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Raving Fan
Introduction 
The “raving fan” concept describes the obsession customers have with a product or service that they become its promoters. Ken Blanchard noted that organizations with exceptional consumer service turned clients into their biggest fans and marketers. The clients will take any opportunity to tell their friends about the product (Henrik & Linden, 2017). However, Blanchard also notes that businesses can also have bad fans who utilize any opportunity to disparage the company. In most cases, bad fans are due to the business's poor quality service to its customers. Fortunately, Blanchard notes that organization can easily convert their bad fans to raving fans by improving the quality of service and consumer experience. The raving fans concept in a business provides organizations with a competitive edge as it ensures consumer loyalty. The loyal consumers also do free marketing for the company and convince people in their social circle to be customers. 
Raving Fan Organization
Raving fan organizations are institutions that offer exceptional customer service. The unique, high-quality customer service provided by the organizations provides their clients with satisfying experiences, thus converting them to brand loyalists. The experience turns consumers to brand ambassadors who utilize every opportunity to promote the brand. The experience also gives the organization an edge in the market, resulting in better bottom-line performance.
However, organizations must undertake massive investments in research to ensure they produce distinct consumer experiences. For instance, a raving fan organization must have insights into their consumers’ behavior and produce a product or service that fits their needs. Equally, the organization must ensure it offers high-quality product or service that aligns with the client’s expectations. In other words, a raving fan organization provides a holistic consumer experience. They offer services that appeal to the customer’s emotional, cognitive, and social needs (Reham et al., 2016). As a result, the client turns into a passionate advocate for the brand. 
“Raving Fan” Athletic Program
The fan’s emotional attachment to their beloved sport makes athletics one of the possible fields to create a raving fan program. The program must meet the emotional, cognitive, and social needs of the target clients. For instance, a non-professional athletic program must provide the target customers with recreational value that satisfies the client’s emotional and social needs. On the other hand, a professional athletic program has to focus on realizing the short-term and long-term goals of the team and its fans.
A “raving fan” athletic program focuses on the holistic experience of the consumer. Firstly, it develops training programs that align with the athlete’s short-term and long-term goals, appealing to their cognition. Secondly, the program must strengthen social bonds between athletes to satisfy their social needs. Finally, the program must make players feel loved, cared for, and protected by their teams to meet their emotional needs.
Program Promotion
The program promotion will focus on emotional, social, and cognitive appeal to the target clients. For example, the social aspect of the products’ promotion will present the program as an opportunity for the clients to establish meaningful social networks. Secondly, the emotional appeal will convince the clients that the program allows them to have a loving and caring community that helps them realize their fitness goals.
Conclusion
Every business can become a “raving fan” organization by offering exceptional service to its clients. Organizations need to focus on meeting their consumer’s social, emotional, and cognitive needs to win their loyalty. Loyal and satisfied clients advocate for the brands whenever an opportunity arises. Customers are a vital part of a business, and organizations must ensure they provide them with a holistic experience. 
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