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Introduction 
Once you've won the trust of a new customer your goal should be to keep them buying from 

you for as long as possible, increasing their lifetime value.  

Have you ever heard yourself saying ‘Keep in touch’? When we leave a job, or made friends 

on holiday we often come out with a remark such as this, whilst at the back of our mind 

thinking we are unlikely to see or speak to these people ever again. 

But can we afford to do this when it comes to our valued customers? We’ve worked so hard 

to get them in the first place, so surely we want to do everything we can to get them back. 

Simply saying ‘I hope to see you again soon’ is not enough. Hoping or wishing them to return 

needs some action on our part to make it a reality. 

I am amazed how few businesses use any form of follow up with their customers.  

There are many ways to stay on your customers’ radar including PR, email, direct mail, social 

media, phone, scheduled meetings, speaking engagements, trade shows and networking.  

Ideally any retention strategy will use a combination of these methods, but of these email 

marketing is by far the easiest and most cost effective way to remain visible to a large 

number of existing (as well as prospective) customers.   

Keeping in touch is a great way to continue to build the relationship with your customers and 

keep you in their mind when the time comes for a return visit or purchase, or when asked to 

make a recommendation. It means you’re in a position to reach out to them when you have 

spare capacity and need to boost sales, helping you to get a more even spread of business 

throughout the year, rather than the huge peaks and troughs you might experience. Plus it’s 

an easy way to continue building trust and credibility.   

The key difference between using your own database and other forms of marketing is that 

you are not relying on the old one step ‘interruption’ marketing concept, so called because 

you are reaching out to anyone, such as happens when the person in the street who tries to 

hand you a flyer.  Using an email list whether to existing or prospective customers is based on 

permission marketing; you are only contacting people who have already indicated an 

interest in what you do or offer.  
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1. Build your database 

It's never too late to start building a database.  

Without a list, every time you want to get something in front of your customers you have to 

start all over again. Your list gives you the opportunity to tell every existing and potential 

customer about promotions, seasonal events, accolades and any other newsworthy 

information relevant to your target market. And at the same time gently reminding them of 

who you are, what you do and how to get in touch when they need you. 

The more detail you have on people who are interested in what you offer, the more often 

you can return to them with additional offers that are tailored to them. And the more often 

you do this, the more likely it is this will result in business.  

How you keep in touch will be dependent on the type of business you have, and the 

messages you want to convey. Email is the cheapest and easiest option.  

But let’s be honest here, email is not the perfect answer for every business. If you have an 

audience who are less IT savvy then a physical mailing or phone call may be a better option. 

We know many emails get deleted before even being opened these days, so it’s not always 

the most reliable format?  A hard copy mailing with a hand written envelope, a small gift, or 

something quirky will often get someone’s attention far more effectively than 10 emails.  And 

a phone call or meeting is even more difficult to ignore…… that is, once you’ve got past the 

gatekeeper to set it up. So you can see each method does have its pros and cons.  

Irrespective of the format the important thing is to keep in touch. And not just to bombard 

people with offers that they are not interested in.  

 

Collating Customer Data is Key 

So building a strong and relevant customer database is a key priority 

for any small business.  

There are many companies out there selling data and the sales 

people are full of very compelling reasons why their list is so good and 

you need it. 
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But the truth is (despite what the sales person might tell you about their data) the quality is 

usually poor and the results achieved from using bought in lists are often very disappointing. 

You’ve no real way of telling initially how accurate the source of the data, in many cases 

people haven’t given their permission and you might end up with a number of generic email 

addresses such as info@... with no knowing who’ll be on the receiving end.  

And you’ll be mailing people who don’t know you from Adam so your beautifully crafted 

post card or letter goes straight in the bin, or your email gets deleted before even being 

opened.  You will be paying to contact people who are neither receptive or, at worst, not 

even there! 

Building your own database over time will always be a better option. OK, I admit it takes time 

and effort, but the beauty of your own list is that you are only contacting people who have 

already raised their hand and shown an interest in what you offer. So they will be receptive. 

Plus as you’ve gained their permission you know you’ll be complying with the law. 

 

How to build your list  

Look at ways to capture data at every customer touch point, including prior to doing 

business with you. 

Include a link to your mailing list signup on enquiry forms, on social media profiles, in your 

email signature, on business cards, leaflets, your blog, guest blogs and articles, online 

promotions, speaking opportunities and at networking events, and of course on your website 

– every page of your website, so people can’t miss it!  

There are four key sources of names: 

For existing customers if they’re not already on your list simply ask them to leave their business 

card, or to fill out a blank card which enables those who'd rather not give their business 

details the chance to leave their personal contact details.  

You may want to combine data gathering with gaining feedback on your customers’ 

experience at the same time. 

