‘we,’
which could be a satisfying state for a brand and a customer.
Your client relationship strategy enables your company

to survive In an environment where change dynamics are
evolving. Developing and keeping strong relationships
benefits both the customer and the business.



CRM systems should house the most detailed information
on the client, and many customer relationship management
systems include a report-writing system in addition 1o a
huge number of programmed reports. Improving customer
relationships Is not as simple as It seems. Relationship
management Is essential to the health of your company;
falling to do so could prove disastrous.

Until now, the emphasis has been mostly on the outside, on
the customers. Now, let’s talk about the people who actually
deal with our clients. How customer-oriented are they? How
do they treat our clients? What attitude do our employees
have toward customers? What kind of image do they portray
to our customers of our company? People don’t quit jobs;
they leave people, according to HR experts. Could the same
be true about CRM? How frequently do we lose clients as a
result of interactions with our people? How many businesses
utilize information acquired from CRM systems to assist

IN determining employee training needs? The core Idea IS
that the greatest CRM technologies and customer service
procedures are meaningless If the people are unable to
deliver on the relationship component.

Relationships are not considered key entities in how

most businesses conduct business - it’'s more like warfare
where we select our ‘target’ market, gather ‘intelligence,’
devise a ‘penetration’ strategy, ‘take out’ our competitors,
‘consolidate’ our position, and ‘attack’ through our salesforce
IN an aggressive ‘campaign.” We are heading militarily toward
e-warfare, and the concern Is that we are moving In the
same way In our customer contacts, with an overemphasis
on e-CRM solutions as the panacea. The question is If our
clients can or want to establish a connection with an e-CRM
Interface.

Having individuals who are able to build, grow, and manage
the connection Is essential If we want to have the best
customer relationship management system for our company.



This Is a critical skill and a value-added procedure for every
firm because CRM stands for Customers Really Matter - Is this
the case for your organization?

SAAS became widespread because Updating software was

a fime-consuming task for large enterprises. Over time,
software upgrades became available for download via the
Internet, with businesses acquiring more licenses rather than
additional disks. However, a copy of the software had to be
Installed on any device that required access.

Users do not need to install or update any software when
using SaaS. To access the specific service, customers can
Instead log In via the Internet or web browser and connect to
the service provider’s network.

SaaS Is an example of endogenous growth theory, which Is
an economic theory that holds that economic growth can be
achieved through inventing new technologies and improving
production efficiency. Companies in technology, finance, and
utilities have taken the lead.



IMPORTANGE OF EFFEGTIVE
GUSTOMER RELATIONSHIP

Customer connections are vital because they enhance sales,
decrease customer attrition, provide useful marketing, raise
employee morale, and transform customers into your R&D
department.

In this piece, we will look at why strong customer
relationships are crucial and the consequences of ignoring
consumers or falling to provide great experiences. When
you're done reading, you’ll know what it takes to operate as a
Long-Term Thinking Company, or one that places a premium
on fostering long-lasting bonds with its clientele.

Short-Term Vs. Long-Term Thinking For Customer
Relationships

What happens when a company ignores its clients or fails 1o
provide a great experience?

Let us now address this question.

we'll do so via the eyes of two fictitious companies: The first
IS @ company that thinks in the short term. This firm Is purely
transactional and Is uninterested In long-term connections
with itfs clients; It is only Iinterested in making quick cash and
then losing interest after the deal is done. “Love ‘em and
leave ‘em,” Is the mentality.

Long-Term Thinking Company Is the other. This organization
prioritizes customer relationships and seeks to keep
customers loyal. It is willing to make short-term sacrifices to
keep customers happy In the long run.

Let’s look at how each company’s customer relationships
evolve....



Reduce attrition

The simplest approach to expanding your business Is to avoid
losing customers. Otherwise, you'll continue having to drain
water from a leaking boat. Retaining clients allows you to
double or treble your growth rate. After all, the average firm
loses 20-80% of Its clients each year due to bad customer
connections.

A company with short-term thinking puts in a lot of effort
to make the initial sale, but then doesn’t follow up properly,
resulting in strained relationships. As a result, It gradually
loses clients and must spend more to obtain new ones.
Long-Term Thinking Company follows up with clients after
a tfransaction to keep them and develop loyalty. As a result,
IT Is constantly expanding. It also saves money since it does
not need to continually search for new clients to replace lost
ones.

The one-time profit you might make on an average
transaction, which ignores the wider picture, and the total
aggregate profit your typical client represents throughout
thelr business relationship with you are vastly different. You
can’t understate the value of a customer to your business
when you think about the money they’ll bring in over the
period of months, years, or even decades If you treat them
well.

Increased sales

“Conversation with consumers will enhance sales, even If the
product or service Is hever mentioned,” says George Farris,
a retired professor at Rutgers Business School. When you
maintain customer relationships, you remain on their radar
and become the first choice they consider when they require
your products or services again.

Customers forget about the company and its products
because It falls fo communicate with them.

Long-Term Thinking Company Remains Top-Of-Mind with
Customers, Resulting In Recurring Business.
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According to the book Marketing Metrics, organizations have
a 60 to 70% likelihood of selling to an existing client but only
a 5% to 20% chance of selling to a new prospect. It’'s much
easler to keep an existing customer than to find a new one.
Prioritizing interactions with existing customers makes the
most sense from both a fime and money perspective for both
you and the company.

Positive word of mouth

When clients are pleased, they promote your firm to others,
and positive word of mouth is the most effective kind of
advertising. When you treat people well, they become loyal
customers and brand evangelists. They will get emotionally
engaged In your achievement. Be cautious If you let them
down! Hell hath no fury like a disgruntled client, particularly
one who decides to tweet about It so that everyone knows
how they feel.

Customers of Short-Term Thinking Firm do not have an
ongoing, positive relationship with the company; thus, they
never speak about It to anybody else (and If they do, It Is
likely to be unfavorable). Customers are annoyed, and the
company’s image suffers as a result of overpromising and
under-delivering.

Long-Term Thinking Company makes its clients happy, and
as a consequence, they tell their friends about It, give nice
reviews online, and mention it on social media. All of this
helps the organization save money on marketing. Customers
are delighted since the firm underpromises and over-delivers,
and Its reputation Is solid.

Save money on customer acquisition costs

Many businesses spend a lot of money to bring In new
customers. However, obtaining a new client might be five
tfimes more expensive than keeping an existing customer.
According to a Bain & Company study, boosting client
retention rates by 5% improves profitability by 25% to 95%.
It Is prudent to concentrate your efforts on nurturing current
consumers who have already spent money on your goods or
services.
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Short-Term Thinking Company Is continually paying money to
recrult new consumers to replace those who have been lost.
Long-Term Thinking Company saves money by retaining
existing clients. It also profits from recommendations, which
occur when satisfied customers spread the news to others.

Permission to stay In touch

When you take care of your customers and earn their
confidence, they permit you to continue contacting them.
They believe In you and your continuous connection. Instead
of rejecting a cold call, people will percelve you as doing
them a favor by calling them and will pay close attention to
your conversation.

Short-Term Thinking Company only communicates with
clients when It Is attempting to offer them something. As a
result, customers begin to feel like commodities, and the firm
ends up In spam folders.

Customers are helped by Long Term Thinking Company. As a
result, people are eager to engage with the organization and
hear what It has to offer. Instead of ending up In the Spam
folder, the company ends up In the inbox, where Its emails are
opened.

Maintain a consistent identity

Every touchpoint Is important, and every time a person

from your firm speaks to (or advertises t0) a consumer has
an effect. Customers will believe you're untrustworthy and
Inconsistent If you send conflicting signals. You gain frust
when people feel they can rely on you.

Short-Term Thinking Company has several personnel
communicating with clients with diverse messaging. As a
result, Its audience becomes perplexed and unclear about the
company’s voice and what It stands for.

Long-Term Thinking Company communicates in a consistent
voice and manner. Customers gain trust and perceive
authenticity as a result of this consistent identity.

12



Build an emotional connection

Do you have an emotional attachment to generic internet
shops such as Amazon or Walmart? Most likely not. Consider
how you feel about your hometown’s “mom and pop”
business; It’s most likely an entirely different sensation. When
you build a long-term consumer relationship, you create that
type of emotional connection. Small firms may find It simpler,
but huge corporations such as Patagonia and Nike succeed at
this as well.

Short-Term Thinking Company Is viewed as a faceless
megacorp seeking to Increase profits at any cost. There Is no
emotional attachment; it I1s simply a place to “do business.”
Long-Term Thinking Company is thought to be personable
and kind. Customers are genuine human beings who deserve
respect, according to this firm. As a result, an emotional bond
develops.

13



GUSTOMER SERVIGE V3.
GUSTOMER RELATIONSHIP

- Proactive Reactive -

: : : * Returning
+ Ongoing Relationship Customers One (Isolated) Event -

CUSTOMER . | CUSTOMER
R E LATIO NS H I P * Cross-functional - Customers and Problem-Oriented - s E RVICE

Business Benefits
* Determines how the Delivery of the Service -
customers view the Prior to, During an
business overall after the transaction

While having marketable products and services is critical

to a company’s success, there are other things to consider.
Customers must be shown that you care If they are to
continue purchasing from your brand. You can help your
employer’s reputation and increase sales by providing
excellent customer service and support. Differences between
customer relations and customer service are outlined, and
suggestions for enhancing the customer service experience
are provided.

What is customer relations?

Customer relations iIs the process through which your
organization interacts with customers to improve their
experience with your brand. The goal of customer relations
IS to get customers to interact with your brand. They may
continue to support your company’s aims If you adopt
measures to Improve the customer experience.

14



Customers will remain delighted and loyal to your brand if
you provide consistently effective products, services, and
customer support.

What is customer service?

Customer service Is the help and support you give 10
customers when they have a problem or an inquiry. When
working In customer service, the aim Is usually to make
present customers happy rather than to reach out to

new ones. Much of your work 1s geared around meeting
the requirements and concerns of your present clients.

A customer care task would include assisting a client In
returning their product. You may utilize your customer service
abilities to refund their money and create a positive long-
term impression Iin the hopes that they will continue to buy
with your business.

