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If you're just joining us,
we're learning that customer

complaints
represent an
opportunity
to turn "the

angry man into
a raving fan."
Last time, we
talked about
the modus
operandi ofdis-
satisfied "nice"

customers who disappear
without apeep. We'll finish
this series by learning how to
identify them and bring them
back.

Bringing back
ttnicett 

customers

Effective follow-up can pay
big dividends in general and
for nice customers, in particu-
lar. Ifyour customer has had a
problem andyou resolve itfor
them, the chances are theywill
tell five people about the situa-
tion and how well you handled
itforthem.

However, nice custom-
ers never announce them-
selves when they go away, so
identifring those who have
disappeared requires you to be
proactive.

"Thanks very much. We've Your follow-up efforts also You stand a better chance of
enjoyed doing business with let them knowyou value their getting your customers back
you and appreciate your help business and are leaving the by allowing them to leave on
with this survey to help us con- door open for them to return, good terms and letting them
tinue to improve our service. as well as welcoming others knowyou understand their
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You must routinely review
your customer database - you
do have a database containing
basic customer contact info,
dontyou? - and notice that
particular customers havent
made apurchase in awhile.

These may be your nice
customers who you've lost or
are in danger oflosing. Take
the first step by sending them
the following letter on your
corporate letterhead:

'nW'e havent seen you in a
while, (insert name)...

"We noticed that it's been
awhile sinceyou'vebeen in. I
hope your absence isnt due to
abad experience or anything
we have done poorly.

"We certainly value your
business and friendship, and
hope to be able to continue
serving your (insert product
name) needs in the future.

"My personal goal is to offer
the verybest service possible
and I depend on people like
you to help us do that. Would
you take a moment to give me
your honest feedback, so that
I'll knowwhat needs to be
done to provide better service
to our customers?

"I've enclosed a post-paid
reply card foryour conve-
nience.

'TV'e hope to see you back
soon."

Your signature, using your
common name

The included post-paid
postcard should have three
orfour simple questions with
free-form space to answer
each. The questions couldbe:

l. "We are no longer doing
business with your company
because..."

2. "We have the following
thoughts or comments about
our experience with your
company..."

3. A spot for name and
contact info, clearly marked
'bptional," because getting the
information is more important
than the identity ofthe sender.

Youwontget every card
back (especially from "nice"

customers), so you ll want to
track each carefully and follow
up ifthey arent returned.

Whateveryou do, be sure
to call andfollowup on all
returned cards, regardless of
whether the comments were
positive or negative.

When you do this, it shows
your customers you take their
comments seriously and really
care aboutthem, not as acom-
plaint but as a real person with
real concerns.

they may referto you.
Your follow-up question-

naire andphone call, after
solving a problem or handling
a complaint, can be one of the
hallmarks of your business.

This program will enable
you to find out what kind of
service you provided at the
time itrnatters most - after
your customer has had a com-
plaint. It will also help identifr
problems you wouldnt have
known about in anyotherway.

When all else fails

Even ifyou cantkeep every
dissatisfied customer from
leaving, you can use their
feedback to identifu areas
where your business might
be deficient, areas that, if
corrected, might keep others
from leaving.

The methods I've outlined
will give you that information.

Finally, take your medicine
and dont burn bridges if a
customer decides to leave.
Often a customerwill leave
because theyve found a "bet-

ter deal" somewhere else,
only to come back to you later
because the "better deal"
wasnt really a better deal after
all.

position. but would like to
have them back if things dont
work out.

You might not like whatyou
hear from your customers,
but this one suggestion will
be worth whatever time and
effortyou put into it ifyou
want to get a handle on your
business and close the back
dooryour nice customers are
leavingthrough.

The bottom line

As I shared in the first
column in this series, you
always know a few businesses
that have a steady supply of
customers. Rain or shine,
economy.up or economy
down, they staybusy. Learn-
ing to address the concerns
of dissatisfied customers will
turn them into raving fans
who can do that for your busi-
ness.

How does what IVe shared
in this series compare with
your experience? Did I hit
the nail on the head orhit my
thumb? I'll look forward to
your feedback at results@bga
ccelerators.com.
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