Collecting phone numbers at the time of enquiry or booking will allow you to make follow up 

calls, and having a mobile number allows you to confirm orders, reservations or meetings. But 

only ask for phone numbers if you have a reason for using them. People get irritated being 

asked for too much information. 

Get back in touch with past customers to start your database using the same principles as 

above. This could be as simple as sending a postcard or letter explaining that you've just 

started a special weekly tips bulletin which will give them helpful hints and ideas on …. 

(....whatever you're specialist area is) and that you'd like to send it to them free of charge.  
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Even better simply pick up the phone.  

OK, this might be more time-consuming and not practical for 

every business, but it's a great way to re-establish a 

relationship. Ask them if you can have their e-mail address to 

send an update or information; this way you can guarantee 

that you're going to get much bigger signup rate. It’s also a 

great additional opportunity to ask how things are going, pick 

up on any burning issues or challenges they might have currently and get general feedback. 

All helping to re-establish credibility and trust, as well as potentially identifying future 

possibilities for more business. 

Online: This may be existing customers, but more likely will be for people in response to an 

advert or people who have just stumbled on your website.  You'll need an 'opt in' or 'landing' 

page to capture their details. 

As there is no relationship yet with these people you need a really enticing offer to 

encourage people to share their details. Remember, some of these may be those who may 

not want to buy right now, but that doesn’t mean they won’t be potential customers in 

future.  

In order to track the effectiveness of your marketing activities it’s useful to be able to identify 

the source of the contact. So you may need to include a ‘how did you hear of us?’ field, 

unless you have dedicated urls for different adverts or press mentions to help you keep track. 

Your joint venture partners: Ask your JV's to give their customers your discount vouchers or an 

invitation to receive your exclusive offers. Be sure to ask customers to complete their details in 

order to redeem them with you. 

Never compromise your contacts’ trust by giving or selling your list to anyone else; if a joint 

venture partner wants to offer something to your contacts do it through you, and vice versa. 

Don't forget to tell people about your mailing list (and all the benefits of being on the 

receiving end) at every opportunity e.g. when you meet people face to face either at 

networking events, trade shows, etc. Everyone in your team should be doing this too. 

Always seek permission to use customers’ details for any marketing activity. So no 

automatically putting someone on your list simply because they’ve given you their business 

card! And of course if any customer or prospect asks not to be contacted at any time, you 

must respect this, and record their preference on your database.  

Whichever way you capture prospects’ and customers’ contact information, under the Data 

Protection Act 1998 you must have permission to communicate with consumers. The 

Information Commissioner’s Office website (www.ico.gov.uk) shows what you need to do. 

You’ll need to use a customer database or CRM system and to send out emails en masse 

you need to use an email marketing service, ideally one which will integrate with your 

existing CRM system if you use one.  
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2. Offer incentives to build your list 
To build your list, you need to give compelling reasons for customers to part with their 

personal details, and incentives for them to fill in a physical form or coupon, or sign up online 

and share their details.  

With existing customers or enquiries whenever possible it’s far better to ask people to give 

you their details directly so you can sign them up there and then, rather than letting them 

hang up, go home or get back to their office to do it themselves online. Yes, this might be 

easier for you, but I can assure you only a small percentage will ever make the effort; that’s if 

they even remember to do it. Make it easy for the customer. 

Don’t simply leave something for them to fill in without any explanation. You need to 

highlight what’s in for them, or what they’ll potentially be missing out on if you can’t keep in 

touch with them.  

Some ideas might be: 

 Discounts, freebies or vouchers (ensuring they are attractive offers,  but include time 

limits and offers that won’t leave you out of pocket once redeemed) 

 Free information such as a pdf downloadable guide to something 

of relevance and of interest to your target market, your business or 

your offer. For example, a hotel might offer recipes for their popular 

dishes, aromatherapy guide related to their spa, golfing tips if they 

have a golf course, 101 things to do with the kids during their 

stay….. You get the picture 

 Prize draws or competitions, with relevant prizes from your own 

products or services, or those of your joint venture partners 

 Access to exclusive offers or 'members only' offers  

 Being the first to hear of sought after events or new releases so they 

can beat the front of the queue, or the first to get the latest version 

 

If you are offering information use a format that will get attention and have 

longevity. A free report, ebook, or free gift. Ideally something tangible that 

can be printed out and still look good, or better still a physical item in the post.  
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Competitions and prize draws can work very well, but bear in mind that unless you do a 

monthly/periodic draw you’ll need a cut-off date, after which you’ll have to set up 

something to take its place.  

Whatever the incentive, it needs to be something that is of value and highly desirable to your 

target audience; something that will compel them to sign up.  

 

What information you really need 

The more information you have the better in order to tailor your mailings to suit the needs of 

your customer. But ask for too much and you’ll just put people off.  So strike a balance and 

build up the detail over time.   

What you gather first off will depend on what’s relevant to your business and how you want 

to contact them. If emailing is your preferred option you may want to simply start with just 

their name and email address. 

