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It goes without saying that repeat customers are more profitable for your 

business than new customers. After all, you’ve already done the hard work of 

acquiring them in the first place!

And the data agree: according to the Harvard 

Business School, increasing customer 

retention rates by 5 percent increases profits 

by 25 percent to 95 percent.

This makes customer remarketing one of the 

most effective levers you have for increasing 

the lifetime value and profitability of your 

customers.

And when the overall value of a customer 

goes up, so too should your budget to reach new ones. And who doesn’t 

love more budget?

Ready to start remarketing? Fantastic! Let’s dive in.

Introduction
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BIG SPENDERS

The secret to having people respond to your reorder marketing is to meet 

their interests. Unfortunately, there are often as many ways to determine the 

interests of people on your list as there are data points in your marketing 

system(s). 

To help you cut through the clutter, here are some simple yet effective ways to 

segment your data:

Building Your Lists
To Whom Are You Marketing?

Your big spenders. You can create a list of everyone whose total orders 

placed are greater than, say, $1,000. When you pick an amount that only your 

top 10% of customers have spent at your store, you will have a segment of 

your VIP customers. 

Study the people on this list closely and provide them with 

special deals, behind-the-scenes access, exclusive products, 

personal touches, etc. These are your biggest fans (and a 

powerful potential marketing channel) and you would do well 

to acknowledge as much.
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DEMOGRAPHICS

Demographics-based lists. If you sell clothing, do you have separate lists of 

men and women? I’m consistently surprised by how irrelevant are some of the 

messages I’ve received from etailers—even by these simplest of criteria. 

For instance, I recently joined  a trendy eCommerce site and purchased a pair 

of men’s shoes. Now I’m receiving emails about everything from women’s 

blouses to bed sheets to cookware. I’m millimeters away from hitting the 

unsubscribe button on this merchant.

Had they simply put me on a list for 

men and focused their remarketing 

efforts on improving my wardrobe, I 

wouldn’t be as annoyed. Bonus points 

to them had they sent me style ideas 

for those sweet new shoes. But that’s 

for another chapter.
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Business Versus Pleasure

One thing I’ve noticed is that often times companies have business buyers 

as well as everyday consumers. Let’s say you sell specialty messenger bags. 

How do you know if someone buying your bag works at a company that 

could go on and make a large B2B purchase from you? Are you providing 

opportunities for this potential “business buyer” to identify him or herself?

Many merchants think that a B2B customer will simply call them up and start 

chatting about making a large order, but why take the risk? Wouldn’t it be 

better to simply allow them to self-identify in some way during the sales or 

research phase, and then send them business-related nurturing material? Do 

you have any business-related material on your site? If they’ve downloaded 

it or looked at those pages, you can add them to the “business” list for some 

light nurturing down the road.

In this way, you could focus your business buyers on taking the next step of 

speaking with you or otherwise requesting a quote, and not fall prey to the old 

“they’ll call me when they’re ready” fallacy. 
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INTERESTS

Are you building interest-based lists for your buyers yet? If not, your post-

purchase marketing is probably bugging them, and at best it’s irrelevant. 

Some of the best ways to build interest-based lists are:

Ask them. If you don’t know who in your customer list is, say, a surfer versus 

who is a kiteboarder, then create a landing page that lets people customize 

their experience. That is, they can tell you that they prefer surfing, kite 

boarding, or both. The information you gather on the landing page can be as 

rich or sparse as you feel comfortable asking your customers. For instance, 

I recently saw a landing page that asked 15+ questions about someone’s 

interests and background. But if you’re going to go that far, you best be 

prepared to deliver a customized experience for those answers! 

Mine the order data. Ideally your eCommerce store and your marketing 

database are tightly connected and sharing purchase information. If so, you 

should be able to create a list quite easily of everyone who bought one kind of 

product from you versus another.

Mine the website data. If someone has browsed a certain category on 

your site 10 times in the past week, chances are they’re looking to make a 

purchase there. Why not add them to a list for cross-sell nurturing on those 

products they’re newly interested in?
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Now that you have your lists, you can start following up with them. Every 

etailer needs a strong nurturing campaign for a customer’s first purchase. 