Customer relations vs. customer service
Here are the main differences between customer relations vs.
customer service:

Purpose

Customer relations’ goal Is to develop relationships with

your customers, whereas customer service’s goal Is to solve
thelr problems. Both methods aid in the enhancement of the
client experience. You may enhance customer relations by
scrutinizing every aspect of your customers’ interactions with
your business. You can enhance customer service by finding
better methods to address difficulties for your customers.

Proactive and reactive

Customer relations Is a proactive method in which you
think of ways to improve your customers’ experiences
from the minute they express interest in your business.
You may accomplish this by creating a useful website or
publishing fascinating content. Because you are assisting
clients after they have already interacted with your brand,
customer service Is more reactive. It Is a service you offer

15



to consumers 1o assure their success with your products or
services.

The Advantages of Good Customer Relations and Service
Finding strategies to improve your customer relations and
customer service will help you establish a more satisfied
customer base. Here are some of the advantages of good
customer relations and service:

More satisfaction

Customers may feel better about your brand if you
demonstrate that you care. It Is critical to your success 1o
take care of them at every stage of their connection with your
business. Everything matters, from marketing to customer
service to friendly follow-up.

Higher retention rates

While acquiring new consumers Is critical o your company’s
success, so Is retaining existing customers. You can make
customers feel good about buying from your business by
creating customer connections and providing them with the
services they require. Along with returning customers, they
may also suggest your brand to their friends and family.

Improved loyalty

Customers may become more loyal to your company If they
know they can rely on It to provide exceptional customer
service and care. This can help you continue to outperform
your competition and generate a consistent stream of
revenue. You have a stable foundation of consumers who are
willing to buy your current goods If you have loyal customers.

16



How to Improve Customer Relations and

Customer Service?

Use these steps to improve your customer relations as well as
your customer service:

Provide important Build a
information great team

Show your Look at your processes
gratitude and procedures

Improve Customer
Relations and

Customer Service

Be empathetic to your Be available
customers’ needs to customers

Practice Get customer
social listening feedback

1. Build a great team

Your team members are the individuals that interact and
engage with consumers reqgularly. By assembling an excellent
team, you can assure that your employees will use the

finest practices to improve the client experience. Along with
acquiring the greatest individuals, rigorous training and
onboarding are required to ensure that your feam members
grasp your company’s goals and expectations.

Building a healthy workplace culture Is just as important as
proper training. Your team members may feel more devoted
to the organization If you treat them fairly and with care. This
can lead to improved customer service and relationships.
Customers can frequently tell if your employees are pleased.
Therefore, It Is critical to give your team a fair salary,
constructive feedback, and decent treatment.

2. Look at your processes and procedures

When working in management, it’'s important to review your
company’s processes and procedures frequently. Try to
Identify areas where you can improve.

17



Fixing i1ssues such as your call rate or customer support
software can make a significant effect.

Discover what matters to your customers and begin making
positive changes.

3. Be available to customers

Customers like It when they recelve prompt responses to
thelr inquiries. Consider introducing services like emaill,
phone calls, and live chat If your company has the bandwidth.
Customers will be more satisfied with your brand if they

can reach a live person easily. When a customer submits

a support request, make every effort to resolve the issue
quickly.

4. Get customer feedback

Sending out surveys Is an excellent approach to learning
about your company’s performance. If you notice that
customers are consistently providing feedback on a

specific aspect of your brand, It may be time to make some
significant changes. While sending out a survey demonstrates
that you value your customers’ feedback, actually making
changes demonstrates that your company is committed 1o
Improving the customer experience.

5. Practice social listening

When you watch numerous social platforms, you may
understand how people percelve your brand. You may learn
how 1o better serve your clients by paying attention to

what others are saying about your business on social media,
comment sections, and news channels. You can also use
soclal listening to determine what matters to your target
audience. You can better understand their needs by watching
their behavior and public conversations.

18



6. Provide important information

Including easily accessible information about your products
and services can assist In improving the customer experience.
How-to quides, video tutorials, help forums, blog entries, and
responses to commonly asked questions are all examples of
methods to support your consumers.

Similarly, you may wish to incorporate a live chat function
where customers can obtain rapid answers to some of their
mMost pressing problems.

7. Show your gratitude

Thanking your consumers is a wonderful method to keep
them and strengthen their loyalty. Consider creating an
Incentive system to encourage people to keep shopping.

You can also wish to conduct special deals and promotions
for your most devoted consumers. Make 1t evident that you
value their patronage and support. Even making a little notice
on your website and social media Is a wonderful approach to
express your appreciation.

8. Be empathetic to your customers’ needs

Remind your customer service employees that the people
they work with are people as well. Remember that if someone
seems unhappy over the phone, they may have a lot going

on In thelir lives. You can give better customer service and
assistance If you are pleasant and patient with them.

19



GUSTOMER RETENTION

Existing Customer ‘ New Customer

Cost of selling
1:7
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You've probably heard it before. It is less expensive to attract
recurring customers than it is to obtain new customers. It’s
true for many organizations, especially in the congested
e-commerce market, where the cost of clicks and conversions
always seems to rise. This Is customer retention science.
When was the last time you searched for ways to re-engage
consumers and entice them to return? If you haven't yet
marketed to current customers after the sale, now Is an
excellent moment to develop a consistent customer retention
plan. Let’s start with the basics.

Customer retention Is a statistic used by organizations to
track customer loyalty over time and determine overall
success. In order to retain as many customers as possible
over time, businesses implement several strategies to lessen
the number of consumers who defect within any given time
period and to enhance the customer service they provide.

20



Why is customer retention important?

Customers are the result of extensive marketing efforts,
and you want to ensure that they continue to feel satisfied
with your company and reap the benefits of your products.
Focusing on customer retention has several advantages:

Higher average order value

Existing Customer New Customer

A strong customer retention rate indicates that your
customers believe In your products and your firm. This
Implies that with each visit, customers are more inclined 1o
purchase more from your firm.

According to research done by Bain & Company, the longer a
client had a relationship with an online shop, the more money
that customer spent in a certain period. By way of illustration,
between months 31 and 36 of a customer’s relationship,
repeated customers in the garment industry spend 67% more
than they did between months O and 6.

Increase profits

Long-term clients are more likely to venture out and try

new Items from a brand they know and trust, as well as from
related companies. Increased customer satisfaction boosts
earnings across all product lines.

According to the same Bain & Company study, web shoppers
were more willing to buy various types of products from
thelr preferred online retailers. Nearly 70% of Gap’s online
customers, for instance, have considered making a furniture
purchase from the retaller.
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Better relationships with brand ambassadors

Long-term customers are also brand advocates. Word of
mouth is still regarded as one of the most effective marketing
tactics today.

Loyal Customer ‘ New Customer

O
- 2O

Take a look at Dropbox’s case study to understand how true
that Is. Back in 2008, it was tough to promote a service like
Dropbox because no one understood the significance of
cloud storage, and it was impossible to explain. With the help
of Its referral program, however, It went from 100,000 to

4 000,000 users In just 15 months.

Customer Retention Strategies CHECKLIST

Use customer accounts Collect customer feedback

Assist your clientele Start a referral program

Customer loyalty program Offer personalized shopping experience
Send engaging emails Offer fast delivery

Send a discount after the first purchase

When considering how to boost customer retention, consider
the following top suggestions and strategies.

Customer Retention Strategies

Use customer accounts.

Customers who have an account can quickly reorder items by
viewing their order history and updating their shipping details
with a few clicks.

22



The key Is to provide them the choice to set up an account
once they have placed their first order.

Find ways to better assist your clientele.

You can better communicate with your consumers and give
them the aid they need with the assistance of a good support
system. No matter how a customer chooses to engage with
your company, having an online chat or help desk tool ready
to go can enhance conversion rates and better address
customer care concerns (in person, online, or through social
media).

Start a customer loyalty program.

Brand loyalty programs, also known as customer retention
programs, are an efficient way to increase purchase
frequency because they encourage customers to buy more
frequently to earn valuable rewards.

Send engaging emails.

Emails allow you to create an excellent customer relationship
both before and after the original transaction. Follow-up
emalls are an excellent place to start. A consumer should
receive a “thank you for your purchase” email one week after
making their initial payment.

Send a discount after the first purchase.

Sending a coupon code for their next purchase with a first-
time buy Is an excellent approach to entice them to return. As
a result, discounting can be an efficient strategy to re-engage
customers who haven’t purchased in a while.

Collect customer teedback.

Customers may participate and feel heard by providing
feedback. Customers will feel more invested and loyal If they
are not treated like a number and given a voice.

Start a referral program.

Existing clients are incentivized to bring in new ones through
the use of a referral scheme. Typically, this contains some
kind of incentive, such as a coupon code or a value match
deal (“Give $20, receive $20™).
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Offer personalized shopping experiences.

On average, brands that thrive In personalization generate
40% more revenue than those that do not. This might include
iIndividualized product suggestions, tailored experiences, and
customized product education.

Consistently delight customers.

Exceeding a customer’s expectations is what It takes to
delight them. Offering excellent customer service, running
promotions, sharing personal stories, and even including gifts
may all help.

Offer fast delivery.

People dislike having to walt for their orders. According to
recent research, approximately half of all shoppers leave their
shopping carts owing to extended shipping walts.

It simplifies returns. If they have a tough return experience,
33% of repeat customers will depart a retailer. Returns are

an important element of providing outstanding customer
service, and making them simple and painless develops
confidence with your customers.

More cost-effective to sell to existing customers

Retaining customers Is less expensive than finding new ones.
In the graph below, for example, each business has 100
customers who spend $10 per month.

The theoretical light purple store keeps 5% of those
customers each month, whereas the dark purple store keeps
10%. As you can see, a 5% Increase may result in quick growth
that Is Impossible to match through acquisition alone.

Customer Loyalty

The level of customer loyalty an organization enjoys Is
Indicative of the likelihood that its customers would return for
more purchases or repeat purchases of existing products.
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It Is the outcome of a business’s customer happiness, great
customer experiences, and the total value of the goods or
services It provides.

Loyal clients are invaluable because they can contribute

to the growth of your business far more quickly than your
sales and marketing personnel can. For countless reasons,
customer retention iIs crucial to a business’s long-term
success.

What are the benefits of a loyal client base?