Knowing who is local and who is not might be important to you and the type of messages 

you send, so you may want to gather mailing addresses too. This opens up the opportunity 

for a physical mailing, which although more expensive is certainly more eye catching than 

an email and may be a better match for your audience. 

For retail or leisure businesses you may want to know their birthday so you can use this as an 

opportunity to make a personal offer of something special to treat themselves to celebrate 

their special day. 

If you have a diverse range of services or products you may wish to find out their particular 

area of interest so again you can tailor your communications accordingly. 

So balance what you ideally need with what is reasonable for people to share with you. 

Whatever information you ask for, let your ‘subscribers’ know why you need it and assure 

them how you will utilise this, e.g. sending reminders of appointments, letting them know of 

flash sales, informing them of changes to normal opening hours. 

As you build your list you can then start to segment your data depending on the type of 

customer, what they’ve bought, what they’re interested in, etc. depending on the nature of 

your business, so you can then tailor the messages you send and make everything totally 

relevant.  
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3. Build trust and credibility 

Avoid buyers’ remorse. Once someone has made a decision to share their details, or do 

business with you don’t let them regret it or become suspicious. Failing to confirm what 

they’ve sign up to or bought, sending something different to that you promised, or worse still 

bombarding them with rubbish won’t do much for your credibility. Start to build a relationship 

with them immediately. And deliver what you promise.  

If they made an enquiry, try to identify what they are looking for so that you can then 

respond accordingly such as: 

■ A personalised response, asking for more information if need be so you can answer 

fully 

■ An FAQ (frequently asked questions) sheet - assuming it does actually answer their 

question – that gives other useful information that they might need to know too 

■ Respond quickly. Nothing diminishes 

your reputation more than taking 

several days to even acknowledge 

someone’s interest or request 

 

If they’ve made a booking, made an appointment or bought tickets send them 

■ A thank you email confirming this 

■ What happens next, or next steps 

■ Accurate and helpful information to help them find you or make their journey easy: 

Pass on useful (and most importantly up to date) information that will enable a 

smooth journey: forewarn of expected traffic delays, what’s the quickest and/or 

cheapest way to get from the airport or railway station, or simply a Google route plan 

from the customer's home postcode to your business 

■ Helpful tips on what they might like to bring with them or do to get the best from their 

visit.  For example I always recommend my hotel clients act like a travel company 

and give tips on what to bring, and what you provide, so they don’t have to overload 

their suitcase or cram the car with unnecessary toiletries, clothing, sports’ gear or 

travel books. If you’re a mortgage advisor your customers may need to bring payslips, 

bank details, property details, and so on. Or a garden designer might suggest cutting 

out examples of plants, schemes or features they’ve  seen that they like,  to help 

clients prepare for their meeting 

■ Give more detail on what you're offering, the range of services, their options and any 

further assistance or tips that will help them make their choice 
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■ Ask in advance if there is anything you might need to order in or organise specifically 

for them so they don’t have a wasted journey 

■ If their visit is for pleasure start to build a sense of anticipation; let them know in 

advance what they can be doing to make the best of their experience 

■ Offer your help in booking or sourcing complementary products or services from other 

local businesses or joint venture partners. For example of you are a theatre can you 

help them with taxis, restaurant bookings or even accommodation 

 

If they made a purchase  

■ Confirm the purchase 

■ When they can expect delivery or when it will be ready for collection 

■ Anything else they need to know or do before the delivery (e.g. somewhere to leave it 

if they are out, if a signature will be needed, etc.) 

■ Describe how to get the best use, wear or functionality from their purchase 

 

If there’s a problem e.g. something is out of stock or you’ve sold out 

■ Let them know as soon as you know this 

■ What this means in practical terms e.g. the expected date of delivery or waiting list 

■ Options if they don’t want to wait, e.g. collection, substitute for a different item or 

date, cancel the order/booking etc. 

 

If they are an existing customer who’s just been added to your list 

■ Send them a welcome note, letting them know what to expect, the frequency and 

how to unsubscribe 

■ Give them a taste for the types of information to expect. If they’ve just missed your 

lasted communication, send them a copy so they don’t have to wait a full month or 

until the next one 

 

These are just some ideas; consider what your customers might thank you for? 

All these factors and more will add to that first impression; get this wrong and you're already 

on the back foot. A poor first impression will jaundice their view and they then start looking for 

everything and anything that reinforces their initial perception. So whatever you do from that 

point on they won’t want to keep you on their radar. 

It’s not all down to systems and processes. Build rapport with the customer; how you ’listen’, 

and respond to customers’ needs also contributes to the experience. If this is on line it needs 

to be a dialogue, not just a series of bland impersonal emails. Yes, they can be automated 

but let your personality show through. 

Finally give reassurance by including an opt out option on every e-mail. 
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4. Give value 

So now they are on your list, what do you send them? 

