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Article Title: Comparison of Market-Share and Share-of-Customer Business Strategies
Comparison of Market-Share and Share-of-Customer Business Strategies Use interactive
communication to determine individual needs and communicate with each individual. Use mass
media to build brand and announce products. Company makes sure each customer is profitable,
even if that means losing money on an occasional product or transaction. Company makes sure
each product, and likely each transaction, is profitable, even at the cost of a customer’s confidence.
Find a constant stream of new business from established customers. Find a constant stream of new

\ customers. Collaborate with customers. Sell to customers. Differentiate customers from each other.
Differentiate products from competitors. Customer manager sells as many products as possible to
one customer at a time. Product (or brand) managers sell one product at a time to as many customers
as possible. Company sees customers as — by definition — the only source of revenue. Company
sees products and brands as the source of all company value. Share-of-Customer Strategy Market-
Share Strategy.

Source, Don and Rogers, Martha (Y« Y"). Managing Customer Relationships: A Strategic

Framework, Ynd Edition, New Jersey: John Wiley and Sons, Inc.

Article Title: Customer Loyalty Isn’t Enough. Grow Your Share of Wallet
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[Y]. Wallet Allocation Rule
[¥]. Net Promoter Scores
[£]. Share of Wallet

[°]. Brand
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Article Title: Share-of-wallet (SOW)

Share-of-wallet (SOW) is a survey method used in performance management that helps managers
understand the amount of business a company gets from specific customers.

Another common definition is the following: Share of Wallet is the percentage (“share”) of a
customer's expenses ("of wallet™) for a product that goes to the firm selling the product. Different
firms fight over the share they have of a customer's wallet, all trying to get as much as possible.
Typically, these different firms don't sell the same but rather ancillary or complementary product.

Share-of wallet is commonly used in the finance and banking sectors to describe share-of-customer.
Increasing share-of-customer is a key consideration increasing customer lifetime value.[)]

Forte Consultancy says: "The percentage of a customer’s spend that is with a given company over
a given amount of time. For a gas retailer, for example, it’s the number of times a given customer
fills up their car’s gas tank one month at their own pumps divided by the total number of times the
same customer fills up their car’s gas tank that entire month. So a customer who fills up his or her
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car’s gas tank four times a month with three of those fills at one gas retailer is giving that gas retailer
Yo7 share of their wallet."[Y]

Source, ['] Fripp, G (Y+ ) ¢) Increasing Customer Revenues

[Y]"Know Each Customer’s Share-of-Wallet? Understanding Every Customer’s True Potential

« Forte Consultancy Group". Forteconsultancy.wordpress.com. Y+ +-YY-Y. Retrieved Y+ )Y-+)-
Yo,

Article Title: Focus on Customer Share not Market Share to Grow Your Business

If you need to grow your business, are you focusing on identifying prospects, converting them into
leads, and actively converting those leads into paying customers? If so, you should consider
changing your focus. Why?

Because focusing on growth through acquiring new customers is the hardest, riskiest, least
profitable and least efficient way for you to grow. Growing through new customers is intuitive. For
example, it’s easy to assume that growing the number of customers you serve by Y percent will
grow your business by Ye percent.

But while it may be intuitive, that approach can hurt your potential business performance. It often
leads to expending more time, effort, and money to grow your business than necessary. It’s been
said many places that people only buy from a business once they have gotten to the point they
“know, like, and trust” a business and its products and services.

Customer Share vs. Market Share

Think of the products or services that your customers need and are buying from other businesses
right now that are related to your products and services. ldentify the ones from that list that they
could buy from you — if you offered them to your existing customers.

Some of these related products and services you can offer and deliver yourself. Those are the ones
that hold the most potential to dramatically grow your revenue and even more importantly — your
profit and cash flow. For these products, your marketing costs are much lower than selling to a new
customer. Your business has already incurred the high expense and borne the effort of identifying
and attracting them the first time.

The natural resistance and barriers to change are largely eliminated when you are approaching and
talking to your existing customers. By focusing your marketing efforts on your existing client base,
and prospects you already know, you will dramatically increase the effectiveness of your marketing
efforts.

Source, Dec YV, Y+ ¢ | Steve Wilkinghoff In Marketing Tips

Article Title: Growing Customer Share

Share of customer, or share of wallet as it is often called, is simply a measure of how much of the
customer’s business you have versus how much you could have if you had it all. “All” is defined
as the business your shop could do with the capabilities you have, not all the work that could be
remotely defined as something shops like yours might be able to perform.

In a tough economy, like the one we have been experiencing, it is difficult to capture new
customers, so if you want to grow, one critical way is to increase your customer share. The first
step is to know how much business is available to you for a given customer. Don’t start by
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suggesting you won’t get it all because they won’t give )+ + percent of it to anyone. Fine, but do
you have A+ percent? Two vendors do not mean a ©+/¢+ split. The idea is to get more business than
you have now. Unless you have )« « percent, there is more available—maybe.

Source, Y V/VY/Y+ V) Production Machining, Mitch Goozé

Article Title: What exactly is the difference between Share of Customer and Market
Share?

Market share is how much of the actual market you hold - eg the percentage of potential customers
who are your actual customers. Share of customer is how much of the individual customer's
business you hold - eg if a financial services provider, you may have the customers transaction
account, but they may have a home loan and credit card with somebody else. It is always better to
have a greater share of a customer than not. Makes it more difficult for them to switch to another
provider.

Source, Villalobos, Y+« +:V V)Y

Article Title: Customer Share Marketing: Getting the Most Out of Your Customers

Customer share marketing is the development of an orderly, outbound, offensive marketing plan
that is designed not only to retain customers, but also to grow customer share — increasing the
amount of business each customer does with your company.

I spent a number of years on the other side of a one-way mirror watching sports fans talk about the
products that they used to educate themselves about their favorite sports, teams, and individual
stars. | was always amazed at the number of serious sports fans who renewed or even extended
their subscriptions well before they expired, and some without any prompting at all on the part of
the company.

These were the customers in the very center of the target—the most profitable customers in the
database—because they kept coming back, year after year, without any arm-twisting, convincing,
or expense on the part of the company.

Source, Tom Osenton,May Y+, Y« Y

Article Title: Customer Share Marketing: Tapping Customer Loyalty

Historically, the acquisition of customers has been an offensive marketing initiative that requires a
thoughtful strategy, a step-by-step plan, and a lot of money. The retention of customers, on the
other hand, has rarely been afforded such a deliberate, organized, and well-funded process. More
often, retention has been the by-product of a string of acquisition or branding campaigns, or has
been gained through the satisfactory fulfillment of the promise that a product's advertising makes.
If the advertising claims that the product takes out the toughest stains and succeeds in doing so,
there's no better means of retention than the successful delivery of a promise that provides a
solution to a customer's problem.

The development of an orderly, outbound, offensive strategy specifically designed to retain
customers is rare indeed. Many of today's marketers would be hard pressed to even articulate what
their specific retention or customer share initiatives are, or even if they had any.

Customer share marketing is the development of an orderly, outbound, offensive marketing plan
that is designed not only to retain customers, but also to grow customer share—increasing the
amount of business each customer does with your company. Customer share marketing goes
beyond the retention of customers to build trust with each customer on a one-to-one basis.
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Customer share marketing in no way replaces market share marketing, but instead works in
tandem with market share marketing efforts to create a second opportunity to sell to interested
prospects and customers. Customer share marketing moves the marketing conversation to a quiet,
one-to-one place, delivering messages that are more relevant to recipients.

Source, Frito
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