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          Jim Cecil's 101 best tips 
                                 for nurturing cust omers and pampering prospects .                                         

 ____________________ 
                                                                         

 "People remember people who remember people as peo ple." 
                                                                                                                                          ~ Marshall Fiel ds 

 
This little book is about the nature of Nurturing customers.  It's about the awesome 
power that is released between people who trust, like, respect, appreciate and stay 
in touch with each other. It's also clearly about the application of technology to 
systemize the philosophy of caring, serving and nurturing. Not just watering the 
plants but give them a little verbal “Miracle Gro” occasionally You can actually see 
the results in a relatively short time. 
 
But this perspective on the word nurture is about even more than that. With this 
compendium of thoughts, you and I can explore your vision, your goals, your 
customers and your market focus; those we serve and care about most.  
 
I'll share what has grown into 101 of the best tips I've ever found on nurturing 
affection with customers, prospects, and all our critical business and personal 
relationships. These tips are among the best strategies of some of the most 
successful Nurturing firms, large and small, from all around the world.   
 
In these tips, we'll explore ideas, strategies, tactics and technologies those firms 
actually use in identifying, meeting, individualizing, evaluating, aligning, 
communicating with and serving their best customers. 
 
You'll find one fundamental belief woven into virtually every paragraph of this 
booklet; it’s ‘helping clients succeed’. 
                     ____________________ 
         
                "As ye sow, so shall ye reap!"   ~ Galatians 
                     ____________________ 
 
I believe we're all farmers at heart. 
    Whether apples or customers, 
        Unto all things, there is a season. 
            There is a time to plant and a time to harvest.  



 
 
 

A. The Nurture Selling Process is your  
 "Cure for the Common Cold Call"  

 
1. Think of Nurturing as a term to describe the experience your customers have at 
all their points of contact with you. In that critical span of time from planting to 
harvesting, Nurturing describes specific behaviors that ultimately make all the 
results of the harvest possible. 
 
2. Consider that important prospects, like different crops, ripen at different times. 
The nurture cycle is different for each crop and each customer. From prospecting 
to welcoming, to leveraging to recapturing, automated drip irrigation works best to 
nurture each client, one-to-one, during the various relationship developmental 
periods.   
 
3. Observe how drip irrigation works so effectively in nurturing customer/client 
relationships.  Seeds are planted. The prospect relationship must then be 
nurtured. When the time is right, the prospect becomes a client, the first sale is 
harvested, and the next phase of the relationship begins.  
 
4. Notice that relationships are usually measured and defined by the perceived 

value of the quality and quantity of contact between the parties. It is up to you to 
increase that quality and quantity of contact. You can do that with the Nurture 
Selling process.                

 
5. Reflect on a time you have made a cold call. You'll probably agree that perhaps 
the least productive time to meet a prospective client is on a cold call. No 
relationship has been established. No basis for alliance or even trust yet exists. 
Any sale made on a cold call is more often a case of very "low hanging fruit" -- 
someone who happened to be very ready to buy when you just happened to come 
along.  
 



 
6. Identify the best time to meet a prospective customer. It is most likely when they 
have a serious and immediate need and they already understand you and prefer 
you as their first choice of Solution Provider. 
 
7. Nurture. Call it what you like; Nurture Marketing, Frequency Marketing, Loyalty 
Marketing, or Intimacy Marketing is the foundation for Customer Relationship 
Management. Each customer relationship is leveraged and grown from your 
unique perspective and intimate understanding of your existing customers’ wants 
and dreams. Apply this at least to your "A's," those relationships that offer the 
greatest profit potential. 
 
 



 
 
 

         "It's not so much what you get from goals  
        that matters, it's what you had to become t o  
                  get it that's yours forever."   
                            ~ Jim Rohn  

 
B. Outcomes  
 
 
8. Consider the world from an abundant viewpoint. There are so many people on 
this planet that you could really help. You can never serve them all, so why not 
decide out front what you will become and why and for whom.  
 
9. Answer, at least for next year, "How much is enough?" That means how much 
money, how many clients, how much R & R time, and anything else you can 
quantify. 
 
10. Be guided by the ideas that "good fences make good neighbors" and "clear 
expectations create desired results." The power of crystal clear outcomes is that it 
forces you to make a decision about where you are right now, where you want to 
be, by when, and most importantly, what prospects and customers you must learn 
to influence along the way.  
 

