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Great tips for how to reduce customer churn
Let’s be honest. Customer churn is part of business. The question isn’t how to 
stop customer churn. It’s how to reduce it, whether through improved messaging 
or better channel mix, or through improved communication strategies that help 
you keep more of those customers you’ve worked so hard to earn.

1. Identify which customers are 
churning
Start by looking at your customer 
list. Which customers are no longer 
active? Do they have anything in 
common? If so, what?

Say you find out that most of your 
lapsed customers are in a specific 
geographic area. Is the demographic 
mix changing in that location? Is 
the messaging outdated? Is a new 
competitor stealing your thunder?

How about communications 
frequency? Are you tracking how 
frequently you are mailing to each 
customer group? You might find that 
when it comes to lapsed customers, 
you haven’t been reaching out as 
frequently and they’ve been falling 
through the cracks.

Or maybe it’s your channel mix. 
Maybe you bumped up your email 
marketing only to find that B2B 
customers have overflowing inboxes 
and those communications are getting 
lost.

2. Ask them why they are churning
Doing an analysis of churning 

customers is helpful, but talking to 
your customers is even better. Sure, 
you could re-engage them simply by 
offering an incentive, but then you 
won’t learn anything.

Consider asking lapsed customers 
to complete a survey in exchange 

for a free offer. Why did they stop 
buying from you? Did they have a 
poor customer experience? Are your 
products no longer relevant to their 
needs? Are they still interested and 
just need a reason to buy? Identify the 
disconnect so you can address it.

When you reach out, consider 
using direct mail, even if you ask 
those customers to fill out the survey 
online. Statistically, postal mail is 
more likely to get opened. Plus, it has 
higher perceived value, so lapsed 
customers are more likely to engage.  

3. Identify and engage your best 
customers, too
Do an analysis of your best 
customers, as well as your lapsed 
ones. Who are the customers who buy 
from you most often? Who spends the 
most money over time? Thank them 
(people like to be thanked for their 
loyalty), and survey them, too. Find 
out why they are loyal to you so you 
can keep doing the things they love.

4. Create an engagement plan
Create a plan to engage both 
groups—lapsed and engaged 
customers. Create the right channel 
mix, with the right messaging and the 
right offers, to address the specific 
needs of each group. 

Keep that communication flowing!

What are some of the ways you can keep churn to a minimum?
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This article on how to 
reduce customer 

churn took me 
back to my 
experience of 
running a declining 

company years 
ago and the keys to 

building it up. We were 
in a B2B market in the Sports 
construction business with our 
competitor having the “Brand” 
recognition, making us fight to 
be an equal on most bids. We 
weren’t big enough to go head to 
head on branding, so we chose 
to use our personal relationships 
to get our contractors to help us 
sell to their customers. It took an 
attitude shift on our part towards 
customer service, and tying 
our company personally to the 
customers, his staff and family. 
An example of this was to change 
our annual Christmas gifts to 
beautifully packaged wrapping 
paper sent to our contractors 
wives. This personalization of 
all we did and getting to know 
the customers and family’s was 
our plan. Since our competitor 
was big and inflexible, we were a 
sharp contrast and soon began 
winning the contractors over. This 
mindset got us enough market 
share, that in the end we owned 
both the “Fancy Brand” and the 
competitors company. 

You can’t beat “Relationship 
Building” in the long run. Nobody 
wants to buy from Goliath once 
they get to know David. 

John Welburn
Business Consultant



Take a long- 
term view by 
marketing to 
people, not 
demographics

As marketers, we are surrounded 
by data. From in-house customer 
information to third-party data 
that rounds out customers’ 
demographic and behavioral 
profiles, we have more data at our 
fingertips than ever. According 
to InvestPro, brands that use 
data-driven marketing deliver 
between 5x and 8x return on their 
marketing spend. 

How do you become one of them 
(if you aren’t already)? You may be 
personalizing your direct mail and 
email with people’s names, tailored 
offers, and even customized images 
and text, but not getting those kinds 
of numbers. What’s the secret? 
Think long-term. 