Share Information  

What do you want your business to be known for? What’s 

your unique selling point or your specific area of expertise? 

Share information that relates to this that then adds value as 

well as continuing to build credibility and rapport.  What 

nugget of information or helpful tip can you make readily 

available for anyone who visits your website, wanders in or 

makes an enquiry or buys from you?  

■ A quarterly, monthly or weekly fact sheet – either print or electronic – filled with really 

useful tips, not just self-promotional stuff. 

■ A tip sheet or booklet. Offer tips that make your product or service more valuable. 

How to store it or use it to get the best results 

■ Create a FAQ that will not only answer a customer’s questions, but may solve 

problems they didn’t even know they had 

 

Educate and build credibility through your mailing list 

Depending on the nature of your target market you could use your mailing list to engage 

with your customers by sharing your knowledge and expertise. For example: 

■ As a restaurant ask your head chef to provide a recipe of the month, tips on baking 

the perfect meringue or crusty bread, a buyers’ guide to choosing fresh fish, recipes 

ideas based on what is in season right now, or anything related to your current menu 

■ Adopt the same theme as a personal trainer but this time recipe of the month to help 

with weight loss or give an energy boost 

■ If you are a park or garden, or any garden related business, ask your gardening team 

to share seasonal tips 

■ If you are a golf club or have a golf course you might share tips on the latest 

equipment or techniques to hone their swing 
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■ If you are a therapist, salon or spa, share information on relaxation techniques, ways 

to maintain and extend the positive effects of their treatments, aromatherapy 

remedies, tips for the perfect pedicure, skin care regimes, sun protection, etc. 

■ If you are an historical site or museum share some of your story, history of the site, how 

you’ve restored special features, or tips on how to preserve or care for artefacts. 

  

Give people a reason to talk about you 

Do something exceptional. Identify the information, details or deals that are of perceived 

high value to your customers but relatively low cost to you so you can give added value. Do 

something to give people a real reason to talk about you. It's the exceptional and 

unexpected that gets you noticed, remembered and most importantly brings you repeat or 

referral business. 

Don't be tempted to just copy what your competitors are doing. Find out what's important to 

your customers you can start to tailor what you write about to meet these needs. Certainly 

look at what your competitors are doing but then home in on things that they don't do well, 

and find a way for you to do these brilliantly and make you stand out over and above them. 
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5. Engage with your customers 

Continue to engage and build rapport with your customers by keeping in touch, either in 

person or virtually. 

Have an image of your ideal customers in mind every time you do this. It helps to create a 

mental picture of your customer and visualise him or her on the receiving end of your 

messages.    

Who are they?  Where are they when they see it or read it, when are they likely to get it, what 

frame of mind are they in? 

What’s the potential problem we are solving for them or the question we are answering?  

Why should they be interested in what we have to say? What makes your business different? 

What’s of importance to them right now?  

 

Do something different 

One obvious ingredient to help you rise above the noise and 

help you stay on your customers’ radar is to be different.  

Start by doing a little brainstorming. What types of unusual or 

unique approaches might appeal to your various customers?  

Why not do something fun with your clients or customers? 

Make it interactive – not just one way information: Pose 

questions, polls, puzzles, and competitions. 

After all, you don’t have to be totally formal all the time! In any loyal relationship, there are 

serious moments as well as times of levity.  

The one thing that will always be unique to your business is you and your team so even if you 

are competing with half a dozen comparable businesses offering very similar experiences in 

the same geographic location, as a minimum you can make yours and your team's 

personality your point of differentiation.  So personalise your messages by sharing your story, 

your values, something about your team, or individual team members. 

Ask for feedback so you can continue to learn what is important to them. This builds trust and 

loyalty, and is a key step in building a lasting long term relationship with your customer and 

the prospect of repeat business. 
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What’s happening 

Last but not least keeping in touch with your customers is an ideal opportunity to keep them 

up to date with what’s going on. Yes, this will include forthcoming events and promotions 

that they may be interested in, but it’s not just about this. No one wants to be bombarded 

with sell, sell, sell emails, letters, tweets or texts. You’ll soon get unsubscribes from your list if 

you do this.  

Create a sense of intrigue and curiosity; tell them about your plans, changes you’re making 

(e.g. progress reports on refurbishments), what’s new (e.g. your new services, new products, 

latest technology, refurbishments, product development and celebrity involvement). You 

then have a reason to invite them back or make an offer.  

Don’t be afraid to tell people what they’ve missed; what are your success stories. For 

example: 

■ If you’ve had a recent promotion, or  special event what did you offer, how well did 

they sell, what did people say about it 

■ If you’ve made them an offer, remind them of the savings they’ve missed out on  

■ If you’re offering something that’s been a sell out or fully booked, still let your 

customers or prospects know, so they know they have to act more quickly next time 

Maybe they missed it this time, but now they can see for themselves what they’ve missed out 

on it will be a lot easier to get their attention next time. 

