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Session 5 Agenda

• Developing The Customers You Know

• How To Ensure Customer Satisfaction

• Creating Customer Advocates

• How To Drive Revenue From Those Engaged Customers



Part I: The Customers You Know
The Cost Of Not Developing The Relationships You Already Have



The Cost Of New Customer Acquisition

• It can cost 5x more to acquire a new customer 
than to retain an existing one. 

• Increasing customer retention rates by 5% increases 
profits by 25% to 95%. (Source: Bain & Company)

• Retaining and nurturing existing clients has a far better ROI than 
onboarding new clients, since you already have a team focused 
on delivering success.

• Developing advocates and giving them a voice in your marketing 
makes your current customers feel more connected with you, 
reducing churn and fostering revenue growth.



Building On Existing 
Relationships
• Focus on the people who already 

know you, already like you and 
already trust your company — your 
current customers. 

• Identify your biggest advocates: One 
of the best ways to do this is to ask 
your client teams or your services 
organization to start identifying your 
happiest and most vocal clients.

• Reward them for using their voice 
and experience to lift your company.



Part II: Customer Satisfaction
Ensuring An Excellent Customer Experience







Customer Experience

• Customer experience will overtake 
price and product as the key brand 
differentiator.

• Only 8% (of customers) described 
their experience as “superior,” yet 
80% of the companies surveyed 
believe that the experience they 
have been providing is indeed 
superior. (Source: Bain & Company)

• Your future customers browse 
company websites and check 
reviews and references so that they 
can make an informed decision.



Why Worry About Customer Experience?

• Some companies aren't clear about why they should worry about 
customer experience and the impact it has on driving revenue. 

• Some collect and quantify data on it but don’t share it.
• Still others measure and distribute findings 

but fail to make anyone responsible for putting 
the information to use and implementing change.

• Measuring customer satisfaction does not 
mean you know how to achieve it.





Setting Expectations: Communicate

• Trust in the sales process is key.
• Defining expectations on delivery establishes trust, 

grows the relationship and sets the client team up for 
success.

• Long, vague service agreements and unclear expectations are a 
path to ruin.

• Consumers have greater choice than ever before, but all of those 
choices can create confusion.

• An integrated, clear solution to their pain will build confidence.



Customer satisfaction is the 
sum of a series of good and 
bad experiences. 
It happens when there is no 
gap between expectations 
and delivery.



Delivering On Expectations

• Deliver on your brand promise – the broader expectation.
• When clear expectations are set and documented, delivering on 

those expectations is a simpler process. 
• Clarity, communication and a closed-loop check-in process can 

identify issues before they become irreversible problems:
• Every function in the company should be concerned about and reporting on 

delivering a good experience to your customers.
• This is an opportunity to identify and mobilize advocates of your business and build 

out a mutually beneficial advocate relationship.

• Experience is built at every touch point in your customer’s 
experience with your company.





Part III: Customer Advocacy
What Is It And Why Should I Care?





Advocacy: What Is It?

• Advocacy marketing is a strategy that incorporates the designed 
involvement of current customers in your sales and marketing 
programs, encouraging them to proactively talk about their 
positive experiences with prospects.

• The starting point is delivering a remarkable experience to your 
customers.

• Make sure your customers are getting true value from your 
company, are completely satisfied with all aspects of your delivery 
and are so happy they’re willing to do something for you.



Advocacy: Why Do It?

• Today, 81% of buyers research 
online before buying, and they trust 
their peers more than they trust 
marketing messages.

• Integrating the voice of your 
customers into your brand is an 
increasingly important factor in 
new revenue generation.

• Advocacy also makes your current 
customers feel more connected 
with you, reducing churn and 
fostering revenue growth.



