
Give your existing 
customers a little TLC

Whoever first observed that “a bird in the hand is worth two in the bush” 
was understating the case. According to the Harvard Business Review, it 
costs six-to-seven times as much to recruit a new customer, as it does to 
pull more business from an existing one. Now, with marketing budgets 
being tightened, smart businesses are turning their attention to their 
existing customers. Indeed, in a recent AMI ‘SMB Pulse’ poll, 78% of small 
firms said that “existing customer experience” was essential in order to 
remain competitive.

Equally, in the book ‘Return on Customer’, the legendary customer 
strategy experts Don Peppers and Martha Rogers argue that businesses 
should be wary of sacrificing a customer’s long-term goodwill for 
the sake of boosting short-term profits, or cutting corners on quality 
or service.

In short, today’s £50 job can lead to tomorrow’s £10,000 job. Similarly, 
taking existing customers for granted, and skimping on the experience 
you give them, is a great way to send them off to the competition.

How do you work with your customers?
To improve your customer experience, it helps if you can define what 
it actually is. You can make a good start by simply identifying each 
milestone in your sales process: for example evaluation, negotiation, 
purchase, after-sales etc. Do you remember the last time you were 
pleasantly surprised to get a courtesy call from a supplier just to see 
how you were getting on? Customers rarely forget that sort of personal 
service, and a little effort will build up plenty of goodwill.

A CRM system helps you to put together a disciplined process to 
make sure these little gestures always happen. It also helps to create 
consistency in the way you deal with your clients. “Giving customers a 
consistent experience every time is very important, whether it’s how long 
you take to return their call or how soon you deliver the goods,” says 
Jason Nash, Microsoft’s CRM Product Marketing Manager. “This also helps 
to avoid the embarrassment of three people calling a customer on the 
same day, or of someone making a sales call just after the customer has 
registered a complaint.”

The good news is, CRM is by no means only the preserve of large 
businesses. The Small Business Edition of the 2007 Microsoft® Office 
system, gives you all this and more with Business Contact Manager 
(BCM): the perfect CRM solution for small and growing companies. And 
because it’s integrated into your Microsoft Office Outlook® e-mail, you 
won’t have to learn any new software. With BCM, you can:

• View an entire client history in a couple of clicks

• Report instantly on which clients need to be chased or encouraged

• Produce a real-time view of your sales pipeline

An additional feature of BCM* is the ability to share your customer 
records with colleagues – so your business can keep chugging on even 
when you take a well-earned holiday.

Turning strategy into contact
So what will make a customer feel wanted? Nash says, “there’s an art to 
deciding how, and how often, it’s appropriate to contact a customer. As 
in many areas of life, a good starting point is how you’d like to be treated 
yourself”. According to Peppers and Rogers, that means your approach 
needs to be personalised and relevant.

Big companies are becoming quite sophisticated at using technology 
for this. Supermarket Tesco, for example, sends out discount vouchers 
based on customers’ actual purchasing habits. Luckily, small firms don’t 
need the sophistication or deep pockets of Tesco to make an impact. 
Again, BCM allows you to easily identify, for example, customers  who 
used your service last year. And thanks to seamless integration with 
Microsoft Office Publisher, you can also automatically send them a 
personalised, professional e-mail or marketing flyer.

Which customers deserve a cuddle?
Providing consistent customer service isn’t the same as providing the 
same service to all customers, though. Not everyone deserves all that 
extra effort. You need to focus your best efforts on your best customers 
– and they’re not always the most lucrative. The characteristics of a 
‘good’ customer are:

• Consistent purchase history: a regular buyer

• Buying profitable products or services: worth time and money

• Prompt payment: won’t leave you waiting for cash

• Economical to service: won’t constantly grouch with complaints

• Financially secure: capable of paying bills in the future

To assess financial security you might need the services of a credit 
reference agency (a cheaper service than a few years ago), but the rest 
of this information can be obtained from your own accounting records 
and your trusty CRM system.