Marketers are often focused on 
immediate results. Indeed, knowing 
the ROI on that direct mailing, 
email campaign, or in-house event 
is important. However, marketers 
who get outstanding results take a 
longer-term view. They know that 

keeping and building relationships 
with customers yields higher profits 
over time than quick-hit campaigns. 

To get the kinds of numbers 
reported by InvestPro, don’t market 
to demographics. Market to people. 

Say your data shows that a 
high percentage of your customers 
are stay-at-home or work-from-
home parents with school-aged 
children. To get them to make a 
purchase, you could offer them 
a 10% discount on relevant 
products such as school clothing 
or school supplies. However, that 
just reinforces a transactional 
relationship based on having the 
right discount at the right time. 
Instead, step back and think about 
what that data tells you in terms of 
their priorities and needs. Then act 
on what you learn. 

For example, with so many 
school children learning virtually 
right now, how do parents keep 
their students focused on their 
schoolwork instead of the dog 

running through the kitchen? How 
do they balance their work and 
home responsibilities when they are 
constantly having to stop and help 
with assignments? Craft messaging 
that shows that you understand. 
Present your home décor products 
as a way to create in-home study 
spaces that keep kids focused or 
your at-home meal preparation 
kits as a way to help parents cook 
healthy meals faster so they have 
less to juggle. 

Salesforce has found that 70% 
of buyers say that a company’s 
understanding of their personal 
needs influences their loyalty.  
So use your data, not to match 
products to buyers, but to 
understand your buyers instead. 
Use what you learn to communicate 
that you genuinely care about their 
struggles and that you’re there 
to help. Once buyers feel that 
you “get” them, your relationship 
will move from transactional to 
engaged—and your ROI will soar.

BUILDING UP
CUSTOMER 

RELATIONSHIPS



Courage to Find Effective Change
Happy New Year! 
As we go into 2021 
we are still in the 
middle of challenges 
that hit us from 
2020. Hopefully 
we are a bit more 
adjusted than we 
were when said 
challenges made 
themselves known. 
Those challenges 
have proven we do 
not have the luxury 
to always plan for 
some changes. 
Things happen 
and circumstances 
demand we change. 
For us at Immerge 
one of our most 
significant changes is moving our 
office from Harrisonburg, VA to 
Waynesboro, VA in a suite next 
to our parent company McClung. 
However, we have also learned 
through this time we can work 
remotely as well and conduct 
business just as effectively through 
platforms like ZOOM, as we are 
sure many of you have found.

Change is Challenging

Change is challenging because 
most often our confidence is found 
in our experience and where we 
have been. Our present challenges 
we are facing are often forcing us 
into places, at best we have limited 
understanding, and at worst, places 
we consider parts unknown. An 
example of this is seeing some 
clients, and businesses in general, 
forced into re-evaluating how 
they do e-Commerce business 
because of quarantine and social 
distancing mandates. Online orders 
are booming. Many have had to 
sharpen their understanding on 
shipping and inventory among 
other issues. Online business is a 
challenge for local businesses and 

Companies are 
having to make very 
real decisions. None 
of us like regressing 
regardless of the 
situation. This client 
among others is 
researching their way 
into effective change 
for success. This 
doesn’t happen by 
accident and rarely 
happens alone.

Our Goal to Help 
Bring Change

Recently we were 
asked by a software 
company to lay 
out all of the things 

we are capable of. In short, after 
highlighting that Digital Marketing, 
Web Development and Web Design 
were such broad paint strokes we 
then went on to express what we 
do is “listen”. We find it is our job 
to actually listen to what a potential 
client needs. If we hear your need, 
we can supply the proper solutions. 
We are virtually ineffective to help 
or serve anyone if we show up with 
answers without having listened 
first. Change speaks to transition 
and that can feel pretty lonely and 
out of control, especially in our 
present challenges. My greatest 
appreciation is that through this 
time of covid, moving from 2020 to 
2021, clearing out an office with its 
own memories, and even having 
to process personal challenges 
and changes we have been a 
heck of team. I’ve had colleagues 
who have listened when I have 
needed it and they have trusted 
me to listen to them when needed. 
What we do as companies starts 
from the inside out. The inside has 
been pretty awesome and we are 
looking forward to who we have the 
opportunity to serve in 2021 helping 
serve and bring effective change.

they are having to entertain and 
educate themselves in e-Commerce 
and factors that they have not 
considered. This has led us as a 
company to spend time doing more 
consulting and educating than in 
times past.

