Community Management Plan For:
 Residential landscape lighting and design.com
 
Bathroom lighting? Rankings and Solutions.
 
Kitchen Lighting? Rankings and Solutions.
 
Home Lighting? Rankings and Solutions.
 
Fred Reichheld of Bain & Co. 
Analysis shows that a 5 percent increase in customer retention rates results in a 25 percent to 95 percent increase in profits.
The cost of acquiring a new customer is approximately five times more than that of retaining an existing one. Customer turn over rate is 20% to 50% so maintaining a solid community base means the difference between success and failure.

 
Methods Of Customer Retention & Loyalty
 News Letters:
· Contact…contact…contact. Communicate with your customer! Have to be informative or of value to member (Help the consumer solve a problem) 

· Archive newsletters in blog, xml pages or forum (two birds with one stone) 

· Contact management is a critical sales success factor—contacting the right customers, the right number of times, etc. 

· B2C newsletters should be sent out over weekend,  B2B should be sent out Tuesday thru Thursday (one way of segmenting newsletters and by time zone) 
· Newsletter should be sent out once a month (its better to err on the side of not enough email) send a questionnaire asking community how often they would like to be contacted. Specials can go out no more than once a month. 

· Make your privacy policy clearly viewable at point of sign up 

· Write short. Short means about 50 percent less than you write for a printed newsletter. Each article should be about two page-downs at the most with a maximum sentence length of 15 to 20 words, maximum paragraph length of five sentences, and a maximum article length of four paragraphs. Remember...these are maximums! 

· Google Trends: http://www.google.com/trends?q=landscape+lighting&ctab=0&geo=all&date=2005 

·   

· Revise Newsletter signup verbiage. (Using terms like free, specials, new products, discounts etc and MOVE SIGNUP TO TOP FOLD OF PAGE. Put in header so sign up is on every page) Welcome promotional offer as soon as a new shopper signs up, or-and invite to become a member, try different techniques and include a opt-in button with a (Double opt-in explanation message). Make sure follow up page offers a unsubscribe mechanism and explicit instructions on unsubscribing to newsletter. 

· Customer Acquisition Costs
http://www.positiveresults.com/articles/danger.asp
Divide the monthly costs by the number of new customers to find your average CAC 

· Use lots of bullet points and numbered lists. Lists are easy to scan and they help the reader absorb each item one at a time. 

· Auto respond on newsletter signup: send a copy of latest newsletter, a gift or reward for signing up (%off, white paper, pod cast, coupons etc reward your customer for signing up. White paper could be ten tips to better landscape lighting.) 

· Integrate coupons & gift certificates thru newsletter 

· Rotate sale products by manufacturer, family or product line (table lamps, floor lamps etc) 

· Segment users and deliver highly targeted email campaigns (option on sign up what manufacturers, categories, product family or specific products or information) 

a.      Extract additional user info from web forms sent via newsletter (surveys, sweepstakes, feedback etc.

b.     Statistics and graphs of mailing list membership and usage.

c.      Support plain text (its easier and all computers recognize plain text)
d.     Double opt-in and opt-out controls on auto response
e.      Member signed up less than 60 days have a higher close rate. 
 
· Testing & tracking different variables to get the right message out 

· Be able to track number of opens, clicks, and conversions (Google Analytics).   http://www.google.com/analytics                                    

· Automatically integrate coupons & or discounts for previous customers. (Segmentation) 

· Implement Article/Newsletter Submitter software (Gary has a licensed copy) 
· Suggestion to forward on to relatives and friends and they too can take advantage of specials. (Word of mouth with viral newsletters) 

· Use newsletter to invite people to join the community or community project 

· Use customer language: instead of we the company it should be “you the customer 

· Incentive based feedback email. (reward users for documenting their projects) 

· Customer of the month (purchases, content addition, community involvement & participation) wins a prize like a table lamp. Community added content is the best content. 

· Reasons To Become A Member (Why Sign Up) 

o       Registration is FREE!
o       Members Only Online Offers & Specials
o       Share Lighting Techniques & Ideas With Other Members
o       Get The Inside Track On New & Notable Lighting Products
o       Tips & Information On Lighting Projects
o       Your Preferences Will Be Remembered Making Check Out Quicker.
o       You Can View & Post topics In Our Lighting Discussion Forums.
o       Become Part Of The Lighting Community
o       Be Able To Post To Our Blog
 
Customer Loyalty and Retention: 
 
Community Incentives:
· Points or incentives for community participation ie moderators 

· Offer free music downloads from Itunes on any purchase 

· Compensated user reviews (upload pictures and text of projects completed) 
· Incentive to sign up (to be a member of the community) offer, DIY pod cast, how to articles etc (will only be able to access by becoming a member. 
· Customer Attrition - losing customers - can be dramatically reduced when all of your employees work together to keep your existing customers satisfied. 

