7 Ways Small O fline Businesses Can Use Online
Tactics To Keep Custoners Loyal

Many traditional retailers, who performservices for honeowners and
ot her busi nesses, feel they cannot use the internet as an effective
marketing tool. After all, you can’'t do |andscaping or dry cleaning on
the web. If you look at the internet as just another extension of the
service you provide or strictly as a sales vehicle, you are severely
limting your potenti al

The internet is nerely another marketing channel to be used in
conjunction with the other elenents of your marketing mx. Therefore,
even a retailer or service conpany can effectively supplenent their
advertising and marketing by using a web site and enmil as loyalty
bui | di ng weapons.

| was approached by a dry cleaning client who wanted to take
advantage of this powerful mediumto build ongoing relationships with
clients and reward custoners for their continued |oyalty.

While creating their marketing plan, | devel oped 7 unique, online
tactics for themto utilize this nediumto its fullest extent.

1. Auxiliary products and services

One of the nost effective tools on the web is the concept of
affiliate prograns. Affiliate progranms are basically referral fees paid
to peopl e who reconmend your products. Amazon.comis the founder and
| argest user or affiliate prograns on the web. MIlions of web sites
sel ling books, refer to Amazon.com Anmazon.com then pays those
referrals for linking people to their site.

Retail ers and service conpani es should use this same concept both
offline and online. Find non conpetitive conpanies that share the sane
dat abase of simlar custoners. Have themsend a letter, postcard or
email to their custoner list referring themto your product or service.
When soneone orders you give the referee a conmission. Online, the nore
people who link to you, the higher you'll end up on the search engines.
It's basically like hiring conm ssioned sal espeople to spread the word
about your product or service.

A licensed |l aser hair removal conpany offers discounts on their
packaged hair renoval prograns for clients who refer 3 or nore people
for treatnent. The hair renoval clinic also visits health clubs, beauty
sal ons, day spas and cosnetic conpanies and offers a rebate to the
receptionist if she'll refer people for hair renoval.

2. Joint Ventures

A carpet cleaning company recently approached a synagogue before
t he Passover (spring cleaning) holiday to offer its nenbers a specia
package deal to have their homes cleaned before the holiday. A persona
emai | was sent out to the nenbership saying the synagogue had made a
special deal with this carpet cleaner to offer to clean 3 roons and they
get the next roomfree. The carpet cleaner would never have been able



to penetrate this very slimniche market without the persona
endorsenent of one of its nenbers.

Retail ers and service conpani es can bring products and services to
non conpeting busi nesses and arrange for themto endorse the products to
their existing database. You pay for the mailing and split the profits.
Dry cleaners can partner with clothing stores and offer a dry cl eaning
“package” for those people who buy a certain amunt of clothing. Buy a
suit and get 3 nonths of dry cleaning free.

3. Education through infornmation

What sets you apart from your conpetitors? If you re running
traditional inmage building ads, you're losing out on one essentia
el enment of advertising. People read newspapers and magazi nes for the
editorial content. One way to set yourself apart from your conpetition
is to offer infornmative reports and articles that entice your reader to
| earn about the pitfalls and advantages of your service. Since you're
providing the report, they naturally will want to do business with you.

Retai |l and service conpani es should set up informational articles
on their web sites that describe industry standards, ethical practices,
pitfalls to avoid, 5 things you nust know before you buy your next ???.

Send out frequent newsletters and articles that tal k about how
you' ve easily solved the nmajor problemyour clients have.

Bot h of these methods gather val uable information and enui
addresses from potential custoners. Once you have their emil address
you can then begin to correspond with themon a regul ar basis and begin
to build loyalty. Send frequent offers to email subscribers to get them
to come into your store or take advantage of your services.

4. Reward prograns

According to M chael LeBoeuf, Ph’'d, “The Rewarded Custoner Buys,
Mul tiplies and Cones Back.” Consuners today are bonbarded with offers,
i nformati on and discounts. It is becomng increasingly difficult to
ri se above the pack and establish a profitable base of |oyal custoners.
In my book, “The Conplete Guide to Retail Loyalty Marketing,” | discuss
the concept of rewarding custoners according to their buying habits.

