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Leveraging "Like" into Loyalty
 BY DENISE LEE YOHN APRIL 26, 2011 08:00:00 AM

A guy walks into a bar.

The place is teeming with beautiful women and he's looking to make a connection. After he's shown
off some of his best moves on the dance floor, one particularly attractive lady approaches him. She
purrs, "I like you," hands him a piece of paper with her phone number on it and walks away. The guy
high-fives the DJ but then throws her number away and starts looking around for someone else to
impress.

Sound ridiculous? Of course it is! No available guy who gets that kind of response from a desirable
woman is going to waste such a golden opportunity. And yet, that's exactly what many companies
are doing these days on Facebook.

Lately there's been so much emphasis on accumulating "likes," but so little attention to following up
after you've gotten them. Companies that don't have a plan for converting "fans" into customers, and
customers into brand lovers, are wasting a prime opportunity to foster a deeper relationship - just like
the foolish guy at the bar.

The reality is, when someone "likes" something or becomes your "fan" on Facebook, it doesn't
necessarily mean they feel any real affinity for your brand. A "like" is simply a click of a mouse, and
fans can be bought for less than a dime a dozen (yes, snarky companies out there enable
companies to purchase fans.)

What you really need and want are brand lovers - people who feel an emotional attachment to your
brand and are engaged in a rewarding relationship with it. This kind of loyalty isn't created by bribing
people with rewards if they "like" you on Facebook and it isn't reflected in the number of fans you
have. Quality of engagement is a better measure of brand strength than quantity of followers
- and it can be fostered with an integrated approach to cultivating customer relationships:

Get to know your MVPs. Your Most Valuable Prospects are those people who highly value
what you offer and will be profitable long-term customers. By analyzing your existing customer
base, you can create a profile of your MVPs and then use advertising and outreach campaigns
on Facebook and other media to reach them. Also friends of existing customers usually make
excellent prospects, so provide ways for your customers to spread the word about your brand,
e.g., run special invite-a-friend promos or create fun brand content that's easy to share.

Demonstrate your loyalty first. Silicon Valley luminary Guy Kawasaki says, "Trust is a
sequence... trust others before you expect them to trust you." The same can be said about
loyalty. Before you expect customers to be loyal to you, show your loyalty to them. That might
mean not taking a price increase when your costs go up, or making your return policy more
lenient, or offering discounts to your existing customers to thank them for their patronage
instead of closing them out of deals normally reserved for enticing prospects.

Develop targeted efforts. Not all customers are the same, so don't treat them as if they are.
Use email addresses, mobile numbers, and Facebook "likes" to develop a customer database
that you can use to target specific groups. Tailor your messages and offerings to what people
are interested in, e.g., specific product lines, bundles of related selections, new products from
their favorite brands, etc.

Share what your customers care about. People want to know companies care about more
than making profits. Your actions and messages shouldn't always be about you. Getting
involved in causes that your customers are involved with demonstrates your commitment to
them and to making a difference. Business guru and author Jim Collins says it best when he
explains, "It's more important to be interested, than to be interesting."

Reward your best customers. Let your most valuable customers know how much you
appreciate their business by creating special offers just for them. Importantly, the rewards don't
have to be discounts. Your best customers might value advance access to new products, a
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meeting with your company leaders, or exclusive shopping experiences.

Come to think of it, these recommendations are not unlike the next steps that would have been right
for that guy in the bar. Get to know your love interest by doing some research. Make the first move to
show you're interested. Make your communication personal. Establish common ground. And, "Dance
with the one that brought you."

These are the steps that lead to great relationships - especially valuable customer relationships.

Denise Lee Yohn has been inspiring and teaching companies how to operationalize their brands and
grow their businesses for over 20 years. Leading brands such as Sony, Frito-Lay, Burger King, and
Jack in the Box have engaged her services. She also is an established speaker, author, and
consulting partner. Contact her at mail@deniseleeyohn.com, and read more from her at
www.deniseleeyohn.com.

 Reader Response

No Comments Available

 Talkback - Share your experience and ideas with others regarding this topic

You Must Log In Before Posting Comments.
Let Your Voice Be Heard!   Click Here For A Free Account

Oct. 12-14, 2011, Intercontinental, Atlanta, GA.
Over 300 franchise executives attend this
conference each year. This pow erful 3 day
event combines exciting presentations w ith
intimate, peer-to-peer problem-solving
w orkshops and roundtables.

Michael H. Seid & Associates
MSA provides domestic and international
franchise advisory services to franchisors
and companies seeking to establish franchise
and licensing systems.

Franchise Update Media Group
6489 Camden Av e., Ste. 108
San Jose, CA 95120
ph. 408.997.7795

 ̂Return to Top  Share This Page  About Us  Privacy Policy  Contact Us  Client Login
Franchise Update is Copy right © 2001 - 2011 by  Franchise Update Media Group. All Rights Reserv ed.

Site Hosting Prov ided by  wishVPS on FUMG2

4/27/2011 Leveraging "Like" into Loyalty

www.franchise-update.com/article/1369/ 2/2


