m richardson management®

A Business' Greatest Enemy

You work hard trying to attract attention commigfito your strategy and doing everything right, H&sg in an
increase of customers - but you lose them. Thegmeome back. You did your marketing so well andelyi

that you're almost in a state of shock at how ymstomers have now ignored you.

You treated them well while you were selling torthe they were your best friend. You gave them adgo
price, knew that the quality you put into your ofifgy matched the quality they got out of it. Yosa®d them
that your service was second to none. You smitetsed their name when you said good-bye, thartkiewn
for the sale. And then, after all that caring aitenon your part, they completely ignored you, ereset foot in

your business again.
Do you want to know why they ignored you, why itsaso easy for them to put you out of their minds?

It's because you ignored them. It's because yalerte sale and then made the grave but all-toavmmerror
of thinking that your job was over. That was aibée error. The job of selling and marketing does stop

after the sale is made.

But at least you've not alone. Most of your coritpet fail to retain the customer due to apathgrathe sale.

Apathy is the deadliest enemy of selling and mamket

The opposite of apathy is follow-up. Customersemefeel ignored. We do all in our power to intepdifie
relationship with caring follow-up and loving attem. We know that once we have established dioekship,
our product or service is no longer thought of ammodity. Businesses that offer commoditiesroftese
customers due to competitors offering lower prid&ssinesses that form warm relationships transdesidg

thought of as a commodity and maintain their custoralationships with service and constant contact.

No wonder they don't lose business so readily.plRewant relationships, want the businesses thepmiae to
stay in contact, want to feel cared for and nobigd. All successful business people know that thestomer
relationships are their most precious assets. Khew that if customers purchased from them one & had
an enjoyable purchase experience, they are veelylilo buy from them again and to provide many nrefe

over time.

To nourish these kinds of lasting relationships,caa send thank-you notes after the sale -- widiirhours.
We can contact customers within a month of the &almake certain they are satisfied and have netiures.

We can get in touch with customers once again threeths after the sale, this time suggesting nemstthat
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may tie-in with the original purchase. And threentis after that, they make another contact. Thisl lof
follow-up not only prevents dreaded apathy frontisgtin, but also increases business anywhere £6% to
300%. That's because customers, in their heaksitlyi hope for recognition, acknowledgment, infatian,

advance opportunities to purchase, and new calistion.

Instead of the kind of apathy that loses custorf@ever, constant attention and follow-up resuftshealthy
back-end sales. This means repeat sales, anciléeg and referral sales. And this means big pradityou --
because it costs six times more to sell something mew prospect than to sell that same thing texisting

customer.

These days, all the true marketing experts asktgozalculate the lifetime value of a customer. dly
don't understand the damaging effects of apatley #ie sale, that lifetime value is pretty smaibh@ably

a few hundred dollars, if that. If you do all imwr power to prevent apathy from ever settinghg t
lifetime value of each customer may be measurddimdreds of thousands of dollars, maybe even more.
You'll profit from the initial sale, from the repeaales, from the referral sales and from the long,
mutually beneficial relationship. It happens onljjem you defeat the most deadly enemy of business.

And now you know how to do that.

Article by Tom Richardson
For more information visit www.richar dsonmanagement.com.au
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