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THE MARKETING OF RELATION WITH THE CLIENTS  
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For an enterprise which wants to elevate and develop long run term 
business relations, the client will come first, together with individual 
needs and whishes, and the engagement for clients became a marketing 
objective and an important factor for success.  
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We will see that for most organizations understanding customers is 
necessary not only because of their effect on marketing decisions but 
because customers’ activities influence the entire organization.  

Yet, understanding customers is a never-ending challenge.  One 
reason is that not all customers are the same and, consequently, benefits 
sought by one customer may differ from those sought by another.  Because 
of this marketers must continually conduct marketing research to evaluate 
customers and to determine what they want.  And uncovering what 
customers want is made significantly easier if a company establishes 
methods designed to manage their customers.  

In general terms, a customer is a person or organization that a 
marketer believes will benefit from the goods and services offered by the 
marketer’s organization.  As this definition suggests, a customer is not 
necessarily someone who is currently purchasing from the marketer.  In fact, 
customers may fall into one of three customer groups: 

• Existing Customers – Consists of customers who have purchased or 
otherwise used an organization’s goods or services, typically within a 
designated period of time.  For some organizations the timeframe may 
be short, for instance, a coffee shop may only consider someone to be 
an Existing Customer if they have purchased within the last three 
months.  Other organizations may view someone as an Existing 
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Customer even though they have not purchased in the last few years 
(e.g., television manufacturer).  Existing Customers are by far the most 
important of the three customer groups since they have a current 
relationship with a company and, consequently, they give a company a 
reason to remain in contact with them.  Additionally, Existing 
Customers also represent the best market for future sales, especially if 
they are satisfied with the relationship they presently have with the 
marketer.  Getting these Existing Customers to purchase more is 
significantly less expensive and time consuming than finding new 
customers mainly because they know and hopefully trust the marketer 
and, if managed correctly, are easy to reach with promotional appeals 
(i.e., emailing a special discount for new product).  

• Former Customers – This group consists of those who have formerly 
had relations with the marketing organization typically through a 
previous purchase.  However, the marketer no longer feels the customer 
is an Existing Customer either because they have not purchased from 
the marketer within a certain timeframe or through other indications 
(e.g., a Former Customer just purchased a similar product from the 
marketer’s competitor).  The value of this group to a marketer will 
depend on whether the customer’s previous relationship was considered 
satisfactory to the customer or the marketer.  For instance, a Former 
Customer who felt they were not treated well by the marketer will be 
more difficult to persuade to buy again compared to a Former Customer 
who liked the marketer but decided to buy from someone else who had 
a similar product that was priced lower.  

• Potential Customers – The third category of customers includes 
those who have yet to purchase but possess what the marketer believes 
are the requirements to eventually become Existing Customers.  
Locating Potential Customers is an ongoing process for two reasons.  
First, Existing Customers may become Former Customers (e.g., decide 
to buy from a competitor) and, thus, must be replaced by new 
customers.  Second, while we noted above that Existing Customers are 
the best source for future sales, it is new customers that are needed in 
order for a business to significantly expand.  For example, a company 
that sells only in its own country may see less room for sales growth if 
a high percentage of people in the country are already Existing 
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Customers.  In order to realize stronger growth the company may seek 
to sell their products in other countries where Potential Customers may 
be quite high.  

For marketers simply finding customers who are willing to purchase 
their goods or services is not enough to build a successful marketing 
strategy. Marketers should look to manage customers in a way that will 
“identify, create and maintain satisfying relationships with customers.”  By 
using marketing efforts that are designed to “maintain satisfying 
relationships” rather than simply pursuing a quick sale, the likelihood 
increases that customers will be more trusting of the marketer and exhibit a 
higher level of satisfaction with the organization.  In turn satisfied 
customers are more likely to become “good” customers.  

For our purposes we define a “good” customer as one who holds the 
potential to undertake activities that offer long-term value to an 
organization.  The activities performed by customers not only include 
purchasing products, these also include such things as:  

• offering feedback on company performance  

• making prompt payment  

• offering suggestions for new products  

• voluntarily promoting the company’s products to others 

These activities along with many others (including profit from product 
sales) represent the value (i.e., benefits for costs spent) an organization 
receives from its customers.  In the case of “good” customers their potential 
for providing value should be a signal for marketers to direct additional 
marketing efforts in building, strengthening and sustaining a relationship 
with these customers. The fact that we place the descriptive term “good” in 
front of customers should not be taken lightly.  Not all customers who 
currently have relationships with an organization (i.e., Existing Customers) 
should be treated on an equal level.  Some consistently spend large sums to 
purchase products from an organization; others do not spend large sums but 
hold the potential to do so; and still others use up a large amount of an 
organization’s resources but contribute little revenue.  Clearly there are lines 
of demarcation between those in the Existing Customer category.   
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