All companies, by virtue of their existence, should work to
earn their customers’ loyalty: To make money as a for-profit
business, you need to bring in and keep happy clients who
buy your goods repeatedly.

Building loyal customers Is an objective for any successful
company. Here are the primary advantages.

Increased Share-of-Wallet

Share-of-wallet refers to the proportion of a customer’s
discretionary spending that goes toward a given brand as
opposed to that brand’s competitors. Brand-loyal customers
are more likely to make purchases, as well as spend more
time, and money, with the brand. That means more money In
your pocket.

Better Word-of-Mouth Referrals

Customers that are loyal to brands convert and spend more
time and money with them. These customers also inform
thelr friends and coworkers about the companies, resulting In
referral traffic and word-of-mouth marketing.

Increased Trust

Customer loyalty also builds a strong sense of trust between
your business and customers - when customers choose to
return to your company regularly, the value they're receiving
surpasses the possible benefits they’d receive from one of
your competitors.
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The idea of mobilizing and engaging your loyal consumers
to recrult new ones - simply by advocating a brand - should
excite marketers, salespeople, and customer success
managers alike since It reduces the cost of client acquisition.
But how do you go about 11? How can you convert delighted
consumers into brand evangelists? How do you leverage
favorable Yelp reviews, loving tweets, and Instagram
comments to promote the growth of your brand?

Well, we have a few Ideas.

How to Keep Customers Loyal

« Be as generous as your clients.

« Show your appreciation.

«  WIth each purchase, provide rewards to your customers.
« Remove the application entirely.

« Create a helpful community for your customers.

« Effectively communicate with your customers.

- Enhance your customer loyalty program.

«  Over time, your company should evolve.

Customer loyalty Is closely related to your company’s
financial line, retention, and potential to grow more
effectively. So, get started right away by deciding which
customer loyalty strategies you’ll employ and drawing
Inspiration from the examples we discussed above.
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GUSTOMER SATISFAGTION

What If you arrived at work one day to discover that half of
your customer base has defected to your competitor?

If you're breaking out in cold sweats thinking about revenue
declines, acquisition expenses, and all of this year’s KPIs
going to hell... Good. Because that Is what you risk when you
disregard customer happiness.

Customer satisfaction, in layman’s terms, is a measure of how
well a business delivers on Its promises to its clientele. It's a
powerful indicator of repeat business and devotion to your
brand. Therefore, It Is useful for forecasting company growth
and profits.

Despite appearances, It’'s not easy to pin down exactly what
“happy customers” imply for your company.

Think carefully iIf you're inclined to remark, “I've had a lot of
purchases and a constant amount of recurrent customers,
therefore, I think I'm fine.” It’s possible that some of your
customers have continued their memberships past the

point where they no longer needed them. Maybe they’re

still considering whether or not to make the transfer to your
competitor. Possible reason: They feel uneasy about making a
formal complaint or demanding compensation. They are not
satisfied with any of these reasons.

This I1s where customer satisfaction measurements such as
CSAT (Customer Satisfaction Score) come in. They allow you
to pinpoint exactly what factors impact consumer satisfaction
(or lack thereof).

It also pays to keep your customers pleased. A high degree
of customer satisfaction ensures long-term clientele and
distinguishes you from competitors.
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It also allows you to prevent the negative effects of poor
customer service, such as customer turnover and unfavorable
word of mouth.

The formula Is straightforward. You can’t expect your
customers to care about you If you don’t care about them.

How Can You Make the Customer Happy?

Organizations should not assume that they know what their
customers want. Instead, It Is critical to understand the
customer’s voice using techniques like customer surveys,
focus groups, and polling. Organizations may acquire
extensive insights into what their customer’s desire by using
these technologies, allowing them to better adjust their
services or goods to meet or exceed customer expectations.

How to Improve Customer Satisfaction?

Every brand should continue to strive to increase client
happiness. But It isn’t always that simple. It necessitates
consistent methods, well-stated organizational goals, and,
most Importantly, a consistent effort from every team
member.

How to achieve customer satisfaction?

Let’s go over a few tried-and-true methods for steering your
customer experience program in the right direction and
scoring some quick wins.

Collect customer
feedback

l

Measure customer .
) ) Always be available
satisfaction regularly

\y 4
Customer
Satisfaction

K
/I Maintain a
proactive stance

Keep things personal

T

Respond instantly

28



1. Collect customer feedback & always be available
Clients must have a voice, whether good or negative.
Customer satisfaction Is the best indicator that your product
roadmap and customer service efforts are heading Iin the
right direction. In addition to spreading positive word-of-
mouth, a customer-centric business model can benefit

from input from satisfied buyers who offer ideas on how to
Improve your products and services.

And customers would appreciate the opportunity to air their
grievances before taking their frustrations elsewhere, like
online message boards.

Every one of your customers should be able to easily locate a
place where they may contact you for assistance at any time.
It can be achieved through the use of both readily avallable
customer service and surveys.

While not every business can afford 24 /7 phone assistance,
alternatives such as chatbots and live chats have made It
simple to be available to your customers at all hours.

They will let you record spontaneous suggestions, client
feedback, and complaints. Just make sure there Is always a
person availlable to solve issues that a chatbot cannot.

2. Maintain a proactive stance and respond instantly.
Having followed the first piece of advice, your clients can
now reach you at any time.

You need to make sure that their feedback Is taken seriously
and not lost forever, even If It's negative.

Ignoring customer complaints may have serious
conseqguences:

You generate an army of disgruntled customers who are likely
to leave, which Is not the type of audience you want.
Dissatisfied customers are significantly more inclined to
express their thoughts than pleased customers, and a slew of
bad internet reviews may drastically damage your reputation.
Modern customers anticipate seamless encounters;

thus, you don’t want 1o be seen as a firm that continually
Inconveniences Its customers.
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When feasible, respond to unfavorable customer feedback

IN real-time—or as soon as possible. Make amends for your
dissatisfied customers by paying them or implementing
their iIdeas. Negative word-of-mouth could be avoided, and
valuable Insights info how to Improve your business could be
gained.

3. Keep things personal

Personalization became the norm. So much so that 61% of
customers want businesses to personalize experiences to
thelr specific requirements.

These statements are supported by business outcomes.
According to Google’s study, “90% of prominent marketers
believe personalizations have a substantial impact on
business success.”

It’s not surprising that personalization works so effectively
since It helps customers feel valued and at ease. After all, who
doesn’t like getting a free Starbucks coffee on their birthday?
The business claims that It can better meet the needs of

Its clients by using individualized targeting to deliver more
relevant information, services, and offers. And a customer
who receives precisely what they want is much more likely to
be satisfied than one who recelves a barrage of unnecessary
emalils and Is still confused about how your product may
benefit them.

4. Measure customer satisfaction regularly

Before attempting to increase customer satisfaction, It is
necessary to define that concept.

You can collect quantifiable data from customer satisfaction
surveys and use the results as Key Performance Indicators.
As an added bonus, you'll be able to see trends In free-
response gquestions and address even the most pressing
concerns.
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Communicate across departments

Assume you're a marketer who has just completed a client
satisfaction survey.

You have a rather high Customer Satisfaction Score;

however, you have gotten a few complaints from dissatisfied
customers. You observe that the majority of them are about a
specific fault in your app.

Regardless of your product, sector, or specialty, customer
happiness Is critical to your organization. You must prioritize
It. That is still true now and will only become more so in the
coming vyears.

Collect, analyze, and use customer satisfaction data at every
point of your sales funnel, interaction, and product launch. Of
course, choose your moment carefully because no one wants
to be bombarded with surveys all the time, but no location is
off-limits for strateqically surveying and soliciting opinions.
That Is how you improve, expand, and transform your
customers into your most valuable marketing asset.
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GUSTOMER FEEDBAGK

Customer feedback consists of comments made by
members of your community about their experiences with
your company’s products or services. Any company, even
If It recelves adverse feedback, can benefit from using It to
enhance the customer experience.

Why Is customer feedback important?

Customers’ insightful feedback helps guide your company
In the right direction. Don’t you want to know what your
company Is doing well — and badly — in the eyes of Its
customers?

There are treasures hidden among the good and bad that
will make 1t easier to tfransform and modify the customer
experience over time. In a nutshell, feedback Is the best
method to keep your community at the center of everything
you do.

Effective Customer Feedback Methods
Usability tests

Why Usability Testing is beneficial?
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More planning is required for usabillity testing to provide
valuable Insights to your firm. With a defined approach,

yvou may find difficulties that clients aren’t aware of and
actionable insights that improve their experiences.

You could even want to think about compensating your user
research volunteers in the same way that Google does.

Exploratory customer interviews

Does direct outreach result in positive customer feedback?
Absolutely! Reaching out to customers personally allows for
dialogues that might not have occurred otherwise.
Customer qualitative tales provide color and richness to
quantitative feedback (data). These personal experiences
assist a team In understanding the emotions that drive
customer decisions and the community’s reaction to a
company’s brand or actions.

When you do client interviews, you provide a chance 1o
question long-held ideas.

Social media

If you're good at social listening, you might discover a gold
mine of unfiltered customer feedback. Many social media
platforms also have polling tools, so your business may get
feedback from customers without waiting for them to contact
you directly.

Customer feedback surveys

Creating a good customer survey may be more difficult than
you think. You may ask customers a plethora of questions.
The good news Is that you may select between brief slider
surveys that appear on your site (which help you target
certain concerns) and lengthy, conventional surveys.

On-site activity (via analytics)

Analytics disclose what clients don’t know about their product
usage. You profit from employing analytics to understand
how people engage with your organization, especially If you
provide a digital product or service.
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For example, If you provide self-service content as a form of
customer service, you can track how many people visit each
article.

Instant feedback from your website

You may collect fast customer feedback using an
embeddable on-site widget like Beacon without asking the
customer any questions.

Customers may improve every part of your business If

you listen to their input. Consider your most important
objectives and begin with one clear, uncomplicated approach
for gathering customer input before moving on to more
advanced strategies like usability testing and analyftics.
Customer service channels are an excellent place to start
since your support team adds greater value when they use
every encounter as a chance to collect quantitative and
qualitative feedback on real-world experiences with your firm.
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INVESTING IN EMPLOYEE
TRAINING

Many would argue that staff training and development are
never adequate. With new technologies being released all the
time and systems being upgraded, it Is up to the employer 10
keep ahead of the competition.