            "Begin with the end in mind."  
                       ~ Steven Covey 

 
11. Work backwards from the vision of your goal. Consider the components to 
getting there. Ask yourself what you would have to do or say for people to mentally 
position you as a true Solution Provider.  
 
12. Focus your thinking. Ask yourself how many "A" customers you actually need 
next year. How many can you absorb without diminishing pamper time for existing 
customers? Determine and write down exactly what action you want your 
customers to take. Articulate specifically what you want them to think, know, feel 
and do after they have experienced a marketing or sales interaction with you. 



 
 
 
C.  THE POWER OF LISTENING -  
 

 "I am not  my target market."  
                          ~ Jim Cecil 

 
13. Ask your clients and prospects what they want more of, now. It's easier  
and far less expensive to supply what THEY want. Second-guessing their needs 
and wants usually creates scattered offers, message-confusion, and outright 
skepticism.  
 
14. Pay attention. Do simple surveys now. Create simple questions for every point 
of customer contact.  Develop simple ways to capture information and 
communicate what is learned from each other.  Establish simple ways to quickly 
change your behaviors in response to their feedback. 
 
15. Continuously study your individual "A" clients' business thoroughly. Learn ways 
to proactively initiate new areas of business activity between you and them that will 
profit both of you.  
 
16. Figure out a way to provide your client a product or service you can customize 
for them yourself.  Delve into what is giving your clients grief. It may be a product 
or a vendor causing their unhappiness. Decide what you can do to assist. 
 
17. Look to go the extra mile in really solving a problem for your client even if the 
solution is not a category or service you currently offer.  It's almost always easier 
and less costly to add new products or services than it is to  
add new customers. 
 
18. Ask yourself innovative questions: "Which of my best prospects are under-
served by the current distribution method? How can I make life easier for them?" 
 

 



 
“Either get good at planting in the spring or 
 become very good at begging in the fall” Jim Rohn 

____________________ 
 
D. The Power of Positioning 
  From Commodity Purveyor to Trusted Solution Provider 

** Your Top of Mind Position ** 
 

       "Economic advantages may be created by any p erson  
         who surrounds himself with the advice, cou nsel, and  
           personal cooperation of a group of peopl e who are  
         willing to lend wholehearted aid, in a spi rit of perfect 
          harmony. This form of cooperative allianc e has been  
                    the basis of nearly every great  fortune."  
                                 ~ Napoleon Hill... .1936 

 
19. Remember the goal of positioning is to create and occupy a space inside your 
customer's mind. You want to occupy the top most part of that space.  
 
20. Decide which marketing position and upon whose mind you would most like to 
occupy: a sales pitch-based marketing, in which you take on the role of a 
salesperson with a specific agenda to sell and just deliver a sales message; or  
Knowledge-Based Marketing where  you assume the role of an alliance, 
positioning yourself as a resource, not just a commodity vendor.  In that second 
role, you educate prospective clients about problems and offer innovative 
solutions.  
 
21. Cultivate for "top of mind" by adroit positioning. What they can name and 
frame, they can claim. Positioning simply means concentrating your messages on 
a single idea that defines your company in a unique way.  
 
22. Position your business by reshaping the way customers perceive you and your 
products rather than by retooling your products. This is a strategy you can 
accomplish by understanding how your customers currently think of you.  
 
23. Think about the ways your customers position you when they talk about you, 
as they inevitably do.  Do they think of you as a Complete Solution Provider or 
Commodity Purveyor?  What else do they say about you?  Are your services and 
products world class or mediocre, higher priced or a bargain, the single best place 
to call or another nightmare to deal with?  
 
 



 
24. Realize that the Power of Positioning breathes life into all your communications 
with customers. Once you are clear in how you want to position your company, the 
relationships with your customers becomes easier and better. 
 



 
 
E.  The Power of Differentiation - 
        Your Own Unique Selling Proposition 
 

   "You don't want to be considered just the best at  
    what you do. You want to be known as the only  
                 one who does what you do."  
              ~ Bill Graham, Concert Producer  

 
25. Accept that it's a competitive world out there.  Undoubtedly, you have strong 
competitors fighting for your customer's affection. Like you, they also offer quality 
products and their prices and delivery standards are reasonable or perhaps even 
excellent.  
 
