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DID YOU KNOW? 
 
Mailmark’s NeighborDirect customer acquisition program 
can analyze a client’s database of customers by generating a 
market penetration analysis and matching it to specific postal 
carrier routes.  Areas with high concentrations of existing 
customers can be targeted for new customer acquisitions. 
 
Call Mailmark today at (800) 334-8983 to learn more or 
email us at mailmark@mailmark.com. 

 

Finding New Value In 
Existing Customers 

irect marketing, fostering existing customer 
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How can we maximize profitability for existing 
hile focusing on getting new customers?  Here is 
ook at how to make the most out of your 
omers and attract future customers. 
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revenue stream from a customer relationship.  
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 improved direct customer relationships.  It 
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listen closely when problem-solving.  Learn what’s 
important to your customers why it’s important.  Doing this 
can help you fine tune your marketing efforts. When 
customer needs are misunderstood, it’s difficult to 
implement effective, relevant marketing programs.  Sales 
and marketing programs take time to personalize and re
They’re constantly revised and adjusted to comply with a 
changing marketplace.  Ask yourself why any given 
marketing program does or doesn’t work and define which 
aspects can be changed or improved.  Talk to your customer
about the competition.  Customer feedback will help you 
better define and execute on your marketing 
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initiatives.   
 
4. Opinion Leaders and Influencers 
All businesses are impacted by opinion leaders and 
influencers.  Sometimes, influencers such as competitors can 
negatively and positively impact your customer’s business.  
Leaders and industry experts can bring new business if they 
know you can offer benefits that your competition cannot.  
This can also lead to a network of new customers or other 
leaders in the industry.  It is important to stay updated on 
industry news and networks within markets. 
 
5. Different perspectives on Customer Value 
A. The total value of their relationship with your company 
B. The potential value of their relationship 
C. The profitability of their relationship 
D. The insights they can provide about your company 
E. The influence they wield over other customers 
 
Following these tips will help you build value within your 
existing customer base.  You’ll understand and effectively 
help your customers.  And you’ll be able to look ahead and   
attract your best potential new customers.  
rk.com 

 