A recent poll of over 1,400 workers indicated that nearly half
of them (49%) did not feel their workplace provided them
with enough learning and development opportunities.

Reasons why workplace training and development are crucial,
and how to make It a primary component of your business
plan.

1. Better employee performance

This almost goes without saying, but any person who takes
training to iImprove their abilities and education will be able to
do a better job. This applies to all sectors, divisions, and staff
levels within your company.

Reqular training sessions may help boost your employees’
confidence as they get a better understanding of your sector,
the goal of the organization, and the duties of their particular
employment.

2. A Wider understanding of the business

If your company has numerous divisions, be sure to foster a
collaborative environment in which employees of each team
may learn from one another. If one team Is hosting a fraining
session, don’t be hesitant to invite the rest of the company.
You could be amazed at who wants to go and learn more
about a side of the business they aren’t familiar with.
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If your employees can see the big picture, they'll
automatically feel more accountable and motivated to fulfill
your company’s overall objectives.

3. Lower staff turnover

It Is typical for your business to have some personnel
turnover. Many Individuals would even argue that having

new faces offer new ideas to an organization iIs beneficial.
However, frequent personnel turnover can cause significant
disruption and waste for your firm. Investing in training Is a
considerably more efficient use of your money (rather than
on recruitment costs). Your employees will feel more valued
and likely to stay loyal If they learn new skills that will enhance
thelr career growth.

4. Higher employee engagement

We've already discussed the significance of employee
engagement, and 1t’s something that should not be
overlooked. The influence that a lack of training and
development may have on a person’s engagement and
ambition should not be overlooked. The majority of your staff
will enjoy and appreciate the chance to learn; they want to
work In an environment that is dynamic and exciting rather
than stagnant and uninteresting. They will lose interest If they
have to do the same thing over and over with nothing new or
Interesting on the horizon.

5. Develop the business

Reqular training sessions guarantee that your teams keep
ahead of the competition, which Is ideal for any SME aiming
to beat the competition. Encourage your various departments
to maintain reqular eyes on any changes in their niches, and If
anybody notices anything particularly fascinating, have them
give a presentation on It for anyone else who Is interested.
This way, you'll always be one step ahead of the competition,
providing your customers with the best service possible.
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6. Improve your bottom line

Maintaining high levels of employee engagement is critical
to Increasing your company’s bottom line, but better internal
training also helps. It stands to reason that by improving
your employees’ skills, whether in customer service or
administration, they will be better at their jobs, resulting In
more business for you.
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TYPES OF GUSTOMER
RELATIONSHIPS

TRANSAGTIONAL GUSTOMER RELATIONSHIPS

A transactional relationship is only concerned with the
exchange of money for products or services. Every
Interaction between a brand and a customer begins and
ends with that transaction. A brand that focuses on the
transaction is unlikely to be interested in creating trust and
reputation. Focusing on a single transaction implies you're
not considering the long-term chances of growing your firm,
nor are you attempting to win hearts and minds with your
brand narrative. Transactional partnerships frequently attract
customers who are wanting to meet a short-term demand
without developing a long-term engagement with a company
based only on pricing. As a brand, you are also less inclined 1o
prioritize personalization and are more concerned with short-
term profits.

LONG-TERM

This implies that a long-term, and possibly even deep,
relationship has been established between the company and
the customer. The company has recurring interactions with
the customer.
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Low Touch

(Tech Touch) High Touch

Personal Assistance

Dedicated

Automated Services

Self-Service

Communities

PERSONAL ASSISTANGE

This relationship is built on human interaction. The customer
may contact a genuine customer representative to seek
assistance during the sales process or after the transaction is
completed. This can happen at the point of sale, through call
centers, via e-mail, or in other ways.

DEDIGATED PERSONAL ASSISTANGE

This connection entalls assigning a customer representative
to a single client. It Is the most intense and infimate sort of
connection and often develops over time. Private banking
services, for example, are provided by dedicated bankers
who serve high-net-worth individuals. Relationships like these
may be seen In other firms through the work of key account
managers who cultivate and maintain connections with their
most valuable clients.

SELF-SERVIGE

A company has no direct relationship with its customers In
this type of relationship. It provides all of the tools needed
for customers to help themselves.

Personal Assistance

Co-Creation

39



AUTOMATED SERVIGES

This style of relationship combines advanced customer self-
service with automated operations. Personal online profiles,
for example, provide users with access to tailored services.
Individual customers and their traits can be recognized

by automated systems, and information about orders

or tfransactions can be provided. When used correctly,
automated services may encourage human interaction (e.q.,
offering book or movie recommendations).

COMMUNITIES

Companies are increasingly adopting user communities

to engage with customers/prospects and to encourage
relationships among community members. Many businesses
create online communities where users may share information
and solve one another’s problems. Communities may also
assist businesses In better understanding their clients.

When GlaxoSmithKline debuted alli, a new prescription-free
welight-loss treatment, it formed a private online community.
GlaxoSmithKline wants to learn more about the issues that
overweight individuals confront to better manage customer
expectations.

CO-GREATION

More businesses are moving beyond the typical customer-
vendor relationship to collaborate with customers to co-
create value. Amazon.com encourages consumers to

post reviews to provide value to other book enthusiasts.
Customers are sometimes asked to help corporations create
new and creative items. Others, like YouTube.com, encourage
users to generate videos for public consumption.
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SWITGHING GOSTS

Switching costs indicate how simple or difficult it is for a
customer to switch to another option. Changing data storage
providers could be challenging for a customer, for instance,

If he uses the provider’s proprietary format for all of his data
storage.
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21 STRATEGIES TO BUILD STRONG
GUSTOMER RELATIONSHIPS

UNDERSTAND GUSTOMER PSYGHOLOGY

Customer pleasure Is at the heart of customer service
psychology. Customer satisfaction levels rise when
businesses successfully meet the needs of their clientele.
Customers want to be respected, listened to, and cared for,
and they want assurance that the same will not happen again
In the future.

Based on their behavior and feelings, customer psychology

may be examined and understood, allowing you to better

serve them. The following are the primary advantages your
brand may obtain from knowing client psychology:

« Customer loyalty - When customers are pleased with your
service, they become loyal customers and link themselves
with your brand.

- Brand advocacy - knowing your customers’ preferences
and interests allows you to tailor your dialogues and
develop a strong customer relationship. Share their
success stories and advocate for your brand later.

When a customer contacts you with a complaint or an issue,

they want to be heard and the situation to be resolved

as soon as feasible. They anticipate an attentive ear that

recognizes their problem and provides the appropriate

answer.
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PRIORITIZE GUSTOMER EXPERIENGE

Customer experience Is an essential component of customer
relationship management techniques. Businesses with
superior customer service see a 5.7% Increase In their bottom
line compared to their less successful competitors.

Client loyalty, retention, and recommendations are three
significant benefits of creating customer connections that
any business may experience. They have a direct influence

on your company’s revenue. When consumers become loyal,
their lifetime value rises, and they are more likely to refer you
to prospective new customers.

Customers that are happy stay loyal. Understand the
customer journey and strive to provide a consistent
customer experience over the whole lifespan. The happy your
consumers are, the more likely they are to return to you.

CREATE VALUE FOR CUSTOMERS

What Is the secret to securing a customer for life?

In order to succeed as a brand, you have to give back to your

consumers. And you can accomplish so by comprehending

your customers’ requirements. - Listen to what your
customers say, as well as their behaviors and emotions,

to understand what is important to them and to identify

possibilities to assist them.

« Create communities - Key company performance metrics
can be influenced by communities. Businesses benefit
from increased operational efficiency, revenue growth,
and customer pleasure. As a result, customer communities
may be regarded as one of the key methods for
developing customer relationships.

« Understand your value proposition - You must
comprehend the value that your items or services provide
to your customers. What will the cost of consumption be
for them?
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USE POSITIVE WORDS AND PHRASES

Customers typically switch brands when they believe the
representatives are inexperienced or harsh. How a consumer
believes they are being handled determines 70% of their trip.
One of the most crucial components of customer service Is
using the appropriate phrases and words while interacting
with customers. Your words have an immediate and lasting
iInfluence.

Positive statements such as “My apologies,” “I am sorry,” “1
don’t know,” and “No issue” should be avoided.

PRAGTIGE ACTIVE LISTENING

Always pay attention to what your customers have to say.
Utilize every chance to make your customers feel at ease,
respected, and appreciated. Listening to your customers
without interrupting them allows you to pinpoint the actual
problem.

Listening actively aids in determining what exactly your
customers want, as well as their ideas and feedback, so that
you may meet and surpass their expectations.

OFFER GRATITUDE

When It comes to customer service, two simple words can
work wonders. Kindness communicates appreciation and
deepens the connection between a company and its clients
when words like “thank you™ and “please” are used.

SHOW EMPATHY

Dealing with customers, especially when they have a
complaint or an i1ssue, may be considerably faster and simpler
If empathic words, patience, and attention are used.
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Using phrases like “I understand how difficult it Is to...” or
“I'm very sorry to hear that...” might assist in creating rapport
by conveying genuine empathy.

PROVIDE A MULTI-GHANNEL GOMMUNICATION APPROAGH

Do your customers understand that they may contact you
whenever they need to0? Do they understand how? Active
communication iIs required for strong customer connections.
It implies that your customers must feel at ease while
contacting you. You should also concentrate on adopting
customer relationship management software to eliminate the
possibility of negative encounters.

Let your customers know whether you prefer email, live
chat, social media, text messages, or other modes of
communication. You should also understand how they like
to be reached and be accessible to provide a consistent
experience across all channels.

USE GUSTOMER RELATIONSHIP MANAGEMENT
(CRM) MANAGEMENT TOOLS

CRM Is a focused business strategy that aims to increase
sales, profit, and customer pleasure. Understanding your
clientele better will help you attract more potential buyers
and boost sales.

Customer relationship management may be a great tool

for documenting your customers’ product preferences and
dislikes, purchasing habits, geography, age, and gender. The
CRM software allows you to create a thorough profile of their
preferences, requirements and purchasing history.