They just said “Yes!” to you, so it’s time to put your best foot forward and 

follow up strong. The following pages will walk you through the essential 

elements of a campaign to deepen the relationship between your company 

and its new customers.

First Follow-Up
The Basics

Spice Up Your Transactional Emails

Just because the first email post-purchase is transactional doesn’t mean it 

has to be boring (or lacking a CTA for that matter). Nearly everyone opens 

a confirmation email after making a 

purchase, so make it work for you! 

You can include secondary incentives 

to purchase and further engage 

with your company. This email from 

JackThreads (purchase details 

removed from message body) includes 

calls to action to view their blog and 

follow them on Facebook.
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And shipping emails too!

This confirmation email from 

JackThreads offers a prominent 

incentive to invite friends. You 

could also include educational 

content preparing people for the 

product that is about to arrive at 

their doorstep. Is there anything 

on your blog that would help 

a customer see more value or 

usage from the product? Include 

a link to that in your message.

Of course, another approach is just to charm the heck out of your customer, 

getting them to talk about you to any and all who might be nearby when they 

open your email (as I did with when I received this Warby Parker email).

Look at their excitement-
building (and oh so true) 
headline!
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Send a Thank You Note

Your mother taught you well. So why 

not send thank you notes to the people 

you appreciate at work too (most of all, 

your customers)? 

As long as it’s a heartfelt message, 

people will appreciate it. And if 

you’ve done your homework and put 

them on the right list, the product 

recommendations you choose to make 

in the email will add value as well.

In addition, you can thank them with 

a discount or credit towards their next 

purchase. Here is an example from 

Home Depot which also makes good 

use of their educational resources, the 

“How-To Community”.
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BUILD YOUR COMMUNITY

I open almost every single email I receive from Betabrand. Their combination 

of humor, creativity, and great gear make their communications irresistible. 

Below are the latest I’ve received from them, including two of the funnier 

headlines and campaigns I’ve ever seen.

As a tangent, the campaign for their spring women’s line featuring exclusively 

women with PhDs as models landed them an enormous amount of press and 

buzz. It begs the question: What can your business do to stand out in your 

market? But I digress...
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More Community!

Another element that gives Betabrand their marketing power, in addition to 

their great clothes and personality, is their community of users. Once you 

purchase from them, they not only 

invite you to join the community 

and share pics of yourself doing 

awesome things in their gear, they 

actively promote said community to 

their users. 

Here’s a recent email from them, 

highlighting adventurous users of 

their disco ball fabric.

Can you highlight your customers 

using your products? It’s the B2C 

version of a case study, and you 

might be surprised how many 

people want to show off their love 

for your product. Share their stories 

on social media, on your blog, or in 

a special “community” area of your 

site.
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Ask For a Review

Product reviews are gold. For starters, they increase customer loyalty (once 

you’ve put your name to something in public, research on consistency of 

behavior shows that you’re more likely to stand behind your vote later on).

Reviews also influence 

new customers, and have 

been shown to increase 

conversions on a product 

page by as much as 

30%. Sending an email 

that requests a review is 

an effective practice for 

increasing this valuable 

on-site asset. Here is an 

example from ModCloth.

And check out Warby Parker’s simple copy and delightful headline:
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Connect with a real live human being

This example shows Ann Taylor 

offering personal assistance to 

increase engagement and develop 

relationships. Offer a personal 

consultation to help your customers 

get exactly what they’re looking for. 

Most businesses find that both the 

conversion rate and average order 

value increase tremendously when 

a customer is working directly with 

a sales person, so give them the 

chance to do it!

The arrow points to the in-person call 

to action for the email.
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Here is the landing page where you schedule your appointment after clicking 

the link on the previous page. Pay attention to a few pro tactics being used on 

this form:

●  The benefits of booking an appointment are listed above the form, helping 

confirm the value of booking a consultation. This will increase conversions 

once people arrive at the page.

