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A SATISFIED

-EUSTOM - |
IS THE BEST
BUSINESS
STRATEGY

If you wonder what getting and keeping the right employees
has to do with getting and keeping the right customers,
the answer is EVERYTHING. rreperick reicHHELD




Quick show of hands...

> \Who agrees customers expect more now?
> Do you have any challenging customers on your books?
> What are YOU doing to be different and memorable?
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“EVERY CONTACT WE HAVE WITH A
CUSTOMER INFLUENCES WHETHER OR
NOT THEY'LL COME BACK. WE HAVE TO BE

GREAT EVERY TIME OR WE'LL LOSE THEM.”

KEVIN STIRTZ






A Profit & Loss — example

Category Monthly ($) Annual ($)
Total revenue 40,000 480,000
Total COGS 15,000 180,000
Gross profit 25,000 300,000
Total operating expenses 18,000 216,000
Net profit before tax 7,000 84,000
Tax (assumed 25%) 1,750 21,000
Net profit after tax 5,250 63,000
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A Profit & Loss — how does it work?

COST OF
ANNUAL GROSS NET
SALES [l GS%?_';S —N  proFiT [l “XENSES Bl pROFIT
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Business Growth Model™ — Annual Sales

EXISTING NEW CUSTOMERS TOTAL
CUSTOMERS CUSTOMERS LOST CUSTOMERS

TRANSAC’S
No. LEADS PER YEAR
X

CONV. RATE X

NEW AVE.

CUSTOMERS TRANSAC.
VALUE
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Business Growth Model ™

COST OF
— GROSS — NET
SOLD PROFIT . PROFIT
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The 5 key Business
Building Strategies ™



The 5 key Business Building Strategies ™

Get more customers and keep
existing customers (of the type you want)

STRATEGY 2: Get them to come back more often

STRATEGY 3:
Increase the average value of each sale

STRATEGY 4: Improve the effectiveness of
each process in the business

STRATEGY 5: Build a committed team
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The 5 key Business
Building Strategies ™

CULTURE

PROCESSES

]
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The first way:

> Considered a ‘front end’ activity
> |t's the face of your business
> Remember once you get them you need to focus

Get more _
customers and on keeping them

eep existing > Be aware of the

customers (of the

type you want) — consider the Pareto Principle (80/20 rule)

©
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The second way:

> Increasing the number of times your customers buy
from you is vital to the long-term health of your business

>
Get them to come

back more often > Lifetime value — loyal customers are increasingly
more profitable as time goes on

L > Use your database — better than cold calling
(@> > “Lijttle things” will keep people coming back
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The third way: increase the average value of each sale

s AVERAGE TRANSACTION VALUE
3 EQUALS

TOTAL SALES

Increase the

average value of NUMBER OF CUSTOMERS PURCHASING

each sale

> Customers come to you for help and guidance
> |f you let them just use the one service, you've

@ missed an opportunity
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The fourth way: increase the effectiveness of each process

T > Without changing and improving how your business
4 operates, difficult to implement the first 3 ways

> Some of the basics:

Improve the .
effectiveness of — Working ON not IN

each process in — Developing an end in mind (your values, mission & vision)

the business

— Understanding S.W.O.T.

Q — Systematising
@ — Communication

S— —

]
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The fifth way: build a committed team

N T > Businesses don't succeed... PEOPLE DO
5 — Who looks after your customers?

— The business needs happy, focused, motivated people

Build a committed
team to serve them

> Your role as a leader is critical

@
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The fifth way: build a committed team

STRATEGY > You need to spend resources in:
5 (cont) — Hiring great team members

— Educating them on “How you do it here”

Build a committed .
team — Delegating

— Providing feedback

\O > That is, all team members need to be COMMITTED
O

—_— =

]
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RAY CROC, McDONALD’S
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“IT TAKES 20 YEARS TO BUILD A
REPUTATION AND FIVE MINUTESTO
RUIN IT. IF YOU THINK ABOUT THAT,

YOU'LL DO THINGS DIFFERENTLY.”

WARREN BUFFETT



Statistics show — only 4% of customers
complain

A typical dissatisfied customer @ =@ @

will tell 8 to 10 people w wmw*wmw*w*

1in 5 people |-‘1|'; 00000000000000000000

SRR i
TETATATATH

12 positive service incidents
Perceived indifference

to make up for
1 negative incident
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Little things...

There’s nothing like a personal
touch to engage customers...

Perceived indifference
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Perceived indifference

There’s nothing like a personal
touch to engage customers...
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Try looking at it from your customer’s perspective...

> \What benefit are you providing?
> \What key frustration are you removing?

> Why should they deal with you instead of your competitors?
> PRICE OR DIFFERENTIATION?

How do YOU
stand out from
the CROWD?
K
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The aim now must NOT be to just satisfy the client.
The aim must be to DAZZLE them... to be MEMORABLE!
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“JUST HAVING SATISFIED CUSTOMERS
ISN'T GOOD ENOUGH ANYMORE. IF YOU
REALLY WANT A BOOMING BUSINESS,
YOU HAVE TO CREATE RAVING FANS.”

KEN BLANCHARD



The competition is ANYONE the customer compares you with.

] » |



stop ()
listening Q%Q

reacting
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The ultimate question...

> Have you ever asked your customers —
“How likely are you to recommend us to others?”

> The key is to zero in on the ‘detractors’

> By asking customers how you can do better,
Improvements will happen

e
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A key lesson...

> Studies conducted by Marriott on guest return rates:

0 When a problem was solved to
69 /0 their satisfaction, the return

rate jumps up to 94%

89%

When they had
NO problem the

return rate was 89% When they had a
problem and it
wasn’t corrected the
rate dropped to 69%
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Lessons learned from the
5 Key Business Building Strategies ™

Customer perception is reality!

Change the perception and you can increase your prices

Listen to your customers... they will tell you how to become more profitable

Becoming more profitable in turn leads to an increase in business value

e
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What to do...

1. Pareto Analysis

2. Consider Lifetime Value
3. Communicate regularly
4. Database

5. Systems and Processes
6

7

8

9.

1

Must work ON E=rmr e
Focus on your people = =
Focus on differentiation point, not price
Memorable

O.Culture and Team x%
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Fact: Loyalty rules!

PROFITS

INCREASE
BY 25% - 95%

Increasing customer

retention rates by 5%

increases profits by
25% to 95%

@i Global Business Camps

COSTS
DECREASE

BY 10%

A 2% increase in
customer retention
has the same effect
as decreasing costs
by 10%

LOYAL
CUSTOMERS
WORTH 10X

AS MUCH

On average, loyal
customers are worth
up to 10 times as
much as their first
purchase

Loyalty shows an increase in customer retention rates of 5%
increase profits by 25% to 95% (Frederick F. Reichheld, economy researcher)

Awesome service
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