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Could it be that we are looking at it all
wrong?
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A WORD FROM
OUR THE CEO
Customer acquisition is all about getting
as many high-value, in-market consumers
in the door as possible.
As Zig Ziglar famously said, “money isn’t
everything… but it ranks right up there
with oxygen.” Nothing, absolutely nothing
kills a business faster than a lack of
“oxygen” (money).
But why is any of this important? Well,
there are very few business problems I can
think of that can’t be solved by simply
throwing more money at them, and if you
didn’t get into business to make money
then you’re either lying or you have a
hobby and not a business.
In very much the same way you would not
board a plane if you thought the pilot was
not following the flight plan, you should
not launch a business or any marketing
tactic if you do not have a clear customer
acquisition plan.
Let's take a look at ways to minimize costs
and increase return on investment.

ALEXANDRA
CEO
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89%

7X

of customers see
customer experience as
a key factor in driving
loyalty and retention

It costs 7x more to
acquire a new
customer than to
retain an old one

70%

+95%

you are more likely
to sell to an existing
happy customer

A mere 5% increase
in retention can
increase profits
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44%

16%

of companies focus on
customer acquisition

of companies focus on
customer retention

65%

20%

of business comes
from existing
customers

is the average
customer retention
rate
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60%
In the last six years alone, the
cost of acquiring new customers
has increased by 60%.

58%
Reducing the costs of customer
acquisition and proving the
ROI of marketing efforts are
two of the most commonly cited
marketing priorities among
companies.
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WHAT DOES
THIS TELL US?
Make your customers
‘badass’ and increase
their ability to drive
success for your
products

Kathy Sierra

To maximize profits and increase sales
while keeping operating costs low, we
need to focus on customer experience
management and supporting tools.

Your happy customers are the best
sales people you have:

Embrace your customers and
empower them to market for you,
this will lead to greater sales and
revenue.
Train your customers by increasing
their knowledge and
understanding of your products
and services.
Increase your Customer LifeTime
Value (LTV).
Customers who are highly skilled
in using your product act
differently and speak differently
about your product.
Create a personalised branded
Smart Content microsite relevant
to each individual customer.
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HOW
RETENTION
IMPACTS
KEY
METRICS

It is important to understand why customer
acquisition is also about retention

Retention as part of your strategy directly impacts
five key company metrics:
1. Reduces customer acquisition cost (CAC)
(There are next to no CAC costs as your current
customer base is doing all the leg work for you!)
2. Reduces customer service costs
3. Improves customer satisfaction, reducing churn
4. Increases brand perception
5. Increases customer lifetime value (LTV)
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1. Define your Best Customer Profile
(BCP).
2. Define your goals.
3. Define your strategy.
4. Define your content and channels.

13 STEPS TO
AN
ACQUISITION
STRATEGY
STRATEGY, TWEAKS, AND
NEW INITIATIVES

5. Make content shareable.
6. Inspire referrals and ask for customer
stories
7. Track the engagement of your
campaigns.
8. Refine segments, content, and channels.
9. Retarget the engaged segments.
10. Share engagement data with sales &
customer success.
11. Use personalized 1-to-1 Smart
Content hubs and microsites in
sales/upselling and cross-selling.
12. Build long-term relationships.
13. Measure and refine.
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BEST CUSTOMER PROFILE (BCP)

Why 'best' rather than ideal?
We are looking to find lookalike
customers of our 'best' customers.
Frank Kern came up with the PVP
formula.
The idea is to be laser-focused on our
most fun, most profitable, highestvalue and best paying customer types.

Personal Fulfillment: How much
do you enjoy working with a
specific type of customer?
Value: How much does this
market segment value your
work? Are they willing to pay
you a lot?
Profitability: How profitable is
this market segment? It's not
about "turnover" but "left over".

When a plan comes together
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DEFINE YOUR GOALS
Are you looking for more leads or trying to spread awareness? How will
you know when you've reached this 'goal'?
Smart goals are smart for a reason:
- Ensure that your goals are specific enough for effective planning.
- Define how you will prove that you are making progress, if not under
what conditions you should be reevaluating.
- Set a realistic and attainable (yet challenging, let's not take the fun out)
timeframe.
- Make sure that your goals align with your company values and north star.

DEFINE YOUR STRATEGY
It's not hard to measure if your acquisition strategy is headed in the right
direction and aligns with overall business goals yet we must roll some
numbers first. To do this we must take into account customer churn and
existing customer growth.
Measure customer acquisition indicators such as customer lifetime value
(CLV), monthly recurring revenue (MRR), customer acquisition costs (CAC),
and churn rate.
I like to use the following formula:
CAC = (cost of sales + cost of marketing)
new customers aquired
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CONTENT AND CHANNELS
After you've determined your BCP and what you want them to do, you'll
need to figure out how to reach them. Customers can be acquired through
a variety of channels, both online and offline, direct and indirect.
Anyone who knows Repurpost knows that content marketing and customer
retention are our preferred channels. Partners, affiliates and referrals go
hand in hand with these strategies but they may not be the best for you.
It's important to understand where your BCP will be. This may mean
including mobile marketing into the mix, or social media. Email marketing
and newsletters, or paid ads and SEO may be more close to what you need.
No matter what direction you take, consider whether a personalized
content experience will help you attain your goals. If you are leaning
towards paid ads is it worth maintaining your audience's attention by
providing them not with one content piece but with a personalized site
page with bundled content, making it easier to guide your audience through
handpicked content and towards your goal?