Give reasons to continue to hear from you. Tempt them with what’s coming up in the next 

issue, why they should forward the newsletter to friends and reward them for taking the time 

to read it by providing them with exclusive offers for being a loyal recipient. 
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6. Show your appreciation 

Say thank you 

Your relationship with a customer shouldn't end the minute they walk out the door. Keep in 

touch with them.  

The quickest and easiest way to create an impression and get remembered by your 

customers after their visit, purchase or transaction is to send a thank you note. Never under 

estimate the value of saying "thank you". It makes the customer feel special and helps in 

creating loyalty.  

Although the subject of this guide is email marketing the impact 

of a physical mailing or gift is very powerful but of course takes 

more time and resource. Use these as a potential option to work 

in tandem with your email marketing.  

A simple personalised thank you note a few days later will not 

only show your appreciation, but it will give them something to 

remember you by, especially if it is handwritten and tailored to 

them.  

If it’s appropriate you may want to start with a personalised 

message sent by good old-fashioned snail mail with a handwritten signature – and not on 

business stationery.   

This has even more impact if the whole thing is handwritten on a thank you card. Try to find a 

card that reflects something about that particular customer. 

Some think that in this web based age that this is out dated; how would your customers react 

to receiving something in the post, rather than clogging up their email inbox? 

But failing this a personalized email. 

Show you appreciate their custom, and show you care. Make reference to their purchase 

and why they bought it, or to their experience and what they got from it.  

A follow up thank you is also a great opportunity to get feedback too. Ask them about their 

experience and whether they’d do business with you again. Did it meet their need, resolve 

their problem or meet their expectations?  
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Ask for specifics such as what they enjoyed most and any ideas, comments or suggestions 

they have to make the experience even better. If they’ve had a good experience prompt 

them to post feedback on review sites appropriate for your business such as TripAdvisor or 

Google Plus.  Make it easy for them by providing a link to the review site too. 

Seek out unusual ways to say thank you. Be on the lookout for unique or quirky cards that you 

can send to customers at various times during the year. For example, you might send a card 

on Valentine’s Day saying how much you appreciate their business and you’d love to help 

them do more! This is all part of customer service. 

Another easy way to show your appreciation is with a small gift of some kind. This might be 

an exclusive offer or deal for them or a friend, a memento for them to keep or pass on, or 

some useful snippets of relevant information or tips. Make it relevant to your business. 

■ A wedding venue sending a welcome bottle of bubbly or a hamper for when they 

return from their honeymoon 

■ Party organiser gets a free ticket or eats for free on bookings over 10 people 

■ A salon might say thank you with a gift that introduces them to other services they 

provide  

Obviously the cost associated with this needs to relate to the value of the customer, but 

always think potential lifetime value rather than the value of a one off sale. 

Remember, a customer is special and the aim is to build a loyal relationship. Customer loyalty 

is a two-way relationship and requires a personalised relationship.  
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7. Acknowledge and reward loyalty  

The law or reciprocity means that if you give something to your loyal customers you are 

setting the stage for them to do something for you in return. Whether this is repeat business, a 

referral or maybe a testimonial, any one of these will add benefit to your business.  So the 

more you can do to show your appreciation the greater the chance of staying on their radar 

and of them remaining loyal to you. 

So contact your loyal customers to mark key milestones in your relationship: thank them when 

they’ve been with you for a year, and on each subsequent anniversary, when you’ve 

completed a particularly large order or complex project, or when they’ve just used or 

upgraded to a particular level of service. 

 

Upgrades 

If you sell a service offer a free upgrade on availability. Offering people a taste for your best 

offers, services and products leaves them with a better experience than they expected 

which promotes a talking point and a great way to prompt testimonials and referrals. All at 

little additional cost to you. It might well encourage them to upgrade at their own expense 

next time around. Who do you know who’s vowed never to fly economy again once 

experiencing first class?  

If you sell a product or membership, remind your customers when it’s due for a service, 

replacement or renewal. Apply the upgrade principle by offering an upgraded model or 

membership for the same price as the old version, or a bonus as part of their next purchase 

or renewal. Once your customer has tried the premium version they realise what they’re 

missing and see it as worth the extra cost next time around.  

Don’t make your upgrade conditional - offer it as a thank you for loyal regular customers, 

and as a way of getting other services and products in front of them.  It’s something 

unexpected and special to remember you by and promotes goodwill that extends that 

loyalty. 

All these suggestions are an ideal risk-free way to give your customers confidence in what 

you provide. Even more importantly, this continues to build a relationship and loyalty towards 

you.  And therein lies the secret of a true win/win. 
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Exclusivity 

Make your loyal customers feel special by putting together bonuses, deals or events which 

are exclusive to them. This again demonstrates your appreciation of their custom, as well as 

potentially prompting additional business. As a loyal customer, the last thing you want to 

hear about is an offer that’s only available to ‘new’ customers.  

