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ow often do you contact your cus-

tomers? Mot likely, it is not near-
ly enough. Research has shown that
communicating with your customers on
aregular basis will help improve the
loyalty they show your dedlership. The
general manager of a nationa automo-
bile dedership group recently asked me
if | thought they were contacting their
customers too much. After reviewing
the dedler’s customer contact process, |
responded by explaining that an effec-
tive communication plan that includes
telephone, mail, and Internet adds to a
positive customer experience. Custom-
erswant to be valued and appreciated—
regular and scheduled communicationis
not too much. | aso explained that it is
not so much the sheer number of con-
tacts but the quality of information
exchanged during each encounter.

The latest buzz on the street is that
customer surveys add to the notion that
you are contacting the customer too

much. Theredlity isthat the mgority of
the time, a follow-up or satisfaction
survey is the only true occasion where
information is exchanged outside the
dealership. Think about it logicdly; if
you purchased a big-ticket item, you are
certainly going to tell your family and
friends about the experience—whether
it was positive or negative. Without a
follow-up contact, how else are you
going to know whether your customers
have issues or concerns? If you wait for
them to call you, rest assured they’ll call
everyone they know first. A telephone
survey is the quickest way to ease any
customer concerns and lay the ground-
work for along customer relationship.

The use of Internet surveys and direct
mail follow-up are hel pful in developing
customer loyalty, however, they yield a
very low response rate and are best used
asasupplement to your caling program.
Actual persond contact is il the most
reliable and valid method for collecting
information. If data collection is done
properly, the benefits are limitless. With
the right information you can stop chas-
ing complaints and begin implementing
the processes necessary to minimize
them in thefirst place.
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