A CRM system may aid your business by centralizing,
optimizing, and streamlining customer communications, as
well as improving the following areas:

« Galn Insights about your customers

« Segment customer base In a better way
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« Anfticipate their needs & interests
« Increase customer retention rates
« Faster communication with customers

APPREGIATE LOYAL GUSTOMERS

How to maintain good customer relationships?

One good technique iIs to thank your loyal customers.
Customers that are loyal to you are like assets to your
company. They act as advocates for your company and
spread the good word about it to their peers. According
to Motista’s research, the lifetime value of customers who
develop an emotional connection to a brand is 306% more
than that of non-emotionally invested customers.
Businesses should go above and beyond by developing
consumer pleasure concepts and expressing gratitude to
loyal consumers In the following ways:

Appreciate
Loyal Customers

Incentivize

Premium
service

Early
access
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Incentivize - Offering discounts, free items, exclusive
purchasing opportunities, and price reductions to loyal
customers demonstrates your appreciation.

Premium service - You may provide your loyal consumers
with premium services such as co-browsing, video chat,
and chatbot help.

Early access - The Early Access program is a way to
reward loyal consumers by providing them with
something special.

ACQUIRE GUSTOMER FEEDBAGK AND AGT ON IT

Obtaining customer feedback is one method for developing
customer relationships.

To provide excellent service to your customers, you must
solicit thelr comments and opinions on what you are doing
and what needs to be improved. You can trust the feedback
people give you about your product or service since it comes
straight from them.

Guidelines for soliciting and responding to client comments:

Create a frequent feedback loop in which you ask
customers to tell you what works. This demonstrates

to them that you are there to understand and service their
requirements, not only to expand your customer base.

To get the most real feedback, ask for feedback after the
service conversation, after a support case Is answered, or
after a product demo.

You must efficiently get client feedback. Furthermore,
classify and share comments with relevant departments
before implementing their recommendations. They

will feel appreciated If you show them that you are paying
attention to them.

Customer feedback not only identifies areas for
development in the business but also helps to deepen
customer relationships over time.
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EXGCEED EXPEGTATIONS

Your customers expect you to provide excellent items or
services. You should keep raising the bar on what your
organization provides.

Simply said, under-promise and over-deliver. Customers
return when they are impressed.

You may surpass customer expectations by delivering a
product or service sooner than expected. Customers love It
when you deliver earlier than expected.

It’s common practice to tell customers that their orders won't
ship until the end of the month, even if you know you can
deliver them a week early.

MEET FAGE-TO-FAGE AT LEAST ONGE

Overall, I believe emall is the finest communication method.
It’s fast, simple, and leaves a persistent trace. But it has flaws,
and I'm not afraid to admit them.

You can’t transmit tone or body language over emaill, and it’s
more difficult to establish a real relationship. That is why I
usually advocate meeting your clients in person at least once,
Ideally early In the process.

Depending on how deep a relationship you have, more In-
person meetings may be required.

SET GOALS TOGETHER

There are several reasons why It Is essential to set goals as a
group.

Setting goals together Is important for a variety of reasons.
First, it helps you learn what success means to your consumer
and then establish reasonable expectations for how you
might assist them In reaching their objectives.
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Second, It gives you something real to work for, something to
which you can always hold yourself accountable and measure
your success or failure. And third, and most importantly, it
lets you communicate with your client.

Don’t allow them to perceive you as just another arm of their
organization or a cleanup team to perform what they want to
be done. Make them perceive you as collaborators working
toward a common goal.

This sets the tone for a fruitful, long-term, and mutually
beneficial collaboration.

BE TRANSPARENT AND OPEN

Transparency and openness are required to create trust, and
they may go a long way toward averting (and smoothing
over) bad emotions after a mistake.

Transparency necessitates being honest and forthright about
how your business operates; when questioned, you should
respond honestly. Don’t overstate anything while discussing
your method.

If your client discovers you're lying or concealing something
Important, they may never trust you again.

ACKNOWLEDGE UNGERTAINTY

Client managers want to be recognized as specialists in all
kinds of communication. This aim is perfectly sensible; clients
will be less inclined to choose a competition If you can give
greater insights and more trustworthy attempts.

Too many amateurs, however, use this as an excuse to make
stuff up or deliver a partial answer. This ultimately works
against you.
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MEET AT REGULAR INTERVALS

Most individuals dislike meetings, yet they are a crucial
chance to exchange knowledge in a group setting. It’s a

great time to talk about whatever else you've been meaning
to discuss. No matter your ultimate objectives or method of
operation, scheduling regular meetings with your clients is
always a good idea.

The precise intervals and meeting agendas will be determined
by the nature of your business and your connection.

DON'T MAKE YOUR GUSTOMER HUNT
YOU DOWN FOR ANSWERS

Suppose a client asks, “What kind of results may I expect?”
or “how precisely do you do this?” it’s usually a hint that you
have some work to do.

You must make everything clear from the start, and if
anything changes throughout your work, you must tell them.
The sole exception is If your customer forgets what you've
already stated or needs a reminder; the main point Is to be
proactive.

BE GLEAR RBOUT THE GLIENT'S RESPONSIBILITIES

You'll need something from the client sooner or later, whether
IT’s a file, a response to a question, or contact information.
Don’t assume they'll provide It to you, and don’t be vague In
your requests.

Clearly communicate your expectations to the client at the
outset, and be prepared to follow up If necessary.

ALWAYS MEET DEADLINES

Managing customer relationships entails carefully managing
deadlines; these are true make-or-break occasions for
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your client relationships. If you miss a deadline without
notice, even once, you may never fully regain a customer’s
confidence. Keep an eye on your deadlines, and never
assume you'll reach them without evidence.

Address potential delays as soon as possible, provide an
explanation, and do everything in your power to get back on
track If possible.

ADMIT TO YOUR MISTAKES

That being said, own up to your faults. Nobody Is flawless,
SO making excuses for whatever went wrong can make

you appear desperate or fraudulent, with no personal
accountability.

Instead, It’s typically much more beneficial to explain what
went wrong on your end, such as If It was a poor internal
procedure. A misunderstanding amongst coworkers? Is your
app failing?

You'll get more respect and trust in this manner, and you'll
also have the opportunity to explain how you’ll avoid this in
the future.

ALWAYS PART ON GOOD TERMS

Some customers may have too complex demands, or they
may not be a suitable fit for your company. When you find
them, you may find that firing them is the best choice. If
you must part ways, don’t burn the bridge; even If you never
speak with this client again, they may post reviews or make
suggestions that damage your company’s customer-facing
reputation in the future.

As you’'ve discovered, the capacity to communicate
effectively, simply, and consistently is the most critical factor
IN Maintaining customer relationships.
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BENEFITS OF POSITIVE
CUSTOMER RELATIONS

Long-term relationships that benefit both the customer and
the business are referred to as positive customer relations.
Such relationships may assist your company in connecting
with customers on a far more personal level, where you no
longer regard them as transactions but as partners in your
success.

Positive customer relations are more than just making your
customers happy. Building mutually beneficial partnerships
need time, effort, and the establishment of trust with your
consumers.”

When you can connect with your target audience, you are In
a better position to comprehend their requirements, address
their worries, and build a feeling of common understanding
with them.

Fostering great client connections may be a very profitable
move for your company. Let’s have a look at how.

CREATE A LOYAL GUSTOMER BASE

Whether you operate a little café or a multi-million dollar IT
firm, devoted customers propel your company ahead. For
example, remember how you go to the same cafe to buy your
favorite cup of coffee every time you pass by?

According to Microsoft, 96% of consumers worldwide regard
customer service to be a significant component in their brand
loyalty decision.

Developing great relationships with your consumers fosters
loyalty that outweighs many of the main reasons why
customers defect, such as cost and convenience.
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While investing In great customer relations may cost your
company some money, you will be rewarded with a devoted
client base in the end.

Partnership
Marketing

Proactive
Marketing Accountable

Marketing
Reactive
Marketing
Basic

ENHANGE GUSTOMER SATISFACGTION

Businesses that thrive in customer relations foster an
environment in which customers may provide open feedback.
A steady customer feedback loop Is critical to the functioning
of such firms.

But what Is the advantage of fostering a robust feedback
culture?

By collecting customer feedback regularly, you can easily
analyze your consumers’ demands. You can simply gauge
thelr satisfaction with your services, personnel, or overall
experience with your company. Customer happiness rises
when customers interact with a brand that values their
comments and strives to improve their experience.

GENERATE REPEAT BUSINESS

One of the primary advantages of providing exceptional
customer service Is that It encourages individuals to do
business with your firm more than once.
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According to a Gartner survey, when it comes to making a
purchase, 64% of buyers choose customer experience over
price.

But what drives repeat purchases? Customers are more

likely to buy from you again if you streamline the purchasing
process and provide consistent support. Even small gestures,
such as a thank-you email, can make customers feel valued,
regardless of how much they spend.

GAIN R GOMPETITIVE ADVANTAGE

Whatever you sell, chances are you have company
competitors in the market that have the same target audience
as you. The question then becomes how to set yourself apart.
Another benefit of customer relationships Is that they elevate
your brand beyond your competition. Customer relations

may help your business get off to a good start in an era
where customers frequently complain about feeling like they
don’t matter to businesses and are taken for granted. It may
provide your brand with a distinct personality and influence
clients to select you over your competitors.

BOOST EMPLOYEE MORALE

The type of work environment you establish for your firm

Is directly related to the level of service and attention you
deliver to your customers. Employees feel more linked to the
principles on which your firm is established when they see
that you appreciate your customers, are polite to them and
are prepared to go the extra mile.

Building positive customer relationships Is thus an excellent
method to raise employee morale and make them like what
they do.
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EMOTIONAL INTELLIGENGE IN
GUSTOMER RELATIONSHIP

Emotional intelligence refers to a person’s self-awareness and

capacity to read and respond to the emotions of themselves

and others in order to create and maintain satisfying

relationships. Emotional intelligence, according to Daniel

Goleman, the American psychologist who popularized the

concept, consists of five components:

- Self-awareness refers to the capacity to perceive one’s
own emotions and how they influence others.

« Self-regulation Is the capacity to manage or divert one’s
emotional impulses, particularly negative ones.