26. There is a vast and noticeable difference between merely being served and the 
experience of being nurtured. Attract, win and pamper new customers by staying 
in touch. Nurture them and prevent current "A" customers from experiencing a 
feeling of indifference and vulnerable to being seduced by more able, eager and 
amorous competitors.  
 
27. Remember you and your customers always have a choice. First Class or 
Coach. Establish your position and articulate your Unique Selling Proposition.  
 
28. Monitor your competitors. Decide what is going to differentiate your product, 
service, or information from others. You might add consultation as a new level of 
service.   Consider becoming a complete Solution Provider or an out-source 
resource.  Offer provably lower prices, observably higher quality, clearly better 
service, measurably faster delivery, infinitely better partners, far smarter insights, 
bigger endorsers, vastly innovative solutions, or impressively larger inventories.  
 
29. Think about what changes best serve you and your customers. Review what 
customer unique value propositions you can make. Domino Pizza's customers 
wanted pizza delivered. That became Domino's unique selling proposition. Your 
strategy or your tactics can become your differentiation. 
 
 
 
 
 
 



 
 

My Elevator Speech
FOR

(Ideal prospect)

WHO
(Suffer this pain)

THE
(Product or Brand)

THAT
(Solves what problem, how)

UNLIKE
(Those slobs we compete with)

OUR SOLUTION
(Process & Measurable Benefits)

“That’s easier to answer in the context of
whom we serve . . .”

 
F.  Some call it the Elevator Speech  
 

    "The goal of positioning, therefore, is to create a  
       space inside the target customer's head call ed  
       "best source for this type of situation" and  to  
  attain sole and undisputed occupancy of that spac e."  
                          ~ Geoffrey Moore 

 
30. Help prospective customers know what to expect and how to value a product 
or service by placing it in some sort of comparative context. You've got about 30 
seconds, about the time of an average elevator ride, to define your position and 
explain how what you do benefits them.  
 
31. Tell prospects your story quickly and tell them clearly every time you get the 
chance. The actual words that you learn to use when you deliver your elevator 
speech will become the most profitable 30 business seconds you may ever spend.  
 
32. Compare three proven formulas for getting your message and all the important 
components down in a few short sentences. Try them out on your own company 
and one of your key products. Just fill in the blanks. 
              
 
FOR   (target customer) 
WHO   (statement of the problem or opportunity) 
THE   (product name) 
IS A    (product category) 
THAT  (statement of key benefit, the most compelling reason to buy) 
UNLIKE  (primary competitive alternative) 
OUR PRODUCT (statement of primary differentiation) 
 



 
           
 
 
           ____________________ 
           
                   EXAMPLE:  
 
           ** The Nurture Library ** 
           ____________________ 
 
FOR:  CEO's and Marketing Managers of rapid growth, mid-sized companies  
 
WHO: must maintain continuous skills, philosophy and business development 

training for their key team members. 
 
THE:  Nurture Library 
 
Creates: a focused pro-active, self-paced training system 
 
THAT: teaches each member of your team exactly what they must do to 

create and execute a process that transforms you into a Nurturing 
Company. 

 
UNLIKE: seminars, the Nurture Library is designed to make sales grow year                     

to year because sales skills grow from repetition of principles. 
 
THE: Nurture Library helps you make a process out of what  otherwise would 

be just another "good idea."  
                 
 
                      ** FORMULA 2 ** 
 
WHAT IS THE SITUATION 
WHAT IS THE PROBLEM 
WHAT IS THE SOLUTION  
BENEFITS 
HOW DOES IT WORK 
NEXT EASY STEP 
 
        



 
EXAMPLE: 
 
    ** Action Plans and Communiqués  ** 
                
WHAT IS THE SITUATION:      
     Sales and marketing executives must enhance  
     sales force automation software with meaningful  
     contact content. 
 
WHAT IS THE PROBLEM:       
     Lack time, experience or process to create this  
     type of solution. 
 
WHAT IS THE SOLUTION?       
     A comprehensive, pre-written series of letters,  
     emails and/or phone scripts that position and  
     articulate your interest and differentiation.  
 