●  They have a 2-step conversion process, with the first being email and 

phone, so that they can follow up with anyone who starts to book an 

appointment but doesn’t follow through. Page two is a much longer form 

where you enter your details.
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Offer related products

Are there items that go perfectly with what someone just purchased? Let 

them know in a targeted “related products” email. The more targeted your 

recommendations, the better they’ll perform—on average, targeted emails 

convert 200% higher than batch and blast emails. 

Setting up personalized 

recommendations will allow you 

to achieve the “Amazon effect” 

and delight your customers 

through a customized 

experience. This email from 

Baudville displays items 

related to the previous product 

someone has purchased. This 

targeted email sees a significant 

lift in click-through rate over 

their normal emails.
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Nail Your Suggestions

Check out how Banana Republic 

uses the customer’s name to suggest 

a personalized summer checklist. 

Apparently their product choice 

algorithm worked pretty well, as the 

recipient of this particular email was 

interested enough to click through. 

Nailing suggestions in this way provides 

benefits far beyond the mere click 

and possible sale. Ensuring your 

recommendations are actually helpful 

sets you apart from companies that 

send the standard slew of product 

choices, and it makes the recipient feel 

like you know them. And that’s a good 

thing. We like people who pay attention 

to us. That builds loyalty and drives 

repeat purchases.
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Improve your service

If you haven’t used the ultra-simple yet effective Net Promoter Score (NPS) 

survey, I highly recommend you start doing so. It’s as simple as sending an 

email to your customers asking how likely they are to recommend your store 

to others. 

Set up each number for the response as a hyperlink , with 0 – 6  (detractors) 

linking to a “Sorry you didn’t have a great experience” page; 7 – 8 (passive) 

linking to a “Help us do better” page; and 9 – 10 (promoters) linking to a “Yay! 

We love you too, and here’s how you can share us with your friends” page.

Track responses to the 

email either through the 

clicks or through the 

page views on your three 

landing pages. This will 

both give you insight 

into the quality of your 

customer experience and 

help you follow up with 

people according to their 

responses.

Here is an NPS example 

from HubSpot’s swag 

store, the HubShop.
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Replenishment

Time to reorder

If your product is consumable with a specific time frame for replenishment, 

create a workflow that sends an email prior to when it will run out, 

encouraging people to reorder.

This example from Prevagen is sent 10 days 

before the item purchased is scheduled to run 

out. They send another email 10 days later.

Your replenishment emails can be built either 

around the standard purchase cycle for a 

product, or if you have more advanced systems 

in place, a customer’s average re-order 

timeframe. Some companies do a little math 

on their customers’ buying dates and set up 

workflows to execute based on how frequently 

an individual customer actually purchases from 

them. 

This is a fairly advanced tactic and certainly 

isn’t necessary in order to do effective replenishment marketing, but if you 

have some good tech people on your team, this might be a good way to kick 

your nurturing program up a notch.
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When to Coupon?

Ideally you can start with a simple reminder, and you might want to add a 

small discount at the time when the supply has run out. Save your deep 

discounts for 7-10 days after the customer’s supply has theoretically run 

out. If your customer is a big fan and consistent user of your product, simply 

the reminder that it might not be part of their life if they don’t act now will be 

enough to motivate them.
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Reorder Examples

I work with a number of companies who sell food online. This is one of 

the most obvious and powerful opportunities for replenishment marketing, 

because the customer is supposed to eat your product. When it’s time to 

order more, try sending a targeted email that includes the details of what they 

purchased the last time: product name, product image, URL on your site to 

reorder. Also include related products, in case they want to experiment with 

other items you carry.

Clothes, shoes, boots, and other apparel are interesting in terms of 

replenishment campaigns. Are there items in your product line that are 

consumable? For instance, running shoes should only be worn for 400 – 500 

miles before buying a new pair (for the runners out there). Combat boots 

should be repurchased every 8 months (for the soldiers out there). If your 

product itself isn’t consumable, are there parts or accessories that are? 

Air filters, for instance, need frequent replacing and are a bit of a pain to 

remember. If you do the reminding, you’re adding value, and that will turn into 

revenue.
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GIFT OPTIONS

Staying Top of Mind

If people have replenished their supply a few 

times, chances are good they’re a fan. Encourage 

them to share the love with someone in their life. 