« Motivation: A strong desire to labor for reasons other
than monetary gain.

« To empathize is to understand and share another
person’s feelings.

« Social abllities include the capacity to manage
relationships and create social networks.

Emotional intelligence and customer service go hand In

hand. Customers increasingly expect to be “wowed” by a

personalized, engaging customer journey, not just product

pricing and innovation.

Why should your call center prioritize emotional intelligence
and client service?

Customer loyalty

Because their involvement with the business has been
heightened and deepened by this individualized, human
encounter, a customer who receives emotionally intelligent
service Is more likely to grow loyal to the firm. A customer
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would prefer to return to a firm where they know they are
valued as an individual than risk switching.

Word-of-mouth

Customers who have been “wowed” by emotionally

savvy customer service are more inclined to recommend
the brand to others. This implies favorable social media
mentions and a surge of new consumers who value personal
recommendations above traditional marketing efforts.

Increased sales

According to detailed research conducted by Rutgers
University, salespeople at L'Oreal sold $91,370 more in
business items when they were hired based on their
emotional intelligence.

Improved agent attrition

Customers aren’t the only ones who gain from emotionally
savvy Interactions with a firm. Agents and contact centers

profit as well because emotionally intelligent agents have a
63% lower turnover rate.

Increased productivity

According to researchers, the most productive professionals
INn occupations of average complexity (e.q., salesmen)

owe one-third of their productivity advantage to technical
and cognitive aptitude and two-thirds to better emotional
iIntelligence.

So, what happens when emotional intelligence and customer
service effectively stay married? For starters, the talks

flow more smoothly as a consequence of the emotionally
iIntelligent agent noticing and responding to any tension or
hostility with competence and sensitivity.

Listening and demonstrating empathy for the customer will
be as important as problem-solving, pitching, and upselling.
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How to Develop Emotional Intelligence in Sales Teams
For many customers, the shopping process is an emotional
one. The more sales professionals and marketing teams
understand emotional intelligence, the greater their chances
of making that emotional connection and increasing sales will
be.

So, how can we improve this soft talent in sales teams?
Suggestions are:

*  You should listen more than you speak.

« Instead of reacting, respond.

« Consider yourself in thelr shoes.

» Please apologize for any errors.

« Please do not interrupt.

« Demonstrate your vulnerabillity:.

«  Empathize.

« Increase your smiles to create a happler environment.

« Instead of Instructing people what to do, ask them.

« Thank those around you.

Emotional intelligence refers to a person’s self-awareness and
capacity to read and respond to the emotions of themselves
and others In order to create and maintain satisfying
relationships.

How Can a Customer Relationship Tool Help?

For effective sales teams, customer relationship success Is
iInextricably linked to emotional intelligence. Organizations
may use a customer relationship tool to input all of the
iInformation acquired about their customers, store It, and
retrieve It at any moment to meet their demands.
According to one research on emotional intelligence and
customer relationship management, executives with greater
emotional intelligence influence and inspire their workforce
with their vision. A powerful customer relationship tool
may assist company executives by providing a platform for
encouraging emotional intelligence to improve customer
engagement.
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Here are some ways organizations can turn emotional
connections into actionable data with CRMs:

Better Targeting with Segmentation

Using your CRM to segment your customers based on their
emotional relationships will help you target certain groups
more readily.

Enhance ROI

By collecting and analyzing all of the information and
customer touchpoints in your CRM, you can improve your
ROI by understanding emotional motivators. This will allow
you to determine which aspects of your brand, or your
competitor’s brand, your customers prefer so that you can
Invest time and money In those areas.

Quantify Emotional Reasons Customers Purchase
With all of the data in your CRM, you can quantify these
emotional responses, and which aspects of the customer
experience influenced their choice to purchase.

Turn Emotional Connections into KPIs

Correlating the extent of emotional attachment your
consumers have with your company and whether they
repurchase, churn, and so on will fransform the information
you collect in your customer relationship tool into actionable
data.

Leaders need to be emotionally intelligent since a happy
worktorce makes for happy customers. Managers should

act In ways that they would like their teams to act. Building
honest relationships, providing a supportive atmosphere,
and modeling good stress management are all critical
components of a workplace culture in which employees may
flourish. Providing chances for training and development to
strengthen these abilities may benefit the entire team.
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9 LEVELS OF RELATIONSHIP
MARKETING

Why Is It critical to comprehend the five levels? Knowing
them can assist you in determining where you are In the
process of developing a customer relationship and the next
steps you can take to advance this relationship with them.
When used appropriately, they may help you boost your
customer lifetime value, which is one of the most significant
measures for the success of your organization.

How To Create a Customer Loyalty
Program in 9 Steps

Define the loyalty Khow vour audience Make the client loyalty

program’s goals your au program unique
Create incentives Promote the customer Identify success, Communicate frequently Maintai ot
through referrals. loyalty program then make adjustments and ask for feedback ainfain consistency

6 7 9

Select a program type that
aligns with the brand

BASIC MARKETING

Traditional marketing can be equated to basic marketing.
Consider It the Mad Men marketing approach: It is marketing
that only attempts to persuade the client to purchase. It

IS direct selling and does not involve customer follow-up
after they have purchased a product or service. There Is no
Interaction or consumer feedback. When a company sells for
the only purpose of earning money, this is known as basic
marketing (which is not necessarily a bad thing).
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REACGTIVE MARKETING

At this stage, you encourage your customers to provide
feedback, whether it’s a complaint, a comment, a
recommendation, or a random thought. Building a
relationship with a consumer requires some work; It Is about
responding and communicating with them when the moment
or chance comes.

This Is not your standard outreach marketing strateqgy;
Instead, 1T Is more Inbound, focused on post-purchase
reactions. When you reply to a customer with reactive
marketing, you do not answer a specific problem.

ACGOUNTABLE MARKETING

It Is your responsibility as a business to follow up with your
customers quickly after they make a transaction. This instills
trust in your product and demonstrates to them that you are
dependable. It also encourages customers to express their
true feelings about your products or services, resulting In a
deeper degree of relationship marketing. This is responsible
marketing.

Businesses that utilize responsible marketing communication
with their customers remind them of their purchase and
explain why customer feedback Is vital. Alternatively,

they may reach out and respond directly to client input or
recognized requirements.

Accountable marketing begins by delving deeply into the
recognized demands of customers and creates genuine two-
way communication. With responsible marketing, you keep
your promises, establishing trust and giving compelling
reasons for customers to select you over your competitor.
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PROAGTIVE MARKETING

Proactive marketing takes things to a whole new level.
Businesses communicate with their customers regularly
rather than seldom, and they use what they've learned to
Improve their products or services. Proactive marketing
makes use of data to study the successes and failures of prior
campaigns to develop more engaging chances in the future.

PARTNERSHIP MARKETING

Through a mutually advantageous collaboration with another
firm, partnership marketing encourages and maintains
customer satisfaction levels (or even with an individual
customer). Because you're bringing someone outside of your
company Into service a specific customer need, this is the
greatest kind of relationship marketing between businesses
and their customers, as well as the deepest approach to
creating a relationship.

Some SaaS products, for example, provide customized
solutions to their customers. Others involve clients directly In
development, generating personalized goods, and providing
specialized support workers.

The next level: Hyper-personalized relationship marketing
Although relationship marketing i1s generally divided into
five levels, when employed as part of a larger relationship
marketing plan, all levels are infended to lead to customer
loyalty and involvement. And nothing beats delivering
personalized gestures when It comes to building a
relationship.

Companies’ finest taillored relationship marketing activities
may not always neatly fall into one of the five tiers. They do,
however, provide excellent relationship marketing examples
since they respond to particular customer needs and
concerns.
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One well-known example Is the clothing company Moosejaw.
Before Christmas, a Moosejaw customer purchased a hoodie
for his then-girlfriend, but she broke up with him long before
the holiday. So he contacted Moosejaw to return the hoodie,
explaining that he was doing so due to the breakup.

Moosejaw took advantage of the situation and sent the
customer a care package with multiple Moosejaw shirts as
well as a handwritten message apologizing for his girlfriend’s
breakup. Because It was targeted to the occasion, provided
without asking anything in return, and geared at developing
a long-term connection with the company, Moosejaw’s
relationship marketing technique performed so effectively.
Unlike his connection with his partner, I'm confident
Moosejaw’s relationship with this customer lasted a long time.

Relationship marketing entails connecting, reconnecting,

being proactive, and communicating effectively with
customers to build long-term relationships.
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PROS AND GONS OF
RELATIONSHIP MARKETING

Relationship Marketing (RM) Is described as the process

of developing, nurturing, and building strong value-laden
relationships with customers and other stakeholders. Another
approach to explain relationship marketing is that both
corporate and consumer marketing benefit from paying
attention to conditions that build relational relationships,
leading to dependable repeat purchases.

PROS OF RELATIONSHIP MARKETING

1. Customer Loyalty

The building of customer loyalty Is a key benefit that may

be achieved from successful relationship marketing (RM) In

a corporation. Effective RM often produces two outcomes:
customer loyalty and favorable word-of-mouth referrals.
Furthermore, RM can give special perks to customers,
decreasing rivalry with other firms offering the same product
and assisting in the establishment of consumer loyalty.
However, instead of focusing just on the establishment of an
efficient CRM system, firms must not forget other areas that
are directly tied to the notion of customer loyalty. Customer
loyalty Is frequently associated with principles in service
management, such as customer satisfaction and customer-
centricity. Businesses should be aware of and examine these
additional principles that may have an impact on the creation
of customer loyalty - the ultimate goal of effective RM.

It Is also vital for firms to iIdentify the barriers to instilling
customer loyalty.

One of the most notable impediments Is unresolved
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consumer discontent, which, If left unchecked, can result
INn decreased sales and profitability. As a result, two-way
communication becomes even more important for firms
to understand what customers want and how to cope
with discontent. Finally, managers should always weigh
the benefits and drawbacks of a loyalty program before
establishing it so that resources can be assessed and
controlled.

2. Focus on Customer Retention

Another benefit of relationship marketing is higher
profitability as a result of customer retention rather than
customer acquisition. To begin, customer retention may be
described as a company’s capacity to entice a customer to
buy or use Its product over a specified period. This occurs
when a company adopts a customer management mindset
and strives to use RM to retain consumers.

