
TOPIC:

Winning the Customer’s 
Heart: Sales Success 
Through a Customer-
Centric Business Approach
The world has changed, and so has selling. Intense glo-
bal competition forces enterprises to focus on customer 
relationship and redesign their processes around cus-
tomer needs. For many firms, this requires new business 
processes and a changed company culture. Simply satis-
fying clients is no longer enough. Today, your offers need 
to create value – to add problem-solving and creativity, 
so that your customer buys into the advice and expertise 
of your company just as much as he buys into the prod-
uct. A business that consistently delivers superior value 
to its customers forges strong customer loyalty. It offers 
a unique experience, giving customers a compelling rea-
son to buy. Therefore, “satisfaction” is becoming less and 
less “satisfactory” every day. “Customer Enthusiasm” is 
a more important goal for your company to strive for. 
Among other things, it sells for you. Beyond that, it can 
build long-term customer loyalty and a community of 
customer advocates. The ability to enthuse customers is 
a crucial competitive advantage. 

Comprehensive Strategy vs. Isolated Solutions: 
Customer Orientation as Integrated Process

Customer loyalty remains as slippery as ever for most 
companies despite vast sums spent on ambitious pro-
grams, relationship management schemes, and one-to-
one marketing initiatives. Mostly, these initiatives ask for 
isolated solutions instead of addressing the challenge 

“customer orientation” from an integrated, holistic per-
spective. To build customer loyalty, businesses must make 
a long-term commitment to understand their customers’ 
expectations and how they change, motivate employ-
ees to view customer satisfaction as a primary objective, 
and stay in touch with customers after the sale. Quality 
must be defined by the customer. High quality and per-
formance require coordinating the work force as well 
as changing business structures so that such quality is 
an outcome of the design, production, distribution, and 
sales processes, with input from each function along the 
way. Your goal must be championing the customer as 
opposed to defending the company.
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Successful Customer Relationship:  
Satisfy, Retain, Enthuse

A market-oriented culture must be based on a powerful 
customer relationship management system (CRM). CRM 
combines business processes, people, and technology 
to achieve this single goal: getting and keeping satis-
fied customers. It’s an overall strategy to help you learn 
more about your customers and their behavior so you can 
develop stronger, lasting relationships that will benefit 
both you and your customers.
To create superior value for buyers continuously requires 
that a seller understands a buyer’s entire value chain, 
not only as it is today but also as it evolves over time. 

Customer value can be created at any point in the chain 
by making the buyer either more effective in its markets 
or more efficient in its operations. But customer orienta-
tion is more than just a powerful automated data system. 
It reflects a company culture that is systematically and 
entirely committed to the continuous creation of superior 
customer value.

To deliver superior value, businesses must understand 
what their customers expect, for satisfying those expec-
tations is the basis of customer loyalty. However, sim-
ply “satisfying” is not enough. Anyone can get customer 
satisfaction, e.g. by lowering prices. Enduring customer 
loyalty can only be established when your company 
succeeds in exceeding customer expectations. Your 
organization has to learn how to cultivate an enterprise-
wide commitment to pursuing a sustainable connec-
tion that makes customers feel so valued they will go 
out of their way to be loyal. You have to establish an 
emotional bond with your clients. Enduring customer 
loyalty, therefore, is the result of customer enthusiasm. 

Creating customer enthusiasm is a formidable entrepre-
neurial challenge. It symbolizes the ability to capture and 
hold that most elusive item of all, the customer’s heart. 
To achieve such superior performance, a business must 
create a market-oriented culture that provides a solid 
foundation for powerful value-creating capabilities.

Welcome and Guten Tag,

We all know customer satisfaction is essential to the survival of our businesses. Customers will 
demand greater value for their money and will scrutinize their relationships with vendors to ensu-
re they get the best deal. Trust is another element of the relationship that will be reshaped in the 
wake of this economic period. Customers will be far more selective about extending their loyalty. 
 
To become customer-centric, businesses often need to change their processes and reinvent their company 
culture. The path to customer experience success requires significantly deeper customer insight. The 
ability to exceed customer expectations through fast and effective solutions allows you to master new 
challenges and stay ahead of your competition.

Yours,

Monika Frick-Becker

Customer Enthusiasm Requires More

Attributes which must be present in order 
for the product to be successful, can be 
viewed as a 'price of entry'. However, the 
customer will remain neutral towards 
the product even with improved 
execution of these aspects.

