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Keeping Close to Your Customer:  Now More than Ever!
. . .  or How to Thrive in this Recession (not survive but thrive)

The current recession has forced companies to make tough choices in order to survive.  Some of those choices, however, lead to short-term gains but diminish the customer experience, damage customer relationships, and ultimately alienate loyal customers.  In this session, we will discuss the Top 10 strategies for staying close to your customers during tough economic times, recognizing the game-changing opportunities you may be missing, and preparing to grow when economic conditions improve.  

BAD NEWS:  Starting 18th month of this recession and no end in sight.
· Recovery?  Maybe late Spring 2010 -- 3-5 yr slow recovery

· How many affected by this recession?  (Show of hands)

· Decreased sales revenue?  Lost customers?  Layoffs?  Budget cuts?  Decreased donations?   Loss of tax revenue?  Spouse affected?  

· Anyone substantially benefitting from the recession?

· So . . .   Just ride it out, stick with the playbook, keep your head down and things will be fine, right?  WRONG!

· This recession is different in scope,  depth and length . . . not like any other in our lifetimes

· Change in the customer’s mindset not just change in spending habits 
· More cautious, anxiety-ridden customer, re-evaluating all their purchases, embracing frugality

· Tough choices to survive . . . short-term gains but diminish the customer experience, damage customer relationships, and ultimately alienate loyal customers.  
GOOD NEWS:  Great fortunes are made in turbulent times like these!

· SO . . . Top 10 strategies for staying close to your customers during tough economic times

· Thriving:  game-changing opportunities you may be missing
· Preparing/poised to grow when economic conditions improve

· 10 simple things but offer powerful potential
1.
Build emotional connections (vs. economic connections)    Example: Diet Coke 

· Every interaction is an opportunity to build emotional connections or tear them down.

2.
Solve your customer’s pain – reduced spending on discretionary items but will always spend to reduce pain.

· What are your customer’s pain points?    Example: ATM machines, Citibank “The Citi Never Sleeps”

· “We’re in this together;  we’ll help you get through this.”

· Don’t know what your customer’s pain points are?   Then . . .

3.
Listen to your customers!    EX: Association and magazine

· Roll up your sleeves, get your hands dirty, listen to your customers!

· Simple survey to focus groups to listening in on customer service help line.  

· Zoomerang/Survey Monkey     Example: Home Depot
4.
Be your customer’s advocate – Do you act with your customer’s best interests in mind or do you do what’s right for your bottomline?   

· What would your customer say?

· Recent Survey by Bain:  CEOs said 80%, customers said 8%.     (So ASK!)

· If they believe you do what’s right for them, they become YOUR advocates (WOM).

5.
Treat them like they’re special – personalized and costs very little; everyone wants to feel special, hang on to right talent/employees.  
   Example:  American Airlines early boarding

6.
 Be very cautious about cutting your price.  Before you cut price, try to:

· Unbundle   Example: Bakery  

· Bundle     Example: Extra Inventory
· Give more for same price.  Example: Frito Lay 20% more
· Cut 10% . . . but maintain price position.  Example: Starbucks “Fourbucks”

· Shift customer’s away from “lowest price” to “greatest value.”

7.
If you must cut costs, carefully consider the effect on your customers. 

· Your customer’s key moments of truth.  Tighten your focus on what really matters to your customers.  Protect your moments of truth; cutback elsewhere.

· Cut where there’s least impact on your most important customers (profitable, loyal – All are NOT equal!)

· May even increase service/costs in certain areas while completely eliminating others.

8.
Use Web 2.0 to communicate with your customer.

· Includes pay per click, viral marketing, forums/blogs, social networking sites (Facebook, MySpace, LinkedIn), search engine optimization

· Remarkably affordable!

9.
Innovate:  Change the game – product, service, or your business model (how you make money) 

· Winners always emerge out of recession and almost always beat their competition on the basis of something new.  

· Example: Apple iTunes, iPod, retail stores – refined in last recession, came out swinging once growth returned.

10.
Try something new . . .  Experiment!  

· Take risks . . . on a limited basis.  

· Dream it (or build it), try it, fix it (learn from your experience).

· Ramp up a few low cost experiments.

Closing:  Give customers an excuse to come back or an excuse to stay with you.  

· Let them know you feel their pain . . . share their pain . . . in this recession.

· That you’re looking for new ways to earn their business, new ways to solve their problems. 

10 simple suggestions – try 1, 2 or a few of them . . . the more of them you try, the more powerful the effect.  

And REMEMBER great fortunes are made in TURBULENT TIMES like these.  

· With a little effort and authentic empathy for your customers during this recession, 

· You can break the rules, change the game and not only survive but thrive.
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