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Creating a 
love affair 
with your 
customers 

Drew McLellan 
McLellan Marketing Group 

It is 6 – 7 times more costly to acquire a new 
customer than it is to keep an existing one. 

You can enjoy  
5 - 95% more profit 

by boosting 
retention by as 

little as 5%. 
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New customer 
costs 

•  Cost of advertising/promotion 
•  Price sensitivity 
•  Personal selling 
•  Time setting up new accounts 
•  Time and money explaining     
    business to new customers 
•  Costs dealing with the start up 
    phase 

Profits Generated 
(lowered cost of acquisition) 

from  
Happy Customers 

•  Reduced price sensitivity 
•  Reduced losses to competitors 
•  Increased referrals 
•  Increased repeat business 

73% of consumer decisions are primarily influenced by word of mouth. 
McKinsey 2009 
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90%	
  of	
  customers	
  iden1fy	
  word	
  of	
  mouth	
  as	
  the	
  best,	
  most	
  reliable	
  and	
  
trustworthy	
  source	
  about	
  ideas	
  and	
  informa1on	
  on	
  products	
  and	
  services.	
  	
  

NOP	
  World	
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We love the hunt 

Big	
  diff	
  between	
  
sa;sfac;on	
  and	
  
love	
  

Satisfaction Love 
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It’s scary! 

In the beloved and 
prosperous companies: 

Leaders blend who they 
are as people with how 
they lead. 

Business decisions 
combine purpose and 
passion. 

Leaders give employees 
behaviors to model and 
permission to be “real.” 

Relationships are 
between people who 
share the same values. 

No	
  fewer	
  than	
  87%	
  of	
  
respondents	
  to	
  J.D.	
  
Power’s	
  syndicated	
  survey	
  
say	
  they	
  will	
  definitely	
  buy	
  
from	
  USAA	
  again,	
  far	
  
higher	
  than	
  the	
  average,	
  
which	
  is	
  just	
  36%.	
  	
  

Its	
  client	
  reten;on	
  rate?	
  	
  

A	
  near-­‐perfect	
  97.8%. 
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It’s not a marketing thing, it’s a culture thing. 
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3 key lessons to 
the art of woo 

An element of surprise… it’s 
all about them 

The more personal the better 

You have to know who they 
are to woo well 
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An element of 
surprise…  it’s all 

about them 

Can’t be a bait and switch 

Can’t be insincere 

Doesn’t have to be big 

Bonus Bucks 

Create your own gratitude holiday 
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A 10¢ lollipop? 

The Disney way 

The more personal 
the better 

Isn’t about having their name 
mail merged into a letter 

Takes a village to pull this off 

Will create staggering WOM! 
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Handwritten wins the day 

They noticed I wasn’t there 

Mandatory intro lunches… on marketing’s dime 
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You have to know who 
they are to woo well 

It has to matter to them 

It makes it a real relationship 

A misstep will get noticed and 
talked about 

Could you help them meet their 
business goals? 

Later just won’t do 
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Walk a mile in their flak jackets! 

Now what? 

It has to matter to everyone 
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Create	
  a	
  new	
  vocabulary	
  

Eliminate WOW killers 

Let go of the reins 
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Celebrate the love 

Hire lovers 

Make it count 
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It’s a marathon, not a sprint 

Almost 20 years later…. 

www.DrewsMarke1ngMinute.com/NEBanker.html	
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