Here Today Gone Tomorrow or For Forever?

By Paul A. Herbig 

As my good friend  Banacek would  have said of an old Polish  Proverb:  “There are  two types of people in this world: Those that divide everything into two types and those who don’t.”  It is my responsibility to bring to your attention new marketing ideas, whether they be fads or trends.  I may make some judgments but you small businessperson need to know what is going on in the world of marketing.  Today we are going to examine another dichotomy:  Transactional Customers versus relational customers. 

Transactional/Relational shopping-style analysis provides insights into each of these two classes  of customers. 

Transactional shoppers are focused only on today's transaction and give little thought to the possibility of future purchases. Their only fear is of paying more than they had to pay.

Transactional shoppers are looking for price and value. They enjoy the process of comparing and negotiating and will likely shop at several stores before making their decision to purchase. Transactional shoppers do their own research so they wont need the help of an expert. Consumer Reports are published primarily for the transactional shopper. Because they enjoy the process, transactional shoppers don’t consider their time spent shopping to be part of the purchase price.  Anxious to share the "good deal" they’ve found, transactional shoppers are excellent sources of word-of-mouth advertising. 

Relational shoppers consider today's transaction to be one in a long series of many future purchases. They are looking less for a product than for a store in which to buy it. Their only fear is of making a poor choice. Relational shoppers will purchase as soon as they have confidence in the product, the company, and the store. They don’t enjoy the process of shopping and negotiating. Relational shoppers are looking principally for an expert they can trust. They consider their time to be part of the purchase price. Confident that they have found "the right place to buy”, relational shoppers are very likely to become repeat customers.

.Due to the fact that shoppers in transactional mode will shop all over town and love to negotiate, merchants often wrongfully conclude that most shoppers stay in transactional mode. But in truth, more purchases are quietly made by customers in relational

mode.: Two transactional shoppers go to 5 stores each before making their decisions to purchase. At each of these 5 stores they ask a lot of questions, then leave. But each transactional shopper will return to only one store to make a purchase. This means

that a total of 12 store visits will be made by the transactional duo, and 8 different salespeople will be frustrated by them. Meanwhile, 3 relational customers visit their favorite stores, make their purchases and return home, accounting for a total of 3 store visits, 3 purchases, and zero frustrated salespeople. The 2 transactional shoppers account

for 80% of all store visits, but only 40% of sales. Conversely, the 3  relational shoppers account for just 20% of total store traffic, but contribute a whopping 60% of the sales volume.

Marketing expert Williams, the father of relational-transactional customer theory, estimates transactional customers represent 70 percent of the sales volume for an average seller, while relational customers represent 70 percent of the profit margin. Don’t let the glare often given frequency and intensity overwhelm profitability. Knock price off the throne. Don't cater to price-gouging customers. Provide relational customers with products and service that exceed their expectations. 

Know your customers.  Analyze and understand their rationale and type.  View each rationally in terms of sales and profits.  Work to encourage and maintain the relational shopper.  Change those elements that attract the transactional customer.  Try and transform the transitional customer into a relational one.  But do not cater or design your product or store to attract and motivate the transactional customer.  This is not only a money losing proposition but potentially a company closing one as well. 