Characteristics directly correlated to customer 
satisfaction. Increased functionality or quality 
of execution will result in increased customer 
satisfaction. Conversely, decreased functionality 
results in greater dissatisfaction.

Customers get great satisfaction from a feature - and are willing 
to pay a price premium. Satisfaction will not decrease (below 
neutral) if the product lacks the feature. These features are 
often unexpected by customers and they can be difficult 
to establish as needs up front.

Model based on KANO

Basic Attributes 
(Threshold)

Performance Attributes
(One dimensional)

Attractive
Attributes
(Exciters)



The Heart of CRM: How to Generate Loyalty, 
Goodwill and Word-of-Mouth through  
Complaint Management

Every company strives for increasing customer satisfaction 
and loyalty. But without effective complaint management, 
it’s only a matter of time before the seemingly sweet 
company-client relationship may turn sour. Complaints 
are expensive, both in direct and indirect costs. But for 
this price, companies can extract priceless knowledge, 
because complaints contain the direct voice of the cus-
tomer. If customers are the lifeblood of a company, their 
complaints offer concrete opportunities to build a strong, 
loyal audience and to refine products and services.

To exploit this capital, companies must design, operate 
and continuously upgrade systems for managing com-
plaints. By talking back when they believe they have not 
received their money’s worth, clients give businesses an 
opportunity to correct the immediate problem and restore 

goodwill. It is, therefore, essential that customers who 
complain are satisfied with the complaint management 
process. This will not only help retain business, but will 
also reduce the damage that negative word of mouth has 
with existing or potential clients.

Complaints tell your business how to do its job better by 
alerting your management to problems that need prompt 
attention and correction. Train your staff to handle com-
plaints constructively. Make sure they understand the 

complaints handling policy, why it was introduced, how 
it will work and the benefits for your business. Everyone 
in your organization is an ambassador of the brand, so it’s 
vital that they understand how to deliver an exceptional 
complaints experience each and every time they interact 
with a customer. It may be the difference between making 
the sale and losing it to your competition.

Management Leads by Example: Sales Success 
Through Customer-Committed Employees 

Top management leadership is a necessity for the transi-
tion to a true market orientation. Senior management 
needs to provide general guidelines on how the culture 
should change, empowering unit managers to initiate and 
tailor customer value strategies.

Employees are the most critical element of any customer 
experience effort. But firms can’t just hope that every-
one will participate in these change initiatives. To get 
everyone on board, your management needs to actively 
focus on engaging employees at every level across the 
organization. Key to success is communicating why cus-
tomer orientation is important and allowing employees 
to participate in defining how to make improvements. In 
this change process, independent consultants can sup-
port your management by spotting problems that may 
not be visible to company insiders. Through customized 
workshops and individual coaching they keep your staff 

“on their toes”, empowering them to deliver greater cus-
tomer value. Because of the importance of employees 
in this effort, you should take great care to recruit and 
retain the best people available and provide them with 
regular training.

The ability to exceed customer expectations is a crucial 
competitive advantage. To accomplish this, your man-
agement needs improving your company’s operational 
excellence, fostering customer enthusiasm and building 
lasting client loyalty. The result will be a customer-centric 
organization that grants you a commercial edge in all 
your transactions.
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Five Requirements for an Effective 
Complaints Management

1. “Complaints Team” is well known and visible to customers.

2. Competent, well-trained Complaint Management Team.

3. Direct access to senior management, if appropriate.

4. Integration into internal information and 
    improvement process.

5. Standards and KPI’s guarantee quality of work.

All Business is Sales Business 

“That’s none of my business. Ask department XYZ.“

“I don’t know. I cannot help you!”

“I don’t know. Here, nobody tells me anything!”

“That’s still sitting with department XYZ. 
  They need some more time.“

“Sorry, we are not responsible for your complaint.
  Please ask a different department!”

“Dear customer, thank you for giving me the opportunity to 
  assist you. Could I please have some more information…?”

“I will get a detailed answer for you. 
  When do you need to …?”   

“Thank you for giving me detailed information. 
  What kind of support can I offer you?”

“When do you need the information?
  Is it acceptable to you, if …?” 

“Is it acceptable to you to receive an answer within 2 hours?”