Add value to attract attention, set you apart from the competition, and stimulate further 

sales.  Give people an incentive to try something new, buy something different, or make a 

return visit.   

Invite existing customers to 'Try Before You Buy' to encourage 

them to try something new or entice them away from a 

competitor for a different service they don’t currently get from 

you with no risk to them.   

Hold taster events for your new offer or service, and invite 

existing customers to try out your latest facilities and 

experience what you offer first-hand, or invite them to bring a 

friend or customer with them for free next time.  

By the way, this is a great way to get feedback too before 

you take a new product or service to market. 

Remember that your sample may be the first time someone 

experiences this particular product or service, so make sure 

their first impression is a good one, or you’ll have wasted the 

opportunity. 

If you reward your loyal customers via a specific customer loyalty scheme add more weight 

to it by giving or sending them something physical for joining.  For example a card or a 

welcome pack which is personalised to them. Make sure everyone in your business knows 

how your scheme works before offering it to your customers.   

Make your customer loyalty program or membership something that people want to be 

involved in. Offer bonuses or exclusive deals that really are exclusive to them. Ensure your 

bonuses are high value to your customers and qualifying levels are within their reach.  Make 

a point of contacting customers when they are nearing a reward level to encourage a visit. 

(But at the same time ensure the rewards level is such that it promotes sufficient business and 

profit for you to allow a reward that does not diminish your margin in one hit.)  

Offer great rewards and make it fun.  For example, randomly selecting a customer of the 

month and raising yours and their profile by having a little bit of publicity around it too. This 

gets your customers talking and builds anticipation as to whether they'll be the winner next 

month.  
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What better way to show your appreciation (and giving an incentive to return) than with a 

voucher for them to use themselves or to pass to a friend or colleague to get your businesses 

in front of new customers. If for the customer themselves make this personal; there’s little 

value in offering a complimentary bottle of wine to a teetotaller, for example.  If they have 

been celebrating an event extend this to their next anniversary.  Or if they only ever buy on 

business expenses, tailor the offer to something they’ll benefit from personally.  Now might be 

the perfect time to send them information, a gift or little extra that leaves them with that 

lasting memory of “Wow, how thoughtful”. 

Why not help your customers to celebrate? Note their birthdays and anniversaries on your 

database, and then invite them to the business to receive their special gift or offer. For 

business customers note any awards, keep a note of special anniversaries.  

Make any follow up offers personal and worthwhile to get their attention. Receiving a 

birthday card with a voucher – or an invitation to celebrate a forthcoming anniversary – is a 

pleasant surprise, and adds a very personal touch. If you can hand write these, even better 

(it can make a huge difference and really demonstrate your interest in your customer). 
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8. Build a communications strategy 

We’ve focused mainly on email as it’s so cost effective. But remember to identify where else 

your customers hang out! 

Don’t forget the value of face to face: where do your customers network or socialise. Get in 

front of them at tradeshows, exhibitions and speaking engagements. Better still pick up the 

phone and invite them in for a coffee and cake, or pub lunch.  

Drop them an individual email to ask them how they are doing, ask about a particular event 

happening in their lives, congratulate them on their success, let them know you’ve been 

reminded of them in some way.   

Keep your eyes and ears open for relevant articles, products, information, contacts that may 

be of interest to specific customers and scan it, take a photo, send them a sample or 

forward contact details. 

Connect via social media. What LinkedIn groups might they be in, or social media platforms 

do they use. These are great places to find out what’s on their mind as well as for you to 

engage in the conversation. Update your profile regularly and post your news and updates 

so you’re keeping your content fresh. Responding to questions and comments will assist in 

helping to keep these visible.  And remember to ensure that if your personal profiles are 

public that you are conveying the right image to your customers! 

Where can you get your name and business in print or in online journals? If what you are up 

to is of interest to the wider audience contact your local paper, trade periodicals or 

specialist magazines that might be read by your customers.  

And lastly don’t forget your own website and blog. Not only does Google love fresh content, 

if your customers have alerts on your blogs they’ll get to see your content too. Add 

photographs and videos to appeal to different preferences, and post these on Pinterest and 

YouTube. 

Plan out how you will use all your media channels in harmony with each other. Reuse content 

from your mailings on social media and article marketing for specialist periodicals or press. 

Make reference and add links in your mailings to other platforms. Include links on social 

media to your blogs and give people a taster of your news, events and activities on 

Facebook, Twitter or other social media. 

Encourage your happy customers to talk about you on review sites and on social media and 

show you care by responding and engaging in conversations. 