They already know that your product or service is 

amazing, that’s why they keep buying it, so make it 

easy and desirable for them to share that product 

with their friends and family. Two approaches here 

would be to either “refer a friend” or to actually 

purchase a product or gift card for their friend.

Sometimes a replenishment period is longer or more unexpected than a 

typical 60-day workflow. In that case, how are you staying in front of people 

prior to replenishment time? If you’ve been studying inbound marketing, 

you’re hopefully doing so with great content and helpful information for 

your customers. Bake this into your post-purchase nurturing to build the 

relationship with your customers and be the first one they think of when they 

need to reorder your product.
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Get Scientific

In medical circles, whether or not someone is using the treatment or therapy 

prescribed is known as compliance. While this might sound extra creepy in 

marketing circles, a similar idea applies.

Are you helping your customer 

get more benefit from the product 

they’ve purchased while they 

should be using it? Have you sent 

a user guide, helpful blog posts, 

or invited a customer to your 

community of users?

The more you invest in customers 

seeing the benefit from using 

your product over time, the 

more natural it will be for them 

to reorder when that time comes 

around. Not to mention the fact 

that if they’re using the product, it 

will actually be gone (rather than 

the half-empty bottles of vitamins 

and other items so many of us 

have around the house).
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Lapsed Customers

Novelty versus habit

We all know that the first time you do something it’s a novelty, and the 

chances that you’ll do it again tend to be quite low. The second time you do 

something—like purchasing from a store for instance—you’re establishing a 

pattern. But the third time you do something, you’re at the beginning of a new 

habit. 

As marketers, we want to make sure that our customers go from first-timers 

to lifers (or at least “third-timers”). Of course, your business itself needs to 

provide the kind of value that would cause someone to become a lifelong 

customer, but your marketing can certainly help the process.

Are you focusing on your first-time customers that haven’t reconverted? Try 

to find out why they didn’t make it to the next purchase. Can you tweak your 

marketing in order to spur them towards that new habit? Test aspects of 

the follow-up such as timing, messaging, visuals, channels, etc. Moving the 

needle at this crucial stage of the process—when people are still engaged 

with you but haven’t yet establish their long-term allegiance—will yield 

tremendous benefits.
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Win Customers Back

Winback emails are a good time to offer a surprise coupon. Set up your 

workflow so that if they haven’t purchased another item from you after 60 

days, they get a little reminder and a reason to do so. This email from Crocs is 

a good example of how to reach out with humor and value. 

Of course, your winback emails can also be effective simply by reaching out 

and reminding people why they purchased your product in the first place. As 

always, let that personality shine!
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Capitalize on FOMO with a breakup email

Let’s face it, if a contact hasn’t opened or clicked any of your emails in the 

past three to four months, they might never come around. In that case, 

you’d be better off focusing on your contacts who are engaged than sending 

messages to people who don’t want to hear from you (even if their preference 

is stated passively). 

This “break-up” email from NTEN is lighthearted yet focused, and can often 

spur dormant contacts back to life.
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Contests

Contests can be a good way to get people excited and reenergize a sleepy 

section of your email list. The warning here is that just because someone 

signs up for something free doesn’t mean they’re necessarily interested 

in your product. So the action you see around contests might be a false 

indicator as to people’s engagement with your brand. That being said, for the 

relatively small investment in a prize or reward, you may be able to generate 

outsized buzz amongst your target audience, and bring some of those lapsed 

customers back to the checkout page. 
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Outside the Inbox

Connect socially

Find a tool that integrates with a list of contacts to see which of your 

customers are active on social media (yes, HubSpot does this). If you have a 

large volume of customers , you can focus this list only on your most valuable, 

or those who are most influential online. Nurture them via Twitter a few weeks 

after their purchase to surprise and delight these VIP customers.

http://www.facebook.com/share.php?u=http://hub.am/1wqhm8k
http://ctt.ec/e47bE
http://www.linkedin.com/shareArticle?mini=true&url=http://hub.am/1wqhm8k


ECOMMERCE REORDER MARKETING: BEST PRACTICES & EXAMPLES29

© HUBSPOT, All rights reserved.