You wouldn’t choose to buy from a shop staffed by surly employees 
who seemed too busy to give you the time of day. And yet that’s exactly 
the problem for most small-business people: they’re terribly busy, so 
customer service suffers. CRM tools like BCM simplify your customer 
management, ensuring that you do have the time to treat everyone 
as though they’re special. At a time when customers are hard won and 
easily lost, a little personal service goes a long way.

* This feature is only available in Microsoft Office 2007 Small Business Edition or Professional
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Case study 
Helen Murdoch runs H M Marketing, a specialist marketing consultancy 
with two part-time employees in Porthcawl, South Wales. She runs 
Microsoft Business Contact Manager (BCM), which lets her store all her 
client data in one place. It links contact information with a database 
of all the e-mails relating to that client, a list of sales opportunities 
and other documents such as phone-call notes and Microsoft Office 
documents. The whole lot works seamlessly with Microsoft Office 
Outlook; the e-mail software on Helen’s desk every day.

“Before BCM, I was using lots of bits of paper and various Excel 
spreadsheets, and I felt I needed a more formalised system,” says 
Murdoch. “I needed flexibility but also a simple system that I could 
tailor to what I wanted to do, and I felt that a lot of systems were 
too cumbersome.”

Familiarity was a big factor in her choice. Because BCM works 
hand-in-hand with Office Outlook e-mail, she didn’t have to learn 
a whole new interface. “You need to plug it in and off you go, and 
you need to see the benefits quickly. That’s certainly been the case 
with BCM.”

“The tracking of data and relationships has been excellent. The split 
screen means that I can see what I need very quickly,” she says. The 
next evolution is to start tracking new-business opportunities and 
generating more targeted mailshots and e-mails. BCM makes it easy 
to do this, too.

BCM is helping H M Marketing provide a better service to its clients, 
reduce the owner’s stress levels and cut down on unnecessary paper 
shuffling. Murdoch is pleased with her improved productivity – and 
her tidy desk: “I don’t have lots of bits of paper now”.

Resources 
For more information on Microsoft Office Outlook with Business 
Contact Manager, visit -

www.microsoft.com/uk/bcminfo 

For information on Microsoft Dynamics® CRM, a solution designed 
for more complex CRM requirements, visit –

www.microsoft.com/uk/dynamicsinfo

For more small business resources, visit -

www.microsoft.com/uk/smallbusiness

Top tips from partners 
Take the techniques of your best salesperson – and bottle it

Most firms have a service or sales cycle, but it’s often in people’s heads. 
This is dangerous if a key person leaves the company, or even if several 
people all have different ways of doing things, says Roger Collins, 
Managing Director of The CRM Business, a Microsoft Gold Certified 
Partner. “Ideally you’d like to study your best people and ‘bottle’ what 
they do, so that all your staff could offer the same standard of service,” 
says Collins. A CRM system allows you to take the marketing techniques 
that work for you, and package them up as a magic formula, which 
everyone in the company can follow.

www.thecrmbusiness.co.uk

Exceed your customers’ expectations with simple quick-wins

“Our clients find it helpful to focus on key stages in the customer’s 
purchasing experience,” says Neil Benson, a Director of Increase CRM, 
a leading UK provider of hosted Microsoft customer relationship 
management (CRM) solutions. Benson cites the example of one company 
he has worked with, who developed a series of customer-information 
packs relating to each stage – so every customer received appropriate 
contact at just the right moment. “It creates the impression that they’re 
professional and well organised and it really elevates the perception of 
their organisation,” he says.

www.increasecrm.co.uk

http://go.microsoft.com/?linkid=9658449
http://go.microsoft.com/?linkid=9658450
http://www.microsoft.com/uk/smallbusiness/default.aspx?xid=outreach-SB-CRM-White-Paper-SBC-homepage
http://www.thecrmbusiness.co.uk
http://www.increasecrm.co.uk