Remember that customer acquisition typically refers to the funnel as a whole.

Strangers

Visitors

Leads

Customers

'Badass'
Promoters
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SHAREABLE CONTENT
Increases brand awareness
Stay relevant and builds authority
Higher search engine rankings

REFERRALS AND
CUSTOMER STORIES
The last restaurant you discovered, was it
through a referral or another customer's story?
Behaviour is a function of a person and their
environment.
Visual cues are the greatest catalyst to human
behaviour. It's the idea behind "the lone wolf dies
but the pack survives".
Nothing shapes our behaviour more than social
proof. It falls in line with our natural instinct to
follow what others are doing.
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SMART CONTENT
Every piece of content being put out
into the world has an experience
around it. This experience can be the
make or break of your prospects'
buying decisions. Smart marketers
will create the right conditions and
the right content experience for a
potential buyer to engage further.

Covid, Netflix and Spotify (to name
but a few) have accelerated our
expectations as customers to receive
emotionally engaging content in a
contained experience.

Our job of crafting a strategy that
creates and captures value has
never been harder. All too often
because we focus on one element of
strategy at a time.

a) a great environment to live in,
b) an easy to follow structure,
c) a way to compel your audience to
engage.

Yet, when we take a holistic
approach, we craft a strategy that
encompasses carefully coordinated
business choices, competitive
positioning and implementation
processes helping us to adapt to the
constantly changing industry
demands.

Every content experience needs 3
core components:

Smart content bundles are
personalized microsites that appeal
to our most powerful sense, vision
and information. They create
attractive pleasure packed
experiences that spark engagement.
By providing our readers with the
power of information, knowledge
becomes your business's biggest
strategic advantage.
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HOW SMART CONTENT WILL

CONTRIBUTE TO ACQUISITION
First and foremost, you need to pick a Smart Marketing platform that fits your
requirements, and budget. Your success with marketing will largely be based on
the capabilities that your choice of tool comes with. The following points will
further help you create a strategy geared for success.

0 1 . Funnel engagement
Take control of your BCP's experience by providing them
with the assets they need when they need them. Making the
most of their attention whilst you have it.

02. Meet revenue expectations
Ditch those low converting landing pages and design
custom binge-worthy smart content microsites. Marvel at
how your buyers stay on-site and engaged with more
content (and increase conversion rates by 7x!)

03. Reduce CAC
Create valuable experiences for your audiences, accelerate
revenue and improve customer relationship management

04. Optimize the buying experience
Track Smart Content engagement to optimize for maximum
pipeline velocity. Repurpost provides you with full insight
into your entire buyer journey to see which content assets
are working the hardest.
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ALIGNING MARKETING WITH
SALES WILL SPEED UP SUCCESS
As marketers, it’s our job to create
digital experiences that our prospects
actually want to engage with. But
that’s typically something that’s
easier said than done. Getting
someone to click through an ad or
search result is only the first step—
the real challenge is building an
experience out of your content that
converts.
Having great content and a healthy
ad budget doesn't matter if you are
not aligned with the rest of your
company.
We are faced with the challenge of
marketing to a customer base where
38% of people will stop engaging if
our content is unattractive.
If you are still scratching your head
wondering why your campaign isn't
working the

reason is that we need to be aligned
not only with sales but customer
success.
The reason for this being that it
helps solve some of the main
challenges of implementing an
acquisition strategy:
1. creating a scalable strategy for
multiple BCP;
2. producing personalized,
customized content;
3. coordinating programs across
marketing, sales development,
and sales teams for up and cross
selling.
While creating personalised content
is not only the most effective digital
channel used, it is also the most
difficult to execute. However, it is
only a question of having the right
tech stack.
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RECOMMENDATIONS
0 1 . BCP Template, Strategy Creation
Repurpost

0 2 . Content Distribution

Repurpost, Hootsuite, Hubspot, Mailchimp,

0 3 . Central repository and Smart Content
generator:

Repurpost, Uberflip

0 4 . Retargeting
Google, Linkedin, Terminus

0 5 . Strategy audit and metrics
Repurpost, Analytics

0 6 . Customer Success, Sales & Marketing
Content feedback loop
Repurpost

0 7 . Content blueprint mapping, creation
and distribution
Repurpost,
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THANKS
FOR
READING

WE'RE HERE TO SUPPORT YOU!

Email us at alexandra@repurpost.com for comments or questions,
or book a time to chat over coffee at https://tidycal.com/alexandra