Customer retention lowers marketing expenditures, which
benefits the company financially. This means that firms may
have to spend less money to acquire customers they have
lost as a result of existing customers defecting. This may be
accomplished by the company adopting a customer retention
plan and thereby focusing Its resources on certain customers
that they wish to keep. This Is because not all customers
warrant the further effort and expense to retain them,

and instead, only those clients with the highest perceived
value to the company and the greatest potential for growth
should be prioritized. In the context of a hotel, for example,
the hotel may seek to focus on the higher spending, more
affluent members of Its clientele since they represent greater
revenues for the firm than the average spending customer
that patronizes the business. Businesses that use these
tactics and understand customer retention can benefit from
Improved earnings as a result of relationship marketing.
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3. Word-of-mouth (WOM) Advertising

Positive word-of-mouth referrals from delighted customers
are one of the expected consequences of effective RM. WOM
has been recognized as a potent communication technique
capable of influencing customer purchase behavior and
judgments. WOM behavior influences promotion and is
especially significant in firms that provide services, such as
hotels. WOM has a huge influence on service organizations
because the intangibility of service makes it hard for
customers to test the product before purchasing it. As a
result, service firms must be aware that WOM conduct might
have a significant impact on them.

Though there may be significant consequences If unfavorable
statements about the firm spread, service organizations
should be aware of the benefits that WOM marketing may
give. For example, with the rising abundance of the internet
IN our modern soclety, WOM might decrease geographical
borders that used to exist in conventional marketing. The
Internet may offer many different platforms and outlets for
iIndividuals to exchange their thoughts and ideas with one
another. Furthermore, It functions as an advertising medium,
lowering expenses and ensuring that customers hear the
message as soon as possible.

4. Costs Savings for Businesses

As most businesses struggle to cultivate and sustain long-
term relationships with their customers, advancements In
iInformation technology (IT) have substantially increased
productivity and reduced the expenses involved with RM.
Customers will benefit from RM via the usage of IT since It
will provide better knowledge and fit for marketing activities.
For service firms, RM through IT implies shifting from broad
market segmentation to more specific segmentation while
Increasing the level of infimacy between the company and its
customers. Customers, in general, like to be communicated
with one-on-one. Organizations can employ sequential

data iIn RM based on previous data obtained via the use of
Information systems and property management systems.
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The use of IT in customer relationship management will ease
iInformation interchange, allow for the tracking of purchasing
habits, and customize of service experience. This results to
cost reductions for firms’ marketing activities.

5. Understanding the Market

Relationship marketing may be utilized to fill the demand
gap generated by seasonal demand. Seasonality of

demand exacerbates issues with capital availability, skilled
labor retention, and resource underutilization. Natural and
Institutionalized reasons have been established as the two
primary drivers of seasonality in demand.

Weather factors can frequently cause seasonality in demand.
For example, the ski business has a high staff turnover

rate, and ski resorts are frequently unoccupied during the
summer. Hotels may genuinely offer nature tourism 1o
potential customers during off-peak seasons based on their
geographical location. The presence of leisure activities at the
site glives a compelling reason for tourists to remain. Because
hotels have a greater understanding of their customers’
tastes, this type of marketing would be best communicated
through the usage of relationship marketing. Similarly, hotels
may use current guest information to target people who

do not have job responsibllities, as well as those who they
consider future visitors. Hotels might exploit this as a selling
point during low-season periods. A new type of guest may
be drawn as a result of the hotel’'s marketing as calm and
serene. For example, by developing customized packages
that handle accessibility difficulties and provide a wide range
of recreational opportunities and accommodation standards
for the elderly, the hotel may tap into the retired greying
population and increase room occupancy rates even during
these times.
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CONS OF RELATIONSHIP MARKETING

Importance of Recognizing Cultural Differences

One of the drawbacks of RM Is that cultural variations are
overlooked when a single technique Is used for diverse
countries. Culture must first be described as an integrated
system of acquired behavioral patterns that identify
iIndividuals of any particular civilization. This means that
different cultures have distinct perspectives on certain topics,
attitudes, and feelings. For example, Chinese visitors place

a high value on ritualistic behavior such as a smile, greeting,
or handshake as part of a service-oriented experience

that Indicates the guests’ respect and importance. In the

UK, however, traditional welcomes by hotel personnel are
uncommon; also, interactions with customers from Chinese
cultures are sometimes hampered by linguistic hurdles. This
Implies that tourists from a Chinese culture will be influenced
IN ways that visitors from, say, a Western culture would not
be. As a result, hotels are always challenged to provide a great
service experience for a diverse range of tourists with varying
expectations and demands. It Is also mentioned that RM is
approached differently in the Chinese cultural environment
than It I1s In western societies. It Is customary In the former

to build kuan-hsi (networking/relationship) first, followed by
business dealing.

Involvement of High Costs for Training and Software
Employees must go through an intensive training procedure
because of the many approaches to RM and the necessity
of understanding these distinct cultural components. The
significant expenses assoclated with relationship marketing
are often the result of personnel recruiting and training.

As a result, It contributes to the organization’s increased
expenditures.
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Furthermore, managing relationships is no longer restricted
to simply the consumer and the business but also includes
Interactions with other stakeholders that have varying levels
of integration and operating methods. As a result of these
complications, many firms are implementing integrated

RM software to streamline their business operations and
successfully manage these many relationships. As a result,
this technology acquisition contributes to the organization’s
continuous running expenditures and can be considered as a
type of maintenance.

Counter Productivity of Relationship Marketing

RM may have a negative influence on customer loyalty while
attempting to suit the demands of already loyal customers.
Sending unwanted promotional materials to customers, such
as bulk personalized emalls, may jeopardize the organization’s
relationship with the client. At the same time, RM might
cause visitors to be inundated with promotional materials
from numerous organizations in which they have previously
resided. Customers may only be loyal to a limited number

of brands. Thus, information overload through marketing
may be detrimental and result in fewer advantages for

both the firm and the customers. Although RM may be able
to anticipate customers’ needs and desires by accessing
sequential records In the information system, It Is Important
to remember that customers do not always want the same
products and services.

Negligence of Existing Customers

If employed incorrectly, RM may be harmful to any firm. For
example, several firms may employ RM or adjust their tactics
toward conquering new markets while placing less attention
on managing current client relationships. Due to the fact that
the cost of acquiring a new client Is five to six fimes that

of retaining an existing one, some businesses appear to be
more concerned with acquiring new customers than retaining
existing ones.
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GASE STUDIES

APPLE

Do you agree that no respectable article can exist without a
sprinkling of Steve Jobs quotes? So here are four examples of
how Apple walks the walk when it comes to lofty CRM goals
and strateqgies.

1. Knowing its customers

Achieve a new level of infimacy with your clientele. Close
enough that you can anfticipate their needs and give It to
them before they even ask for it.”

It’s a lofty goal, but Apple follows through on it. Apple’s
continuously high NPS (Net Promoter Score) ratings show
that the business Is exceptionally good at client retention.
According to recent research, Apple’s operating system, 10S,
has a loyalty rate of roughly 89%.

Apple’s excellent technical help I1s another factor that
contributes to the company’s high customer retention rates.
When you purchase an Apple product, you have the option of
scheduling a customized, one-on-one session with an expert
to explore your new device’s greatest features and fine-tune
IT tO your preferences.

Apple’s dedication to understanding the individual Is not

by chance. It’s a meticulously planned CRM strategy that’s
paying off handsomely.

2. Anticipating customer needs

“It tfook us three years to create [the computer].” If we'd
given them what they said they wanted, we’d have produced
a machine they'd be delighted with a year later - not
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something they’d desire now.”

Apple has a profound grasp of its customers. Despite this,
Jobs was famously hostile to market research. Rather, Apple’s
relationship with its consumers has typically been based on
the company’s empathy for its problems and wants.

Above all else, It Is Apple’s insatiable appetite for innovation
that has prompted the company to grow and adapt Its
product line to serve the demands of Its customers both now
and In the future.

Because Apple will not do anything until it Is game-changing,
Ahead of their time, Apple’s IPhone, IPod, and IPad were
accompanied by ITunes, the only legal online music library to
provide songs from all five major record labels.

With Apple TV creating original content and Apple Pay
revolutionizing the way we shop, Apple has shown that

It Is committed to evolving with the requirements of Its
customers.

Ikea’s marketing strategy contributes significantly to Its
success because It Is unique, Imaginative, and distinct while
maintaining a clear value proposition.

A Creative, Consistent Brand Theme

From the Swedish flag painted on its buildings to the tasty
meatballs served in its cafeterias, Ikea’'s marketing strategy
IS unashamedly rooted Iin the company’s Swedish heritage.
It instills confidence In all aspects of their identification,
allowing them to keep their individuality in a competitive
market.

Emphasizing Affordability and Sustainability

Recognizing that a basic tiered model will not attract repeat
business, Ikea offers more customization, flexibility, and mix-
and-match furniture modules.
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To assure success, It skillfully integrates the concepts of
affordability and sustainability in its marketing plan.

While the furniture options do not offer a lifetime guarantee,
they are bullt to last. Even Its reusable shopping bags
demonstrate the company’s commitment to sustainability.

Sponsorship and Influencers

Easy to Assemble is a comedy series sponsored by IKEA.
Its creative content marketing was nothing like a furniture
product demonstration. Ikea’s marketing strategy has been
strengthened by the incorporation of sponsored digital
advertising campaigns and social media influencers.

Exceptional In-store Experience

Ikea beautifully showcases things by utilizing the greatest
lighting systems to increase sales. It puts best-matched
objects carefully in mock rooms to stimulate spontaneous
purchases and inspire decor. The organization also provides
exceptional customer service to give a memorable
experience and encourage customers to return for more.

Website and Mobile Application Marketing

The Ikea mobile website and app are constantly updated to
provide the best loading times, button layouts, and gesture
controls in the industry. It puts a premium on the quality of
ITs user interface and user experience (UI/UX), with features
like an inquiry-based chatbot and regular updates on new
offers, discounts, and promotions.

