WINNING CUSTOMERS’ TRUST IS A TOP PRIZE FOR BRANDS. AND WHEN THAT TRUST IS LOST, IT’S VERY DIFFICULT TO
REGAIN. SO HOW CAN YOU GET AHEAD OF THE COMPETITION WITH YOUR TRUST-BUILDING STRATEGY? IN AN
INTERVIEW WITH FRASER ALLEN, DR. CHARLES SPINOSA OFFERS A FRESH PERSPECTIVE.

Illustration: Islay Brown

MOST PEOPLE RUNNING BUSINESSES ASSUME THAT THEIR CUSTOMERS ARE
LIKE THEM

This is particularly true of banking. Most bankers are financial optimisers, and a
considerable portion of their customers are not. As a result, bankers have no idea
about the anxiety they create. A while back, I was working with a bank in the
UK to help it sell mortgages. Bankers see a mortgage as a useful financial
instrument, but most of their customers regarded it as a harrowing obligation
they have to go through to get a home. Indeed, a huge segment see a mortgage as
a ball and chain around their neck, and they don’t feel they own the sacred space
of their home until they’re free from the mortgage.
I’ve carried out many thought experiments with these customers. Consider this:
“Suppose you have a mortgage for £500,000 and you’re paying 3% interest on it.
Then suppose you also have a very wealthy relative who dies and leaves you
£500,000 invested in a way that is producing 10% interest. What do you do?”
Most people said: ‘It’s obvious! I would take the money out those investments
and pay off my mortgage!”
Keep in mind, if you genuinely value owning things outright, then your decision
to forego the higher revenue you would gain from the interest on the inheritance
is not an emotional one; it’s a rational one.
“The bankers struggled with the concept. The idea of taking money from the
credit card balance to pay off the mortgage didn’t fit with their way of thinking
about the flow of money within their business.”
With this particular banking client, we came up with an idea whereby customers
were helped to pay off their mortgage if they used the bank’s credit card. Each
month, the bank would take 1% off the customer’s credit card balance and
remove that from their mortgage balance. It was a product that would
enormously mitigate the anxiety they felt about their mortgage. The hyperresponsible customers who wanted outright ownership would exclaim, “I almost
never use my credit card, but if it were paying off my mortgage, I’d use it for
everything!”
But the bankers struggled with the concept. Those in marketing came around to
the idea. But the banking product accountants suffered. The idea of taking
money from the credit card balance to pay off the mortgage didn’t fit with their
way of thinking about the flow of money within their business. In the end, the
product was watered down considerably. The accountants couldn’t get
themselves inside the head of their customers. They wanted their customers to
think about their products the way they thought about them. But customers are
different. And you don’t build trust when you do not listen out for that difference
and accommodate it.
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