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Whether you’re the Government looking for votes, or a company looking to hang on to its customers or attract new ones, John Ogilvie of Network VEKA says love is the key
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All you need is love
We all love to be loved, even if the more macho amongst us don’t care to admit it. We learn early on that being loved has value. We get our own way more readily. And if we are loved we can get away with virtually any misdemeanour and still be forgiven. 
When we are older, and starting to spread our wings, we learn that doors open wider and sooner if customers or prospects like what they see and hear about us. It is easier to sell if prospects respect and admire the brand we represent. 

But there is a big difference between customer satisfaction and customer retention, although many people assume the two are strongly linked. The theory is that the more we satisfy a customer’s need for product and service the happier they’ll be, and the more they will stick with you. 

Yet research shows time and time again that dissatisfied customers only stick with suppliers if they feel loved and wanted. Apparently happy, satisfied customers often up sticks and wander off to form new relationships to replace what they’ve been missing. 

In our own industry, most people can think of well known examples of companies that have taken this to the limit, and sorely tried the patience of their customers who have complained loudly. We’ve heard them shouting and stamping their feet and still the poor quality and dreadful service keeps coming. Yet they stuck with their suppliers and didn’t throw their toys out of the pram, much to the amazement of the watching industry. Sometimes the crisis has gone on for two or more years. There are equally well known examples where satisfaction with quality, product, price, service and technical support is high but relations are cold, trust is low and suppliers so arrogant that customers can hardly wait to leave. 
You’d think we’d learn. But recently, an online survey by Targetbase Claydon Heeley asked 1,200 UK consumers to find out how they value ten leading brands. The ten were Barclays, Boots, British Gas, BT, easyJet, Google, LloydsTSB, Marks & Spencer, MBNA and The Post Office (Royal Mail). 
Consumers were asked to score how much they value a brand, based on how they engage with it, and how much they love a brand, based on the support they show in return for that brand.

Despite some brands, Boots, Marks & Spencer and Google, achieving value scores of over 70%, none of the ten brands got higher than 30% for love. On average the brands were failing to engage with 77% of their customers. 
In boom times it may be no surprise that brands become complacent, mistaking sales growth for love. But in the worst recession in living memory, when fighting to attract and retain customers is a matter of survival, this is or should be a surprise. 
Companies are perhaps fighting so hard to get the basics right and run faster than their competitors that they forget to engage with customers as people on a personal level. But at a fundamental level, people buy from people not organisations. 
If you want a happy ending don’t rely on a loyalty card. Treat customers with respect; be honest; listen carefully when they complain and tell them what you are doing to put it right. Show you love them, and they will love you. 
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