Downloading its 3D modeling app to visualize a dream home
IS one of Ifs most successful marketing moves. It’s one of its
most successful marketing strategies, allowing IKEA to upsell
low-demand items by instilling a desire In its customers 10
redecorate the room.

Ikea’s SEO (Search Engine Optimization)

Ikea’s marketing strategy attempts to increase the site’s
exposure for relevant searches to attract new and existing
customers. It incorporates the appropriate product-specific
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keywords as well as Google advertisements to enhance Its
organic ranking.

Ikea’s SMM (Social Media Marketing)

Instagram, Twitter, and YouTube are some of Ikea’'s most
frequently used social media channels. Their digital presence
IS enormous, with over 30 million Facebook likes, 1 million
Instagram followers, 5.3k Twitter followers, and 41.2k YouTube
subscribers.

Content Marketing

Ikea focuses on content marketing to establish a distinct
presence among furniture brands. Its commercials, print
advertisements, social media, and website all have eye-
catching material. It uses comedy and ingenuity to showcase
the brand’s underlying principles and motivate people.

Alrbnb, which began in 2008, is a website where individuals
may list their spare rooms for temporary guests. Vacation
rentals, typically apartments, villas, mansions, or castles,

may be found in more than 81,000 cities and 191 countries
throughout the world and range In price from cheap to very
expensive.

Today, we’ll look at the tale of a brand-new peer-to-peer
vacation rental platform that used creativity to extend its
Innovative service over the world. Airbnb created competitive
brand communication techniques that helped to change

the world into a global community. So, If you search for the
greatest places to stay on Google, you will find Airbnb among
the top results.

Alrbnb was created in 2008 by two guys named Brian Chesky
and Joe Gebbia, who spotted a market for renting out their
alr mattresses in their living rooms to people in town for

a conference. The concept subsequently expanded into a
platform that provided short-term living quarters, breakfast,
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and a business networking opportunity for people who were
unable to book a hotel due to market saturation. In February
of 2008, Brian Chesky reached out to his old roommate
Nathan Blecharczyk to talk about creating the website AirBed
& Breakfast. Nathan Blecharczyk is the new company’s CTO
and one of three founders.

On August 11, 2008, the official website Airbedandbreakfast.
com was created. In the summer of 2008, when visitors to
the city for the Industrial Designers Society of America’s
Industrial Design Conference were having trouble finding a
place to stay, the company began serving Its first customers
In fown.

Back in the summer of 2008, when the company was just
getting established, its founders sought a method to get
some Initial funding. They spent a lot of money on cereal
boxes and designed limited edition packages with campaign
slogans like “The Obama O’s: The Breakfast of Change” and
“Captain McCain’s: A Maverick in Every Bite” Each box fetched
$40 during the convention’s after-parties. The cereal box idea
became part of the Airbnb startup tale since it kept the firm
afloat for a few months longer. The profits from the cereal
boxes nearly paid off the company’s debt and gave Airbnb
some national news attention.

In November 2008, Paul Graham, the creator of the
prominent startup financing firm Y Combinator, was not
convinced by Airbnb’s business plan but was fascinated

by the presidential-themed cereal boxes and recognized
enthusiasm and passion In the founders. The business’s
acceptance into the Y Combinator program encouraged
Airbnb’s founders to concentrate on turning the company
profitable. With a clear goal, $20,000 in seed funding, and a
better work structure, the founders of the start-up decided
to travel to New York, where the majority of their community
resided. Airbnb prioritized relationship development by
posting high-quality photographs of its properties, providing
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an amazing experience for its clients, and helping hosts to
engage visitors in the greatest homestay experience. By the
end of the Y Combinator program, the entrepreneurs had
created a market of committed customers who not only

liked the firm but also supported its expansion. They also
received $600,000 in investment from Sequoia Capital and Y
Combinator. From that point on, Airbnb was unstoppable, and
It quickly spread outside of America, and it now has a global
footprint in the hospitality industry.

Business Model of Airbnb

Alrbnb’s business strateqgy Is centered on aggregators. Even
though the hospitality brand does not own any property, It IS
one of the leading hotel providers. Airbnb’s business strategy
IS straightforward, inventive, and effective since It Is based on
the requirements of the community.

With the importance of an economic model, the web platform
serves two types of audiences. In order to generate iIncome,
Alrbnb hosts can list their properties for rent on the website,
and visitors looking for a place to stay can select one of the
properties listed under the first category.

The major reasons for Airbnb’s success are the company’s
satisfled customers and Its affordable renting options. The
brand has established its own set of community standards,
which must be followed by owners of the spaces. Profits from
various sources are always generated by an aggregator-based
model.

SOUTHWEST AIRLINES

Southwest Airlines distinguishes itself from other firms in this
iIndustry by employing a model that minimizes costs in many
areas and makes flights cheaper for the general population.
Furthermore, the corporation intends to grow and strengthen
this strategy in the long term by luring more people to travel
at a low cost.
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Although this model appears to be promising and profitable,
other airlines have not adjusted their operations to this
efficient model and do not intend to do so.

The reason for this Is that these other airlines are designed
to serve consumers with different incomes and values.
Southwest Airlines’ target customers include persons with
modest Incomes or people who want to save money on
transportation from one location to another (Ren, 2020). Their
objective Is to get to their destination at the lowest feasible
cost, regardless of the circumstances, or they will be pleased
with the economy-class treatment. However, there are clients
that value comfort, and It appears to be the most important
value for them. These passengers may have specific health
Issues that necessitate additional attention from flight
attendants or special circumstances. Furthermore, it may
Involve celebrities who maintain their privacy when traveling.
These customers are willing to spend more money 1o fly In
pleasant surroundings or obtain premium treatment. In other
words, because enterprises have different target audiences,
there Is no need to change business models.

However, 1T should be noted that Southwest Airlines faces
some market dangers. To position itself as a low-cost

choice, the firm must maintain an adequate level of pricing
INn comparison to rivals’ costs (Asahi & Murakami, 2017). As a
result, there Is a danger of obtaining minimal or no revenue
at all. Furthermore, even If just half of the tickets are sold,
Southwest Airlines cannot cancel a trip, threatening Its profit.
Southwest Airlines, like any other firm during an economic
downturn, is likely to lose some of its typical income, even If
IT appears to be very resilient. Because the average income
of the population falls during economic downturns, people
are more likely to purchase low-cost tickets. If other firms
try to imitate Southwest Airlines, the company may win

the competition due to Its authority and consistent level of
service (Speta, 2016). As a result, the firm will succeed In the
long run.
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CASPER

Casper thinks that one good night’s sleep can change the
world. The firm distributes pillows, sheets, bed frames, and
mattresses directly to customers looking for the ideal balance
of comfort and price. They make everything function by
doing the following:

Reinvent The Buying Experience

Create an Unbeatable Guarantee

Answer Your Target Market’s Questions (ToFu)

Create a Go-To Comparison Resource (MoFu)

Showcase All Reviews in One Place (BoFu)

Build White-Hat Education Links with “The CSD Method”
Publish Original Research (and Become a Go-To Authority
In Your Marketplace)

Use “The Best-of Backlink Builder” (with a Twist)
Translate Your Ads to Capture New Markets

Use This Little-Known Trick to Monopolize Your

Search Ads

Combine Advertising and Remarketing to Get More Leads
for Your Online Store

Use This 3-Step Cart Abandonment Process to Recover
Lost Sales

Turn Customers into Salespeople with This Replicable
Referral Engine

Get Better Customer Reviews with This Simple, Yet
Powerful Copy Hack
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CONGLUSION

As the customer would like to see, effective customer
communication displays the brand’s functional, emotional,
and self-expressive benefits. When compared to rivals, it Is
given In a superior or unigue manner. A sequence of contacts
with an organization shapes the customer experience.
Frames of reference, value judgments, selective listening,
filtering, and mistrust (all between sender and recipient),
according to Jonathan Hardcastle, complicate communication
systems and communications. These, however, may be
overcome by providing clear, comprehensive, and detailed
signals that, to phrase 1t romantically, come “straight from the
heart.” Exhibiting warmth and friendliness, explaining goals,
and being trustworthy and energetic may all help to boost
credibility and develop a favorable image. Soliciting and
offering specific feedback may also improve the efficacy of
communication between partners, which is what businesses
should consider consumers to be.

One of the most significant aspects of consumer happiness
IS the capacity to ask inquiries and obtain properly gratifying
replies from brand representatives. According to Hardcastle,
acquiring information, discovering reasons, providing
Incentives, getting involvement, testing comprehension,
launching the thought process, generating agreements,

and redirecting attention are all critical components of a
good consumer communication plan. Thus, a brand’s active
iIstening abillities contribute to the development of an
Infimate and emotional rapport with customers.

The other most significant part is a brand’s and customers’
nuanced nonverbal communication, which is beneficial

both In Interpreting the underlying emotions and attitudes
of customers and reinforcing a brand’s vocal statements.
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Understanding subtle communication can help you improve
your brand-customer connection.

Along with this, technology and technologies that offer

an edge to the communication process are Increasing.
Unfortunately, over-reliance on technology and automation
has harmed customer relationships. While companies talk
about relationships - a term generally associated with living
things in general and humans in particular - the misuse of
technology has resulted in a dissociation that has separated
the customer and the company. This dichotomous condition
must be acknowledged by both the brand and the client since
communication is all about power positions, and It Is critical
to realize that power positions are balanced in a relationship.
Finally, because of the increasing complexity and turbulence
of the business environment, as well as the related growth

In research knowledge about customer behavior patterns,
managers of the twenty-first century must prioritize four
themes: the necessity of managing change challenges,
functioning within a global environment; being sensitive 1o
diversity among people, and behaving with ethical integrity.
Dialogue Is the final ingredient that binds a customer to your
brand in a long-term relationship. Your company’s brand isn’t
a single, hermetic face that it shows to the world. Rather, it

IS @ constant conversation in which you attentively listen to
your customers, comprehend what they say, and respond by
adjusting your value proposition and expanding your firm to
meet their needs. You exist as a result of the customer. This
selflessness Is the foundation of effective CRM.

As a result, every corporate communication effort should
broadly focus on three aspects: understanding relationships,
knowing customers’ varied responses to relationship
overtures, and understanding (and establishing) the role

of communication in effective and durable customer
relationships.
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