Here are tips to remove some of the manual aspects of this process:

●  Send an automated internal email to the person at your company 

responsible for social media letting them know that about the new customer 

to be contacted. 

●  Include the contact’s Twitter Username (ideally this will be automatically 

populated via a user token, as in the example below).

●  Provide a draft tweet for your social media person to copy and customize 

when reaching out to the new customer.

●  Include any other relevant data about the contact (products purchased, 

etc).

Here’s the email template for 

this process in action, taken 

from HubSpot’s swag store:
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Dynamic Content

There are a good number of systems that provide product recommendations 

based on past purchase or browsing behavior (yes, including HubSpot). 

Setting this up on your site can turn your pages themselves into effective 

reorder marketing tools. By offering an option to sign up and receive 

promotions and personalized on-site recommendations, you also turn this 

feature into a lead generation tool, increasing your conversion rate for new 

visitors who become contacts in your database.

By offering insight into which products go best with other products, beyond 

the standard “related items” list at the bottom of a product page, you’re 

adding value to a customer’s shopping process. You’re helping them become 

a more educated consumer and see more value from your business as a 

whole.
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Rewards Programs

Crowd Sourcing

Countless volumes have been written about rewards programs, so I won’t go 

into too much detail here. Needless to say, they work. The one suggestion I 

would make for your program is to give people a head start. For instance, if 

they need to purchase ten times from you to claim their reward, offer credit for 

the first two purchases with their first one as thanks for getting started. The 

added momentum makes anyone feel like they’re closer to the goal, and adds 

enthusiasm.

The leading edge of eCommerce is in including your customers in the 

product creation phase itself. Talk about getting buy-in! Companies such as 

Modcloth (Be the Buyer), Betabrand (Think Tank), and The Ortega Project (a 

crowd-sourced cigar) are showing the world how this approach can be fun 

and profitable, and yield spectacular results. By reaching out to your early 

adopters and VIPs, your crowdfunded project can gain early momentum and 

draw in less active members of 

your community, as well as new 

customers. The crowd-sourced 

items also give people something 

to talk about, spreading your 

brand via word of mouth; not to 

mention the interesting product 

ideas that could be generated.
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Acknowledge Special Dates

Daddy & Co, a “new daddy” clothing store, notes the due date for a customer 

or contact (acquired with permission during the buying journey) and sends 

them a few choice emails before and after the big day. If your company sells 

products to help with any other types of events or activities, find out the date 

of someone’s next activity (say, a charity auction or party of sorts) and nurture 

around that date. 

Other options are sending “happy birthday” emails on a customer’s birthday, 

or “happy anniversary” emails a year after someone’s first purchase. While 

we are back in the land of email with this suggestion, we’re also connecting 

email with real-life occasions for your customers, bringing them into a closer 

relationship with your company.

http://www.facebook.com/share.php?u=http://hub.am/1wqhm8k
http://ctt.ec/e47bE
http://www.linkedin.com/shareArticle?mini=true&url=http://hub.am/1wqhm8k


ECOMMERCE REORDER MARKETING: BEST PRACTICES & EXAMPLES33

© HUBSPOT, All rights reserved.

Perhaps you’re already implementing many of the suggestions in this ebook, 

or maybe you’re just getting started with reorder marketing. Either way, my 

advice for how to move forward remains the same: use the resources you 

currently have (content, writers, designers, etc.) to implement the activities 

that will have the biggest ROI for you. For instance, if you don’t have a 

handful of segmented lists, create those. If you aren’t running a basic post-

purchase campaign, launch that. If you aren’t sending winback emails, 

launch those. If you’re not doing replenishment nurturing, get started. Most 

importantly, build something, take it live, learn from it, optimize and repeat. 

If you have any other suggestions for post-purchase nurturing not covered in 

this ebook, or stories of how these suggestions or others have helped you, 

just shoot me an email at steve@hubspot.com, or find me on Twitter at 

@stevehaase. I’d love to hear from you.

Wrapping It Up
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