 
Community Retention
· Video product reviews 

· Implement customer product reviews & photos. Example: (http://www.rockler.com/product.cfm?Offerings_ID=6234&TabSelect=Reviews) 
· Implement live online help 

· Hold online help chat sessions 

· Simple Polls & surveys for newsletters, forums & blogs. Do an Internet based survey. You might offer an incentive to reply or a "prize" to be awarded randomly among those who participate. Send a  email (how did we do) survey after a transaction 

· Events Calendar (scheduled online predetermined discussions, live open forum discussions, lightfair information etc. 
· Create a good forum FAQ with technical information and a emphasis on non technical issues. (atmosphere of site *no vulgarity or insults, what to expect ie registration problems, forgotten passwords etc. 

· Implement Suggestion-complaint manager 

 
Community Loyality:
· Doing follow up calls or email satisfaction questionnaires after sale is made. ( the follow up customer is more likely to do business than the average customer who did not have a complaint. Also should be handled with the same attention as the sale. Same person making sale should follow up which builds personal loyalty and loyalty to your company. 

 
Reasons Customers Leave: 
- Move or Die 4% 
- Other Company Friendship 5% 
- Competition 9% 
- Product Dissatisfaction 15% 
- No Customer Contact Strategy 67%
let's say you have 1,000 customers, and you have an annual budget of $1,000.  You spend $1 on each customer each year, and for that $1, you get back $1.10 in profits.  That's an ROI of 10%; you got back $1,100 for spending $1,000. 
Now, what if you knew spending $2 each year on a certain 50% of customers would bring back $8 in profits.  That's a 400% ROI.  Where do you get the extra $1?  You take it away from the other 50% of customers.  You spend the same $1,000 total and you make back 500 (half the customers) x $8 = $4,000.
· Identify & reward  repeat customers 
· Reward Customer Retention: show appreciation by providing regular contact, providing a new learning experience, thank you notes and surprise gifts. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Customer Retention & Customer Behavior
Two groups of potential buyers who surf the ‘Net:
· People who have never made a purchase online anywhere (demographic “35 year old woman”) 

· People who have purchased many times online at many different websites 
Send a 15% off promotion to each group, asking them to make a first time purchase, response would be higher from the buyers people who have purchased many times. This effect has been demonstrated for years with many types of Online Direct Marketing.  It works because actual behavior is better at predicting future behavior than demographic characteristics are.  You can tell whether a customer is about to defect or not by watching their behavior; once you can predict defection, you have a shot at retaining the customer by taking action.
 
Retained Customers Are Happy Customers; And They Like To "Win."  
1.      Customers like to feel smart about choices they make, and they like to feel good about their behavior. 
2.       Take advantage of this by offering promotions of various kinds to get consumers to engage in a behavior and feel good about doing it. 
3.      Community management means keeping the customer active with you. If you do not keep active with your customers you will lose them.
4.      Rewards & Promos keep you active with customers, even if its just a newsletter
5.       Most customers will leave you sooner or later. Its your job to keep the customer happy and active as long as u can.
 
LISTEN To What The Customer Is Saying To You. 
"Latency"- the number of days between two customer events. Customer has a least 2 purchases, and you calculate the number of days between the first and second purchases.  You find latency to be 30 days.
If a customer has not made a second purchase by 30 days after the first purchase, the customer is not acting like an "average" multi-purchase customer. The customer data is telling you something is wrong, and you should react to it with a promotion.  This is an example of the data speaking for the customer; you have to learn how to listen.  
Now, look at your One-Time buyers  The customer data is telling you something is wrong, and you should react to it with a promotion.  This is an example of the data speaking for the customer; you have to learn how to listen.  
Retention Marketing! Segmentation Of Community Requires Resources. 
         Some marketing activities and customers will generate higher profits than others
         Allocate more of the budget to highly profitable activities and away from lower profit activities. This doesn't mean you should ”get rid" of some customers or treat them poorly. 
         Iinstead of spending the same amount of money on every customer, you spend more on some and less on others.  It takes money to make money.
 
