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Personalized marketing is the latest 
buzzword in the world of advertising 
and promotion, but many retailers have 
probably been doing this in some form 
for a long time. Whenever a store offers 
a coupon for someone’s birthday, or 
an employee makes a phone call to a 
customer when a new style comes in 
or sends an email blast about the latest 
sneaker to all the runners in the com-
pany’s database, that personalizes the 
marketing efforts.

Now is the perfect time to take it to the 
next level. According to an Accenture 
Interactive survey called “Personalization 
Pulse Check 2018,” 91% of people inter-
viewed said they are more likely to buy 
from a retailer who sends them relevant 
and personalized promotions. So where 
does one begin?

Data Collection Is Job 1
It’s very tough to “personalize” market-

ing if you know nothing about your cus-
tomers, asserts Bob Negen of WhizBang! 
Retail Training. He believes a company’s 
customer database is its most valuable 
asset. And the very best way to collect 
information is to implement a loyalty 
program. “Now you can start building a 
relationship with them and they become 
your real customer,” Negen says. “There’s 
a big difference between asking a cus-
tomer for their email address and inviting 
them to join your loyalty program. When 
they sign up, it’s as if they are subcon-
sciously raising their hand saying, ‘Yes! 
Please market to me.’”

It’s also crucial to record, even manu-
ally, information about each customer’s 
purchases. Whether it’s on index cards 
or a spreadsheet, make note of what 
the person bought and their specific 
interests, such as colors, brands, widths, 
orthotics, heels vs. flats, and so on. Using 
a spreadsheet or more sophisticated 
software makes it easy to sort the infor-
mation and segment it for a particular 
marketing activity.

Jody Proctor of 12th Street Shoes 
in Bellingham, Washington recently 
upgraded her Point of Sale (POS) sys-
tem to Lightspeed® because she could 
not collect customer information using 
her old one. “It also provides an e-com-
merce system to which I can directly link 
my Instagram posts,” she explains. “Now 
I can gather some great information 
about my customers and tailor future 

marketing programs to them. When I 
am hosting a Dansko trunk show, for 
example, I can quickly email everyone 
who has purchased them in the past.”   

Personalized Marketing that 
Delivers Results

Bob Green and Mary Bonaccio, found-
ers of The Verdi Group in Rochester, New 
York, have been implementing person-
alized marketing programs for their cli-
ents for the past 25 years. They believe 
a good first step is to interview several 
of a company’s key customers. The first 
questions to ask, they say, are why they 
shop there, what they value most, and 
why they like coming into the store 
instead of ordering online. Then, make a 
genuine effort to find other people with 
similar goals. Green and Bonaccio also 
recommend being very judicious with 
giving out discounts. “Your mavens, for 
example, may not be price-sensitive and 
will buy whether they have a discount 
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or not,” says Bonaccio. “On the other hand, for someone new 
to your store, a former customer, or those who look but rarely 
buy, a coupon might be just the push they need.”

The Verdi Group recently implemented an “At Risk” program 
for a bank in Connecticut that wanted to encourage those 
with dormant or closed accounts to come back. With a goal 
of preventing attrition, they made a simple offer of a small jar 
of jelly to encourage customers to stop by the branch so a 
conversation could take place. “We were amazed at how many 
people actually came in for the jelly,” Green reports. “A shoe 
store could do the same thing by reviewing their customer 
history and offering ‘branded’ candy, tea or a granola bar to 
those who haven’t shopped with you in a while.”

To find new customers who fit the demographics a company 
is targeting, another idea would be to “trade” customer lists with 
a non-profit or another store that’s not a competitor, such as a 
clothing retailer. It doesn’t have to be an actual list exchange; the 
store seeking new customers could do the creative and write the 
message, and the other party would send out the email.     

All Business Is Local
Jackson Carpenter is a public relations consultant working 

out of the Austin, Texas area. His best advice on personalizing 
marketing is to have a strong awareness of what is going 
on in your local community. “You could play up local sports 
rivalries, or offer tips on where to go for a hike. One of the best 
ways to learn about what is going on is to join Reddit.com 
that features everything from silly trending videos to breaking 
news. Known as the ‘front page of the Internet,’ you can join 
communities on whatever interests you.”

Posting photos of events at your store or in the community 
can also bring customers in, Carpenter believes. “Perhaps you 
could offer to take photos on prom night, and invite the par-
ents along too.”

Personalized Marketing in Action
At Abbadabba’s three stores in the Atlanta, Georgia area, 

employees are very excited about the launch of their new loy-
alty program. “Not only will customers be able to receive 3% 
back based on how much they spend, but we will also be able 
to collect valuable information such as email addresses when 
customers sign up to participate,” says director of marketing 
Christine Porter. “For those addresses we do have, we send 
out about three emails a week to announce special events 
and trunk shows.”   

Negen believes social media can play a role when you are 
advertising to acquire new shoppers. But be careful of thinking 
that your social media following are your true customers. “This is 
really a ‘rented’ relationship,” he says, “where you might suddenly 
have to pay to communicate with the community that you built 
on their platform. But when the customer gives you their direct 
contact information, then it’s an ‘old’ relationship.”

Both Porter and Proctor have found Facebook to be a great 
resource to reach their target markets. “It is not very expensive to 
buy Facebook ads and I can select the attributes of those who 
might have a strong interest in the type of shoes I offer,” says 
Proctor. “It could be education level, income, residential area, or 
simply those who have self-selected to follow what is going on in 
my store.” Porter will tailor her Facebook ads to particular market 
segments depending on the brand she is promoting.   

To further personalize her marketing efforts for those who 
wear hard-to-find sizes, Proctor holds a “Princess Sale” every 
year and discounts only sizes 6, 10 and 11. “All the staff wear 
tiaras and we serve princess cupcakes and cookies,” she 
smiles, adding, “Everyone feels very special, plus it’s a good 
way to reduce our inventory at the end of the season.”

Negen believes the next step in building a relationship with 
your top customers is what he calls “clientelling.” “Once you’ve 
identified a customer who has great potential for you, assign 
a specific salesperson to be responsible for developing that 
relationship. For example, if you have a high-fashion shoe 
buyer, first make sure that he or she stays incredibly happy. 
When a great pair of new red shoes comes in, take a picture 
and send it to her. That’s the difference between a customer 
who occasionally buys and a client that you take under your 
wing. Just like a law firm or accounting client, you want them 
to be there for the long term.”   

Negen sums up personalized marketing with these words 
of wisdom: “It used to be [that] you would get a customer 
to make a sale. In today’s model, you make a sale to get a 
customer.” ■
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According to an Accenture Interactive survey 
called “Personalization Pulse Check 2018,” 
91% of people interviewed said they are 
more likely to buy from a retailer who sends 
them relevant and personalized promotions. 


