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submit their health insurance claims, have
worked well in the past. Equally successful
are seminars on topics that will appeal to
customers based on the health needs of
their workforce, such as Work Life Balance,
Smoking Cessation, and Nutrition for Kids. 

In addition to excellent customer service,
the importance of delivering value for
money cannot be underestimated. The big
players in health insurance are not only
dedicated to providing high quality, but
also deliver real savings to customers. A
recent example is a large company with
over 500 employees in the energy sector
that saved €29,000 in its health insurance
premiums for 2009. This demonstrates an
ability to actively work with existing
customers to review costs so they can
continue to offer private health insurance
as an employee benefit.

Implementing such a strategy is an
effective means of not only retaining, but
also developing your customer base. It’s
imperative to avoid falling into the trap of
neglecting your customers in perilous
times. Targeting efforts to develop closer
relationships with current and potential
customers shall prove much more fruitful.
Vanessa Hartley is marketing director of
Hibernian Aviva Health  �

corporate schemes as easy and efficient as
possible is also critical, especially in today’s
climate where resources are precious and in
demand. An easy-to-use e-portal, for
example, where customers can add or
remove members quickly and efficiently
from their insurance scheme and generate
reports for payment and invoicing in real
time is a useful tool.

A third key element of account
management involves investing in the
ongoing interaction and servicing of
accounts throughout the year to continue
to educate customers about your business,
its plans and the benefits it can offer. For
health insurance, worksite events represent
an excellent opportunity to nurture
relationships with both key decision
makers within companies and individual
members. In the health arena, events such
as Claims Clinics, where customers can get
all the information they need on how to

Y
ou would be forgiven for
questioning how a company can
expect to simultaneously maintain

an existing customer base and attract new
customers. A solid acquisition strategy has
two key retention principles: (i) effective
account management providing excellent
levels of service, and (ii) consistently
refreshing product offerings to provide
great services for less.

Effective account management is one of
the main assets of any client servicing
business, especially healthcare, and is
pivotal to top class scheme administration.
The number one satisfaction driver that
ultimately leads to high retention is a
dedicated account support structure
incorporating account managers and a
business support call centre. For customers,
it’s important to know they can get in touch
with the right people at the right time. 

Making the day-to-day management of
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Vanessa Hartley offers advice on customer retention from the
perspective of healthcare service providers.

A healthy client base

loyalty. Customer loyalty refers to a
customer being satisfied with a product or
service to the extent that they retain a
relationship with the supplying
organisation. Advocacy is a higher level of
customer satisfaction than loyalty, as it
refers to the extent that a customer would
recommend the product or service to a
friend or family member.

Understanding customer advocacy
Customer advocacy is one of the most
significant predictors of increased
organisational revenue, and is therefore a
key performance indicator for any
organisation seeking to drive revenue.

The increasing importance of customer
advocacy is directly correlated with the
increased empowerment of the 21st
century consumer, where word of mouth
marketing and social networking have
become the most powerful vehicle for
brands to reach consumers. Such
programmes as Net Promoter Score© allow
companies to measure promoters,
customers who have a positive impact on
advocacy, as well as detractors, customers
who have a negative impact on advocacy.
Oisin Byrne is general manager of iReach
Market Research  �

months to collect and analyse customer
experience data;
It lacks context – The customer data is
often isolated from other business
information, limiting its usefulness; 
It is not actionable – Presentation
documents remain in the boardroom
instead of being integrated into the
business processes.

New thinking 
Customer advocacy is the extent to which a
customer rates an organisation so that they
would recommend it to a friend. For
example, First Direct, the UK retail bank,
has the highest level of customer
satisfaction in the market and is
recommended by its customers every five
seconds. This demonstrates the power of
advocacy on an organisation’s overall
bottom line performance. 

Advocacy is different from customer

T
he majority of companies in Ireland
have implemented some form of
customer retention management

(CRM) initiative, but typically with limited
success. And many who have invested
heavily, producing reams of customer data,
are not seeing the expected results.

Traditional approaches are often good –
sometimes great – at collecting customer
data, but none provides an intelligent
context for acting on that data while it still
matters to the customer. All too often, this
data analysis isn’t delivered until two to
four months after the events it measures. 

CRM can help with some aspects of the
customer relationship, but provides an
inside-out view instead of outside-in. The
shortcomings of traditional satisfaction
measurement methods can be distilled into
three fundamental problems with the
information: 
It is outdated – It often takes several

Advocacy is a higher level of customer satisfaction than loyalty, and
it is therefore vital for business growth, writes Oisin Byrne.

Attitudes and advocacy
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