Isn’t Our Budgeting Process Backwards?
Ask any retail CEO, CMO, or (hopefully) CFO about their customers and they
will tell you how customers are the center, the core, of their business. I’m sure
you agree...
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So why, then, do we budget backwards? Why is it that, in the fourth quarter of each year, we
go through that painful process of projecting our company’s sales, expenses, and profits
that, in most cases ends up somewhere around 10% better than last year. In fact, we go back
and forth massaging our numbers until our CEO is happy with what we come up with, don’t
we?
Unfortunately, customers are usually not included in the process. Why? Because “we’ve
always done it this way.” But “this way” began decades before the advent of customer data.
Shouldn’t we be catching up with today’s realities?
My question to you, then, is what would happen if our budgeting process started not with
items but with the core of our business— our customers? We would really start getting a lot
more serious about them, wouldn’t we? We would be asking ourselves: Why don’t our
customers visit us more often? What can we do to increase their visits? Why do customers
leave us? And, in particular, why do so many of our new customers fade into the fog of
defectors? Where are we failing to make these new customers feel at home in our stores?

We would be thinking through what competitive openings do we expect this year. Which
stores will be affected? More important, specifically which customers in those stores will be
affected? And how will we target just those affected customers to retain their trust and
satisfaction? We will be thinking about how we can strengthen our differences, our
uniqueness, in our customers’ eyes, rather than being a blur by being the best (ie, the same
by a fraction) than our competitors. We will be putting ourselves in our customers’ shoes
and making plans accordingly.
In essence, we would be asking ourselves what does the customer want in her shopping
experience with us? Not just items, but also recognition, service, and a pricing/rewards
program that reflects her importance to us. After all, we are in business to satisfy our
customers aren’t we?
Then, based on our customer-centric plans and metrics we can develop our sales, expense,
and profit plans. By focusing on satisfying our customers, and measuring results against
those goals, we will be focusing on what our business is all about. We call that marketing.
Surely, that’s a more modern approach than buying thousands of products and doing our
persuasive utmost to transfer them to customers. That’s called selling.
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For more customer loyalty articles and research, we also recommend:
The Wise Marketer - free loyalty marketing news & research - TheWiseMarketer.com
The Loyalty Guide - the complete guide to loyalty marketing - TheLoyaltyGuide.com
Colloquy - customer loyalty news and webinars - Colloquy.com
Loyalty 360 - customer loyalty news and webinars - Loyalty360.org