When Ordinary Staff Reply: Your Employees Respond as Follows:



MFB Case Study 
Customer Orientation as Core Competence: 
A Mid-Size Business Launches a Successful 
Turnaround

A long-time successful family-owned dealership was 
severely hit by the recession. Within 12 months, the mid-
size business lost 8 key accounts. Turnover and profits 
deteriorated with unprecedented speed. As a consequence, 
the company’s banks hesitated to prolong important credit 
lines and asked for a verifiable and sustainable business 
plan. Top management asked MFB Resultants for assist-
ance. A structured analysis showed that, although the 
company actively sponsored customer orientation and 
service excellence, it lacked both a clear strategic posi-
tioning and adequate business structures. A new, more 
customer-focused business approach had to be developed 
together with flexible, customer-tailored company struc-
tures. Goal was to improve sales by 35% within 3 years, 
thereby increasing margins to 9%. 

Improving Business Standards and Changing 
Employee Mentality

In theory, the family business relied on a customer-centric 
approach. What was missing in practice, was a forceful 
implementation of this business strategy. Management 
was asked to assess and keep what is most important 
to customers, and economize on the rest. A collaborative 
team with experts from MFB Resultants and one member 
of each business unit formed a steering group, dedicated 
to develop and implement a highly efficient customer 
service organization. Top management involvement was 
guaranteed by having the group leader report directly to 
the managing director.

Customer Experience Success Requires Deeper 
Customer Insight

The steering group asked for a profound change of the 
company’s business culture. Business units learned to con-
tinuously court customers and communicate to market 
segments on their level and from their points of view. In 

workshops, MFB experts showed employees how to design, 
implement and interpret “voice of the customer” programs 
by using existing IT infrastructure. This enabled manage-
ment to identify key accounts and design the right offers 
and experiences for the right customers.

Front liners now spend considerably more time with their 
clients. Managers and employees throughout the busi-
ness call on their customers or bring them into their own 
facilities in a constant search for new ways to satisfy their 
needs. MFB Resultants has developed a program called 

“Adopt a Customer” that encourages senior managers to 
visit a “Top-20 customer” once every month, thereby doc-
umenting the company’s continuous ambition to please 
customers again and again.

New Business Culture Boosts Sales and Profits

Across all units and hierarchies, the employees of the 
family business are now systematically and entirely com-
mitted to the continuous creation of superior customer 
value. Through the MFB approach the company was able 
to streamline its internal processes and provide outstand-
ing customer service. Management and staff are highly 
motivated to excel and accept responsibility. Together with 
the management MFB Resultants established tools and 
procedures allowing management to recruit and retain 
the best people available and provide them with regular 
training. After two years the mid-size company became 
profitable again.

IMPRINT

MFB Resultants GmbH · Luisenplatz 1 · 65185 Wiesbaden 
Telefon: +49 (0)611 - 34 117 0 · Telefax: +49 (0)611 - 34 117 22

www.mfbresultants.com · kontakt@mfbresultants.com

M
FB

 C
as

e 
St

u
d

y

Literature

Customer relationship management is the core business strategy to create 
and deliver value to targeted customers at a profit. CRM is grounded on 
high quality customer data and enabled by information technology. Francis 
Buttle provides practical examples combined with a step-by-step pragmatic 
approach to the application of CRM in business. The inclusion of an equally 
pragmatic understanding of CRM technology is an enhancing feature of the 
book. Customer Relationship Management. Butterworth Heinemann, 
2nd edition 2008.

Complaint Management is an excellent resource for increasing customer sa-
tisfaction and loyalty. Bernd Stauss and Wolfgang Seidel deliver a tho-
rough coverage of the topic, from helping readers understand why customers  

 
 
complain to illustrating how to handle customer complaints to effectively 
measuring and analyzing complaints. Complaint Management: The Heart 
of CRM. Texere 2004.

To improve their customer experience companies need to have better custo-
mer insight. Nigel Hill, Greg Roche and Rachel Allen provide a systematic 
guide to conducting a customer satisfaction survey. It will produce a measure 
that accurately reflects how satisfied or dissatisfied customers feel and will 
reliably monitor changes in customer satisfaction over time. Customer Sa-
tisfaction: The Customer Experience Through the Customer‘s Eyes. 
Cogent 2007.

•  After 3 rings the customer talks to a friendly contact person.

•  Every employee meets customers with respect and competence 
    or introduces customers to a competent colleague.

•  Customers can be sure to receive a reply within a promised 
    time frame.

•  Promises are kept.

•  Customer parking is easily accessible and close to entrance.

•  Any correspondence with or offer to customers is clearly 
    structured, easy to understand and written in a polite, 
    customer-oriented language.

Examples of Successful Customer Orientation