Effective Change For Success

At Immerge, where we excel at 
digital marketing, web development 
and web design it doesn’t mean 
we know more than our clients or 
potential clients. In fact, thinking of 
one of our clients, they came to us 
because they were very aware and 
sharp regarding digital marketing. 
This CEO recognized he had the 
know-how, but did not have the 
time. They researched online to find 
a company that could be effective 
to reach their goals. That was us. 
We had a Zoom video call getting 
to know one another and they came 
to the conclusion they needed 
Immerge to help serve their goals 
through their challenges. This same 
CEO we serve has managed to find 
such a level of success they have 
added a new Operations position 
to assist in growth for the future. 

IMMERGE — THE WEB AND DIGITAL MARKETING DIVISION OF McCLUNG COMPANIES

 Change
   in
 2021
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Which singer had a Top Ten 
hit, in 1961, with Cupid? 
Email answers to mcmarket@mcclungco.com  
by February 28. Be sure to include your name 
and phone number. One name will be chosen 
from all entries and will receive a cool gift card!

Congratulations to Karen Shannon at PRI for 
winning last issue’s McQuiz contest. She got a 
$25 gift card. The short-term heat in Autumn is 
called Indian Summer.

M c Q U I Z

Paper from 
sustainably-
managed 
forests

M c C L U N G  N E W S  B R I E F  

Britt receives fourth quarter award
John Britt, Bindery Coordinator, 
was recently chosen Employee 
of the Quarter at McClung 
Companies. Established in 
1992, the award is based 
on recommendations from 
fellow workers and recognizes 
McClung employees who display 
extraordinary dedication to their 
jobs.

“John’s proven leadership is 
recognized daily,” noted Sheila 
Southall, Vice President of 
Operations. “He is depended 
upon to provide solutions to a 
wide range of projects while keeping the best interests of our 
clients in mind.”

Britt has 12 years of service at McClung and lives in 
Bridgewater.

Draw attention and keep it!
Why promotional items are perfect trade show giveaways and 
useful daily reminders.

John Britt

Dear friend,
1. Branded Bags
Anyone who has gone to a trade show knows how quickly your 
arms fill up with booth materials. It’s a lot to handle! Offer booth 
visitors a branded bag to carry their materials in. They will take 
these bags everywhere they go, even into your competitors’ 
booths! Not only will your bags make attendees feel grateful, 
but they become walking advertisements to other attendees 
at the show. Booth visitors will also use your bags long after 
the show is over, reinforcing your goodwill and helping them to 
remember you. 

According to the ASI’s Global Ad Impressions Study, branded 
bags are kept an average of 11 months and give you 3,300 
impressions per bag. At a cost of $5 per bag, that’s a cost per 
impression of 2/10th of a cent. Plus, 50% of consumers say 
they are more likely to do business with a company that gave 
them a promotional bag. 

2. Writing Instruments
Branded, promotional pens are inexpensive and have an 
extremely good return. We’re not talking about those cheap, 
throwaway pens. We’re talking about high-quality writing 
instruments. At trade shows, people are always looking for 
something to write with, so give them a pen with your name 
on it. Branded pens are kept an average of nine months and 
generate 3,000 impressions. At $1 per pen, that’s a cost per 
impression of 1/10th of a cent. Plus, 51% of consumers say 
they would be more likely to do business with the advertiser 
that gave them a branded pen. 

3. Calendars
Get a calendar into someone’s 
hands and they’ll be exposed 
to your brand every day for 
the next year. Promotional 
calendars that cost $3 have 
a CPI of only 3/10th of a 
cent. More women (37%) 
than men (20%) consult 
their promotional 
calendars on a daily 
basis, so know your 
audience. 