 
20 

© Naturally Loyal 2015 

www.naturallyloyal.com 

 

Don’t just say it once 

Once you’ve put all that effort into writing 

your communications recycle the content 

by using it on your blog, in articles and 

features on other social networks.  It all adds 

to your visibility so even if your personalised 

mailings don’t get read, your news might still 

get picked up elsewhere through other 

channels. 
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9. Call to action 

 

Let’s not forget the ultimate reason for keeping in touch 

with your customers is to win more business. Customer 

retention and loyalty are obviously a part of this, but at the 

end of the day the ultimate result is to increase sales. So 

you need something that prompts action. 

 

Getting your communications read 

Be consistent with the senders name and e-mail address. If your subscribers receive an e-mail 

from a name they don't recognise it’s far less unlikely to get read. Being consistent also 

enables your subscribers to add you to their white list so that your e-mails don't end up in their 

spam folder. 

Have a compelling subject line that arouses curiosity such as asking a question. What 

subjects will interest them? Personalise your subject line by using their name.  

Everyone is busy so you'll increase your chances of your message being read if you get 

straight to the point. Start with addressing them personally with Dear ____ followed by a 

strong and compelling opening line to ensure people read on. Talk about them, not you, 

and always write as though you've sent it to one single person, as if you're talking to them 

directly. 

The designs of your communications need to be eye-catching. If you're sending e-mails use 

an eye-catching banner to make it look interesting and include images. However bear mind 

that a large percentage of your audience might well be reading your e-mails on mobile 

devices where it might be difficult to see images so don't overdo them, and ensure behind 

every image there is a text label so that they can see what the image is without having to 

open it. 

Think about the timing of your communications in relation to your target audience. If your 

business is targeting leisure and recreation then contacting people on Friday afternoons or 

over the weekend is probably more likely to get a response than during the average working 

day. However every target market is slightly different, so track your results to see when gets 

the best response rate for you. 
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Getting a response 

Determine in advance your objective of every communication. If you're contacting existing 

customers your aim is to first help build the relationship and build credibility. But you also want 

to elicit a response from your recipients. So be clear in your own mind what your objectives 

are for every communication; what do you want your subscribers to do and by when.  

 

Give customers a reason to return 

Your aim is to get first time customers back again to create a habit of coming to you 

opposed to elsewhere. Start by giving them a real incentive to make that second or third visit 

purchase by offering an exclusive deal, promotion or vouchers for a return visit.  Even if they 

can’t make use of it themselves they can pass to a friend or colleague, which also introduces 

someone new to you. 

Give them a reason to come back rather than go to your competition. Keep an eye on your 

competitors, what they are charging, new services they offer, improvements, marketing 

promotions, etc.  

Keep reminding your customers why they should come back to you by focusing on what’s 

important to your customer. Remind them how your services are the best value for the 

money. This doesn’t mean lowering your prices when your competitors do, but make sure 

your customers know how you differ and why you are worth the extra money.  

What's the next step: create a clear call to action. Do you want them to click on a link or 

make a phone call for example? Don't bury the call to action so the reader has to hunt for it 

and it gets missed - make it really prominent. Ideally limited to a single call to action; giving 

people too much of a choice can confuse and means one extra decision they have to 

make, so keep it simple. If you want your readers to click through, rather than simply saying 

click here make the link more compelling such as click here to claim your 30% discount. 

 

The Power of the Post Script 

Have you noticed how many mailings you receive use a P.S.? That’s because after the 

headline, this is probably the most read part of the email. Which mean even those who scroll 

straight to the end and ignore the main body of your email, will still see your call to action 

It adds that final nudge to make it easy for your call to action to stand out. 
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10. Systems  

A system is anything that Saves you stress time energy or money 

Set up systems for keeping in touch with your customers in the same way as you have systems 

for anything else in your business. The chances are if you’ve not set up a system and 

scheduled this into your day to day activity it won’t happen. 

 

Leverage your list 

Once you have your list, don’t just leave it in a drawer somewhere. There are two things to 

do: 

Firstly have a system for safeguarding your valuable contacts and managing your list. This is 

confidential information and should be treated as such. 

Then use it to keep in touch! If you intend to contact people on your list by email, the easiest 

way to set this up is with an email management system.  Make a schedule of what to 

communicate and by what method. Then keep it up. 

Your mailing list is a key asset to your business, but only of you make use of it! 

Don’t be tempted to use your own email address for mass mailings. Not only does it look 

unprofessional, it could cause your email account to be shut down as you could be 

suspected of spamming.  

 

Automate    

Get as much of your follow up as possible automated.  

Use an email marketing system or autoresponder to ensure 

consistency, security of data and so that you have 

monitoring in place such as tracking bounced emails, so 

unsubscribes are automatically taken off your list and you get 

useful stats on open rates and calls to action. 
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Using an emailing system will ensure you have an opt out option on every email you send, 

which gives your subscribers a feeling of trust.   