Most reward program are based on recency, frequency and nonetary
el enents. The nost effective nmeasure of a client’s loyalty is past
recency of purchase. People who have just bought fromyou are nore
likely to buy fromyou again, if you give themthe opportunity. That’s
why many mail order conpani es use the “bounce back” to offer merchandise
and services during the tinme they ship the client’s nerchandi se.

Traditional retailers can use this technique to entice your new
client to come back with a reward certificate good for a limted tine.
One of our day spa clients had a problem They were redeem ng hundreds
of Valentine's Day gift certificates and attracti ng hundreds of new
clients for massages and facials. However, it was difficult to get
these people to return because they felt a day spa’'s services were a
[ uxury, not a health necessity.



We designed a new custoner kit inviting the new client to return
and enjoy the relaxation once again. W described the health benefits
or regular massage and skin care and offered a reward for com ng back
within 2 weeks. This pronotion was so successful, the day spa increased
their service business 42% over the previous nonth a year ago. For a
sanpl e of this successful pronotion, please refer to the “Conplete Cuide
to Retail Loyalty Marketing” ebook at
www. | oyal t ycoach. coml conpl et egui de. asp

5. Frequent visitor / buyer prograns

Retail ers and service conpani es can use their web presence to
promote their frequent buyer prograns and reward frequent visitors to
their sites and services.

Most of us are just too busy working on the nechanics of our
busi ness to stop and | aunch a proper frequent buyer program Still
this type of program can be sonething as sinple as a punch card system
(buy 12 get 1 free) or a conplex point of sale systemthat tracks
recency, frequency and nonetary transactions in real tine.

Wi chever you inplenent, you nust devel op the back end pronotiona
materials that match the spending habits of your custonmers. New
custoner kits, fading custoner letters, birthday and anniversary
announcenents, rewards, specials, etc. Once these are devel oped, you
can automate the process of devel oping the one to one relationship you
need with each and every client in your frequent buyer program

You can use the web to keep track of points systems or just
sonething sinple |ike explaining the rules and regul ations of the
program with a sign up form attached.

The nost effective rewards programis one that issues rewards on a
surprise, random basis, when the client |east expects it.

6. Feedback

Oten, as small business people, we assume we know what our
custoners want. Unfortunately, we use our own filters of the world to
determ ne what we offer custoners. Then, when they don’t buy, we wonder
what the problemit.

A nore scientific approach is the sinple survey. Prospect and
clients who use the internet enjoy expressing their opinions. It’'s a
perfect mediumto gather information about what you offer

Use the web to set up chat forums, surveys and di scussion boards so
t hat your custoners and prospects can di scuss issues pertaining to your
i ndustry. \Wen you participate also, you becone the expert and begin to
establish rapport with your visitors, which eventually will lead to
i ncreased sal es and | oyalty.

Most web devel opers and hosts have forns available to set up these
types of inportant research vehicles. Take advantage of themregularly.
Al so, check out the business to business prenier networking site,



wwv. ryze.comto get an idea of howto utilize this concept on your site.
You' Il also neet some very know edgeabl e and interesting people.

7. Dat abase Marketing:

The key to successful retail loyalty is database marketing. Many
smal | busi ness people today believe that the way to build |oyalty today
is constant discounting. All discounting does is |ower your nargins and
makes it nore difficult to profit fromcustonmers. Wth a proper
dat abase marketing program retailers and service conpanies can tap into
the goldm ne that is right before their eyes.

A perfect way to do this is to unleash an auto responder that wll
automatically send out newsletters, announcenents, broadcasts and
nmessages to your custoner list. |It's one of the nobst powerful and
automatic marketing tools to come along in a long tinme. For a free trial
of this powerful marketing software go to:

http://ww. cyberweal t haut omati on. con app?pr =13& d=49182.

By incorporating these 7 online strategies, traditional small businesses
can boost their sales and maintain genuine rapport with custoners both
of fline and online.
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