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Summer Series Segments

CREATING MEANINGFUL 
RELATIONSHIPS WITH CUSTOMERS

MAXIMIZING CUSTOMER 
RELATIONSHIP VALUE

THE PURSUIT OF LIFETIME 
RELATIONSHIPS WITH CUSTOMERS



Pursuing Lifetime 
Relationships with 
Customers

◦ What is Brand Loyalty and why 
does it matter?

◦ Foundational elements of brand 
loyalty – things you need to know 
and things you need to do

◦ How to build brand loyalty and how 
to reestablish brand loyalty and 
customer relationships



Before we dive in

This presentation is for educational purposes only and
opinions, comments or information shared, or discussed are
solely those of the presenter.



Who is this Guy



Brands like to date but few like to 
get married 

RELAT IONSH I PS  TAKE  T IME ,  
COMPROMISE ,  ENERGY  AND 
COMMITMENT  JUST  L IKE  A  
MARR IAGE  



Value of Relationships
LOYAL  CUSTOMERS ARE  5  
T IMES  MORE  L IKELY  TO  BUY  
AGA IN  AND 4  T IMES  MORE  
L IKELY  TO  REFER  A  FR I END



The Churn Challenge
S IX  T IMES  MORE COSTLY  TO 
GET  A  NEW CUSTOMER THAN 
RETA IN  A  CURRENT 
CUSTOMER



Pareto Principle PR INC I PLE  OF  “V I TAL  FEW”



Maximizing Customer Lifetime 
Value vs Maximizing Profits

CONSTANT CORPORATE 
TUG OF WAR 



Finite vs 
Infinite Game 
Theory
S IMON S INEK

MAX IMIZ ING CUSTOMER 
RELAT IONSHIPS THROUGH 
APPL ICAT ION OF A JUST 
CAUSE AND WHAT 'S  BEST FOR 
THE CUSTOMER AND OTHERS



What is Loyalty?

“CUSTOMER LOYALTY CAN BE DEF INED AS A
CUSTOMER’S FAITHFULNESS AND COMMITMENT TO
A PRODUCT, SERVICE OR BUSINESS . THE MEASURE
OF LOYALTY IS OFTEN BASED ON A BRAND
PREFERENCE, THE LEVEL OF SATISFACTION, THE
FREQUENCY OF PURCHASE, F IDEL ITY, PR ICE
SENSIT IV ITY, AND BRAND ADVOCACY”



Measuring 
Customer 
Loyalty
CUSTOMER  L I FET IME  VALUE ,  NET  
PROMOTER  SCORE ,  REPEAT  
PURCHASE  RATE ,  ENGAGEMENT  
RATE ,



Brand Loyalty vs Habit WHAT I S  THE  D I FFERENCE  
AND WHY  DOES  I T  MATTER



The Habit Loop NEUROLOG ICAL  LOOP THAT  
GOVERNS  ANY  HAB I T



Habitual 
Customer 
Profile
45% OF CUSTOMER BEHAVIOUR IS 
HABITUAL LOW INVOLVEMENT, LOW 
DIFFERENCES, LOW ATTITUDE TO BRAND



Brands that rely on habitual commitment
18 DAYS TO 254 DAYS – ON AVG 66 DAYS FOR A NEW BEHAVIOR TO BE AU TOMATIC



Loyalty vs Situational 
Importance

I S  TH IS THE COVID EFFECT?



Most Loyal Brands
UNIQUE, IRREPLACEABLE, NOSTALGIC



Harley 
Davidson –
Fierce Loyalty

L IFESTYLE ,  EVENTS ,  
MERCHANDISE ,  PRODUCT 
VALUE,  BRAND IMAGE T IED 
TO SELF IMAGE OF 
CUSTOMERS 



Uber– Fierce 
Loyalty

EXEMPLARY PRODUCT – WAY 
BETTER TAX I ,  OUTSTANDING 
CUSTOMER SERVICE ,  
CONSTANT INNOVATION,  
FOSTER A COMMUNITY OF 
CUSTOMERS



Brand Trust BRAND TRUST  AND 
ADVOCACY 



Happy Customers
HAPPY  CUSTOMERS 
COMPLA IN  LESS ,  BUY  MORE ,  
PAY  B I L LS  ON  T IME ,  
PART IC I PATE  IN  RESEARCH



No Surprises
PREDICTABLE ,  DEPENDABLE ,  
REL IABLE AND CONSISTENT 
BRANDS HAVE HIGHER 
LOYALTY,  CUSTOMER 
SATISFACTION AND 
HAPP INESS 



McDonald’s 
Formula 
QSC&V
QUALITY, SERVICE, CLEANLINESS & 
VALUE 

39,198 STORES IN 119 MARKETS



Brands with 
the happiest 
customers

CONSTANT PURSUIT OF 
SERVICE AND PRODUCT 
EXCELLENCE,  CUSTOMER 
F IRST MINDSET,  GREAT 
CORPORATE CULTURE



Brands with 
the happiest 
employees
EMPLOYEE F IRST CULTURE –
HAPPY EMPLOYEES PROVIDE 
EXCEPT IONAL SERVICE AND 
GREAT PRODUCTS 



Co-creation
CUSTOMER  
COLLABORAT ION ,  PRODUCT  
DEVELOPMENT,  DES IGN ,  
IDEAT ION ,  INNOVAT ION



Investing in CX
COMPAN IES  W I TH  A  CX  
FOCUS  DR IVE  MORE  
REVENUE  AND LOYALTY



Masters of 
Customer 
Experience

PERSONALIZED,  EXCEPT IONAL 
SERVICE FOCUS,  KNOW 
THEIR CL IENTS ,  MANIACAL 
CUSTOMER FOCUS 



Small 
Business 
Advantage
COMMUNITY,  CARING,  
PERSONALIZED SERVICE AND 
SUPPORT



Keeping Promises DO WHAT  YOU  SAY  YOU  
W I L L  DO



Customer Pain Points
HUNT  DOWN PA IN  PO INTS  
AND EL IM INATE  OR  
CORRECT  THEM



Customer Kryptonite CREAT ING  A  POL ICE  STATE



Mistakes and Recovery Build 
Bonds

CUSTOMER  RECOVERY  CAN  
BU I LD  STRONGER  
RELAT IONSH I PS  THAN 
M ISTAKE  FREE  SERV ICE



Set it and Forget It PEOPLE  DON ’ T  CANCEL  
WHAT  THEY  DON ’ T  SEE



AI to the Rescue
ADVANCED ANALYT ICS  
PRED ICT ING  AND 
M IT IGAT ING  CHURN



Points, Points and More Points
POWER  OF  LOYALTY  
PROGRAMS ,  REWARD 
CUSTOMERS FOR  THE IR  
LOYALTY



Capturing the Voice of the 
Customer

ONL INE  PANELS ,  SOC IAL  
L I S TEN ING ,  CALL  
INTELL IGENCE



Get your customers back
30% OF  LOST  CUSTOMERS 
SAY  THEY  W I L L  RETURN  I F  
PURSUED 



Maximizing customer lifetime value A  JOURNEY  AND NOT  A  
DEST INAT ION



Anything and Everything J U ST  ASK  