And the best thing about using an autoresponder? It means once you’ve set it up your 

subscribers can get automatic confirmations, and timed communications.  

There are plenty of options to choose from such as Mail Chimp which gives you up to 2000 

subscribers for free, Constant Contact or Aweber. All these are well regarded web based 

systems which will safeguard your contacts and ensure you do everything you need to in 

order to comply with the law, as well as enabling you to automate much of the process, 

track your results and save you a lot of time and effort.  

Never compromise your contacts’ trust by giving or selling your list to anyone else; if a joint 

venture partner wants to offer something to your contacts do it through you, and vice versa. 

 

Plan ahead 

Decide how frequently you want to contact your list. Find a frequency that suits your 

audience and you, but an absolute minimum is once a month. Any less that this and they’ll 

forget who you are. Once a week or twice a month might be a better frequency for you. But 

whatever you decide, try to keep in regular so that people start to expect (and hopefully 

look forward to) your messages.  

Build a loyalty marketing calendar in the same way as you have a marketing calendar (and 

if you don't have one you should!). Take time to plan ahead and map out what you'll be 

offering to your existing customers, and when.  

You might do this so everyone gets the same offer or information at the same time, or you 

might prefer to phase it so it depends on where they are in the buying cycle or when they 

last did business with you. For example something that goes out with their invoice or receipt, 

a follow-up one week, one month, two months later since the last order or their last visit. Test 

to measure how it goes and refine your system to see what reaps the best results. 

Customers forget things too. Giving them a reminder when they are nearly due for their next 

appointment, when they are probably getting to the end of their supplies or when it’s 

nearing a particular occasion or anniversary; most customers will be grateful for the nudge. 

 

Keeping it up to date 

Put systems in place to ensure you get kept up to date with what's happening and when. 

Involve your team, maybe set up champions for different types of activities dependent on 

your team's interests; it's much easier to talk about something if it's something that’s of interest 

to you, as well as being more inclined to make it happen. This is a great way to get your 

team engaged in customer communications too, as well as taking some of the pressure off 

you. 
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Keep yourself up to date too with what’s being talked about in the media and what’s 

potentially the next big thing for your area or profession. So what will be making the 

headlines next in your locality or your industry? 

And consider if your offer might be the perfect antidote for those who want to avoid the 

throngs and masses of well publicised events.  

 

Remember them 

Remember, out of sight is out of mind, so use as many different media as possible to keep 

yourself visible and to communicate to your customers and prospects regularly. The more 

you communicate with what your audience wants to hear (opposed to spam) the more you 

build up an emotional bond and establish trust and loyalty.  

Building your customer relationship is an ongoing process, and there’s no denying it takes a 

bit of effort, but effort that will reward you with more business, and it’s still one of the simplest 

(and most cost effective) ways to market a business. 

Whatever it is keep finding a reason to get in touch; don’t leave a return visit or referral to 

chance. Ensure you’re keeping yourself in your customers’ minds; keep in touch, and stay on 

your customers’ radar. 

 

 

  



 
26 

© Naturally Loyal 2015 

www.naturallyloyal.com 

About Caroline Cooper 

Caroline is the founder of Naturally Loyal, which specialises in helping 

businesses develop their teams to deliver outstanding customer 

experiences consistently and create naturally loyal customers  who spend 

more, cost less to serve, and refer more business. 

Caroline’s career spans over 28 years' experience in the hospitality, leisure and tourism 

industry. She is author of the Hotel Success Handbook (rated No1 on Amazon for Hotel 

Marketing) and is a regular columnist for Hotel Industry Magazine and contributes regularly 

on the subject of the customer experience to other online journals and on stage. 

She now shares her knowledge and experience across a range of small and medium service 

based businesses, with the sole intention of helping them deliver outstanding service that 

gets customers talking about their experiences and coming back for more. 

The hardest thing for other companies to copy is the customer experience that you create. 

It's your single most valuable competitive advantage. Once you’ve delivered this it’s 

considerably easier to build loyalty and engagement.  

Naturally Loyal focusses on five key areas:  

■ Working with business owners to define their customer service values, so everyone 

knows what’s expected of them, and creating a culture that reflects this 

■ Delivering tailored workshops to give teams the skills, knowledge and confidence to 

meet these expectations 

■ Leadership coaching and training to ensure owners and managers engage, 

encourage and enable this to happen 

■ Helping the team identify key moments on the customer journey and how tiny 

changes can make a big impact on the customer experience 

■ Reviewing systems and processes so every customer gets a consistently great 

experience 

If you need help with any aspect of building customer loyalty or giving your customers an 

amazing experience give me a call or send me an email to see how I can help…. 

Follow me on twitter @carojcooper 

Connect with me on LinkedIn www.linkedin.com/in/carolinejcooper 

Facebook Page http://www.facebook.com/NaturallyLoyal 

Website www.NaturallyLoyal.com 
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