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Trick #5: Focus on Building the Relationships You Already 
Have

Many brands focus their marketing e�orts almost entirely on earning new customers. 

And this is a mistake. 

While acquisition is certainly an important part of any company�s marketing strategy, 

building strong customer relationships is ultimately the best way to achieve 

long-term success. 

That�s because customer relationships have a direct impact on customer retention � 

which is an extremely important part of generating a steady �ow of revenue. 

In fact, increasing customer retention rates by just 5% can increase pro�ts by 

anywhere from 25% to 95%, and 2% increase in customer retention has the same 

e�ect as decreasing costs by 10%. Plus, on average, loyal customers are worth up to 

ten times as much as their �rst purchase. 
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It�s clear, then, that it�s more than worth your time and resources to put a strategy in 

place for maximizing customer retention. And you can get creative with these 

strategies, both online and o�. 

For example, air freshener brand Glade created a pop-up museum called the 

Museum of Feelings, that includes a walk-in kaleidoscope, An LED jelly�sh forest, 

and a cloud room � just to name a few standout parts of the experience. 

This exhibition was based entirely on the idea that memories are linked to scents, 

and designed to create a memorable association with the brand. 

And while it didn�t highlight any speci�c products or marketing campaigns, it was 

certainly an e�ective approach to getting consumers� attention and getting emotion-

al reactions to the brand that are nearly impossible to create during normal shopping 

experiences. 

So as you look for ways to connect with your customers in memorable ways, consider 

both online and o�ine strategies. As long as all of your channels are connected, 

these experiences can translate into future actions wherever a customer connects. 



Conclusion
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Conclusion

Today�s consumers expect excellent omnichannel experiences � and delivering on 

this expectation is no longer optional. 

If you want to establish a loyal, long-term customer base, you need to provide 

seamless engagement on every channel you use as part of your marketing, sales, and 

support strategies. 

And part of achieving this goal is �guring out how to best integrate your channels to 

maximize each one�s e�ectiveness. 

First, you can boost loyalty by o�ering better resources that empower your audience 

to �nd the answers they need and troubleshoot any issues on their own. 

Then, o�er your employees the training they need to not only deliver top-notch 

customer support, but also get shoppers connected with your brand on other 

channels. 

If your company owns physical retail spaces or storefronts, you�ll also need to 

establish a seamless online-o�ine connection so that customers can easily move 

between their interactions with your company. 

From there, use the data you collect on each channel to personalize the experience 

on every channel where a customer engages with your brand. 

Finally, focus on using every channel in your strategy to build and strengthen 

relationships with your existing customers. 
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Although many brands make the mistake of focusing primarily on acquisition, 

retention can have an even more signi�cant impact on your success. And an omni-

channel strategy is an excellent way to improve it. 

With these �ve strategies, you can strengthen all of the channels in your omnichan-

nel approach � and deliver an even better customer experience than ever before. 



TRY FRESHDESK NOW


