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Customer retention is clearly one of 
the most important priorities on the 

minds of most executives today. The 

payoff from keeping customers loyal 

is just too large to be ignored: you 
avoid the expensive marketing costs 

of attracting new customers, and 

getting them into your systems; loyal 

customers are more willing to pay 

more for, and buy a wider range of, 
products and services; they 

encourage and invite others to do 

business with you, and protect you 

from attacks by other customers; 
competitors find it far more difficult 

to lure them away; they share ideas 

for innovations and improvements 

with you; they are more willing to 

cooperate with new systems and 
procedures; and they also treat your 

staff and associates with more 

respect and care. 

 

The Peppers & Rogers Group, a 

management consulting group 

focused on customer-based 

business strategy have suggested 

that you identify at least three 

different groups of customers in 

your business: the Most Valuable 

Customers, (or MVC’s,) the Most 

Growable Customers, (or 

MVG’s,) and the “Below Zeros”, 

(or BZ’s,) which are the 

customers where you are losing 

money by doing business with 

them. We also suggest that you 

do some analysis of the “long tail” 

which comprises the rest of your 

customers. 

 

For the MVC’s and the MVG’s, 

you need to develop specific 

strategies to build loyalty. So what 

can you do to keep them for far 

longer? Here are some of the 

ideas: 

• Learn more about your 

customers’ markets and 

business environment by 

talking to their customers, 

their staff, their suppliers, and 

maybe even their competitors. 

The more information you can 

gather about their needs and 

attitudes, and also about the 

key people, the better your 

chances of success.  

• Develop (together with your 

key customers) a preferred-

customer pricing strategy and 

“special service” options to 

show them how important 

they are, and to forge deeper 

business links. You may even 

go one step further to 

develop a joint marketing 

and/or business strategy for 

both companies. Develop 

three- to five-year business 

plans with your customers so 

that there is mutual growth 

and benefit. 

• Constantly and continuously 

find ways to add value for 

your customers, and to build 

better relationships with 

them. 

• Actively recognise, thank and 

reward your best customers, 

and also those who refer 

more business your way. 

Don’t forget that you can also 

pass more business to them 

too with you other contacts. 

• Assign one company 

representative to stand in for 

the rest of the company and 

also all of the products for 

your key accounts, to allow 

for “one-stop shopping.” 

• Go away on a “Bosberaad” (a 

South African word for an 

out-of-town “retreat”,) with 

your best customers in order 

to share your learnings and 

best practices, and to get 

them to share information 

with you, and possibly with 

each other too. 

• A different type of “retreat” 

can also invite your customers 

to a focus group for 

generating ideas for 

improvements in your 

products, services, procedures 

and processes, systems, and 

even for training your staff. 

• Encourage your customers to 

give your staff ongoing 

seminars and workshops 

about their company, 

products and services, or even 

industry. Do the same for 

their staff. 

Aki Kalliatakis  

Twelve quick ways to build customer loyalty – a 

Key Account Management Approach 
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Important Notice 
© Copyright 2015, Bizezia Limited, All Rights 

Reserved 
 

This article appeared in Better Business Focus, 

published by Bizezia Limited ("the publisher"). It 

is protected by copyright law and reproduction 

in whole or in part without the publisher’s 

written permission is strictly prohibited. The 

publisher may be contacted at info@bizezia.com 

(+44 (0)1444 884220). 

 

The article is published without responsibility by 

the publisher or any contributing author for any 

loss howsoever occurring as a consequence of 

any action which you take, or action which you 

choose not to take, as a result of this article or 

any view expressed herein.  

 

Whilst it is believed that the information 

contained in this publication is correct at the 

time of publication, it is not a substitute for 

obtaining specific professional advice and no 

representation or warranty, expressed or 

implied, is made as to its accuracy or 

completeness. Any hyperlinks in the article were 

correct at the time this article was published but 

may have changed since then. Likewise, later 

technology may supersede any which are 

specified in the article. 

  

The information is relevant primarily within the 

United Kingdom but may have application in 

other locations. 

 

These disclaimers and exclusions are governed 

by and construed in accordance with English 

Law. 
 

Publication issued on 1 September 2015 

  

  

 

• Send your people to work at 

the offices and factories of 

your best customers for a 

week, a month, or even 

forever. 

• Reward sales and customer 

care people in your company 

for business generated for 

more than three to five years 

from the same customers, or 

on increases from your 

customers’ sales and profits. 

• Partner with your customers 

in joint research work or 

major research projects. 

• Participate in your customers 

meetings, events, exhibitions 

and trade shows. 

 

Of course, all of the ideas 

mentioned have the additional 

benefit of building better 

relationships and an emotional 

bond between your staff and 

those of your customers. The 

potential payoff for your company 

is vast. 

 

© Copyright, Aki Kalliatakis 
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