How To Create An Effective Advocacy 
Program
Building an advocacy marketing program requires creating a strategy 
with the designed involvement of your happy customers. To develop 
this program you need to:
• Delight customers – this is JOB ONE!
• Motivate them to participate
• Gamify participation:

• Tools like CustomerAdvocacy.com, Advocately, Influitive and others can make 
management of the program easy

• Build process around participation:
• Video testimonials, written testimonials and unsolicited emails to send to 

prospects in your current sales process

• Track and measure



Part IV: Driving Revenue
How To Drive New Revenue From Existing Clients





Building On Existing 
Relationships
• CEOs project revenue goals with a 

strong emphasis on new customers.
• Customer experience will overtake 

price and product as the key brand 
differentiator.*

* Customers 2020: A Progress Report (Walker Information)



Driving Revenue: Customer Email Campaigns

The Strategy: 
• Think beyond special promotions, discounts, special offers 

and other incentives like coupons. 
• What stories do you want share?

The Tactics: 
• Find the right cadence, similar to prospect email programs 

you are running. 

The Analytics: 
• Typical open rates on prospect emails are around 20% and 

click-through rates are around 3%. But customer email 
metrics should be higher. 

• Open rates should be closer to 30% and your click-through 
rates should be closer to 10%.





The Strategy: 
• Incentivize your customers for the referral, not for the sale.
• Give them something every time they give you a referral, 

regardless of how qualified that prospect is. 
• The goal of the incentive is to simply reward the customer for 

their extra effort. 

The Tactics: 
• Ask prospects: If they mention one of your customers, they 

get the incentive. 
• In some cases, we’ve created online forms for customers to 

submit information more formally, but your program doesn’t 
need to be this scripted. 

• Once you get the referral, make sure you have a system to 
distribute your incentive.

Driving Revenue: Referral Program



The Analytics: 
• The key metric for a referral program is the number of 

referrals. 
• Increase goals month over month.
• You will have to promote the program to drive referrals.
• Other metrics are revenue from referrals and close rate on 

referred prospects.

Driving Revenue: Referral Program



The Strategy: 
• Map out 12 monthly stories to promote the cross-sell or 

upsell storyline. 
• You might have multiple campaigns – for example, one for 

service and one for product add-ons. 
• Focus on adding value.  

The Tactics: 
• Customer email programs: It’s possible to promote several 

stories in each email. The more educational you make the 
email, the higher your open and click-through rates. 

• The goal is to get people back to your website.

Driving Revenue: Cross-Sell And Upsell Program



The Analytics:
• Open and click-through rates are important.
• Track revenue attributed to these email campaigns by 

business unit.

Driving Revenue: Cross-Sell And Upsell Program





The Strategy: 
• Prospects are looking for online reviews related to your 

business.
• Use industry review sites as well as Google and Facebook. 
• Encourage your happy customers to write online reviews.

The Tactics: 
• Sales and customer service people should also proactively 

ask customers to leave a review.
• Have a regular email campaign. 
• Include a link in your signatures. 
• Incentivize your customers for leaving reviews.
• Simplify the process with software tools like Endorsal.

Driving Revenue: Online Reviews



The Analytics: 
• Look at the number of positive reviews this month vs. last 

month and this year-to-date vs. the same period last year. 
• What gets measured, gets done. If you actively measure 

reviews you can observe and act on your changes in monthly 
performance.

• Understanding your customer’s experience with your company 
is a key metric in driving ongoing revenue.

This is an important metric in turning customers into 
revenue. 

Driving Revenue: Online Reviews



Our Butterfly
Thiel & Team, Design And Procurement Services

Before: No consistent or programmatic approach 
for cross-selling or upselling.
After: Planning for an email campaign focused on 
cross-selling procurement services to 
long-standing customers. 

Before: While Thiel & Team builds strong 
relationships with their design clients, there is no 
formal referral program.
After: Planning for a more rhythmic and focused 
referral program with a defined reward program.



Exclusive Content
6 Ways To Generate Revenue From 
Your Current Customer Base



Questions?

• @square2marketing
• @Square2
• /company/square-2-marketing

Thank you for attending!


