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What Makes Some Customers More Valuable than Others?
Valuable customers are the people whom a business depends on either financially or through motivational influence. In simple terms, every business wants to make profits through its customer base. While achieving this goal is not a sprint, it becomes a marathon. Owing to that view therefore, this paper has aimed to determine what makes some customers more valuable than others. The value of the customers is the key to that as has been discussed and analyzed by Heri (2017) as below. Even though the scope of the paper is limited, the additional information on how to improve the customer value is added right before the conclusion.
Valuable customers can be ascertained through the number of purchases they made or rather through purchasing frequency. Unlike the customers who pop into your store unpredictably once in a while, customers named valuable are this regular tendency to come by and shop very often. And if they do not come very often, you realize that what they go with as their purchases could bless the business with a week’s joy. Keeping close records of up to six to twelfth months can be a great benchmark of a valuable customer. The way to treat and operate around the two groups of customers is predominantly always different. A client that does bounty purchasing over a period of up to twelve months is, therefore, of course, more valuable than that customer to shops and disappears for a time.
A longer a customer’s lifetime value to a business is a sign that the customer is of value to the business than others (Guo and Qin 2017). This begins from the inception of the business itself up to the time when it is thriving for success. A customer or client who stays around in all that time is of more value than the one who comes to make great purchases in a couple of months. Studies done by other scholars on the topic found that creating a long-lasting relationship with the customers can be very helpful in the success of a business (Prebensen, Kim & Uysal 2016). While price sensitivity and financial strength go hand in hand, it has been noted in the past that most customers run when the prices soar. Therefore, to accurately determine the valuable customers, wait until there is a discount offered on the products. Those customers that increase their purchases spontaneously are likely the price-sensitive fellows (Holbeche 2018). Furthermore, everybody is motivated differently, but a thin line lies in the ones who must carry out a bargain before any purchase. In determining the core value in a customer hitherto, there should be consistency in them regardless of the circumstances. This puts the business at an incredible place to succeed.
There are, however, studied guidelines that accompany establishing a stronger and higher customer value for it is the epicenter of success in any business. Guo & Qin (2017) posit that it is recommended that business people should, at all-times, set expectations that are fillable in terms of service delivery. This component makes it very easier for a one time customer to return to a similar store for years. The underlying concept in this point is that having or making fewer promises should be outdone by the over-deliveries.
Customers become more valuable than others when they provide constructive feedback to the business to help it improve its services and products. Such feedback helps the business to know what the market needs and therefore make the necessary changes to keep up with the pace of the competitors and continue being relevant to its customers (Merz, Zarantonello & Grappi, 2018). Such customers become valuable than those who do not provide any feedback and switch to other businesses’ products instead without saying a word. They also help the business to create more products that target what customers value and this help the business in product creation (Merz, Zarantonello & Grappi, 2018).
Hsieh, Chiu & Chang (2018) discuss that anticipation of the customer needs can lead to long term customer satisfaction hence becoming a valuable customer. The business needs to identify certain market demands and in advance preparation to given problems can as well ascertain the best relationship between the two. This is advancing customer problem-solving mechanisms before the problems even occur.
In conclusion, valuable customers are hard to come by and there is every need for businesses to find and keep them. The latter can be achieved by entailing the recommendations, as discussed in the body. That will make the distinction between more and less valued customers. In a nutshell, therefore, some customers become more valuable than others when they purchase frequently from the business, when they buy large volumes of products or service, when their life time with the business is longer than others and when they are willing to share valuable feedback that helps the business to improve.
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