BENEFITS:                         
     Nurture creates a process, it's personalized and  
     effective and it's completely outsource able. 
 
HOW DOES IT WORK? 
     Producers assign prospects to a plan; software and  
     administrator executes the process; customers feel 
     special. 
 
NEXT EASY STEP:               
     Decide to Nurture and call us today. 
 



 
 
** FORMULA 3 ** 
 
DO YOU KNOW HOW         ________________ 
WHAT WE DO IS                 ________________ 
  
             
                      EXAMPLE: 
 
       ** The Nurture Selling Process ** 
             ____________________ 
 
DO YOU KNOW HOW?    
           the more successful an executive becomes the  
           more people they have to stay in touch with  
           on a regular basis? And most of them would tell  
           you they don't have the time or the process to 
           manage it. 
 
WHAT WE DO IS:           
           help those executives design, write and even  
           produce and deliver sincere, intelligent and  
           continuous messages of appropriate content  
           and sentiment. We call it the Nurture Selling  
           Process. Our clients call it drip irrigation marketing. 



 
 
 G.  The Power of the Return on Investment  
 

  "If I'd known this body was going to last this lo ng,  
                I'd have taken much better care of it."  
                            ~ Jimmy Durante  

 
33.  Calculate a conservative "Full-Lifetime Economic Value" of one typical "A" 
level customer.  A look at your customers through that light produces results that 
can be very telling. 
 
34. Think about whether you can afford not to Nurture, with that amount of money 
at stake. Ask yourself what you you will gain when you do Nurture. What will you 
lose if you only sow perceived indifference?  
 
35. Decide how much you would be willing to spend to get a new customer.  If you 
could buy an insurance policy to indemnify you against the loss of a customer, you 
might now be inclined to buy it. 
 
 
 



 
 
 
H. The Power of Identifying 
 

   "While there may be 6 billion people on the plan et,  
  you probably only need to influence a few thousan d  
at the most. But they must be influenced knowledgea bly,  
       respectfully, innovatively and persistently. "  
                      ~ Fredrick Tucker, Jr.  

 
 36. Narrow your focus. Identify your market carefully. Identify those who truly 
value most what you provide. Deliver only the best of what you have only to those 
that need it, value it and are ready to pay a fair price for it. 
 
37. Probe and profile your top twenty customers for insights into potential markets 
and obvious prospects. Look at your own history in dealing with them and ask 
them questions to enhance your own observations. 
 
38. Draw a broad portrait of each category of customer. Their values, similarities 
and differences within each category will guide your own decisions. 
 
39.   Segment your entire customer base into A B C D Categories. Assess the 
amount of Nurturing required to create loyalty among each group. 
 
40.  Decide how many new  "A" clients are needed to reach or exceed your goals.   
                      
41. Agree among those working a trade-show booth or doing a public presentation 
to capture a minimum amount of information from each visitor. Code that 
information based on the following guidelines: 
 
A B C D        = HOT WARM COOL COLD 
1 - 10            = Small to Huge  
Growth cycle = Fast or Slow 
 
This simple code will reflect who this person is and  
where they are in the buying cycle. 
 
 
 
 
 



 
I. Growing Your Internal Culture  

of Nurturing 
 

   "The nurtured seed produces the abundant harvest ."   
                              ~ Anon  

 
41. Realize the evolution of a customer-driven business begins with your 
understanding the value of investing your personal time and resources to maintain 
constant communication with your entire customer base. Cultivating loyal 
relationships and making your customers more successful is not just a sales job. 
It's a corporate mandate. 
 
42. Teach your people to Nurture by nurturing them.  
Your employees will usually be about as nice to your customers as you are to your 
employees. Satisfied and well-nurtured people are most ready and motivated to 
serve clients well and to create an experience of preference.  
 
43. Encourage your entire company, well beyond sales and marketing, to be 
mindful of ways to best Nurture everybody; that includes Nurturing each other, 
your customers, and certainly your prospects.  
 
44. Be creative in developing new nurturing approaches to customer challenges.  
Solicit and recognize contributions from your team.  Become a Nurture 
cheerleader. Urge others to Nurture. 



 
 

 
J. The Nurture Philosophy 
  "A relationship is not something that you pursue; i t's what happens to you when you are 
immersed  in serving the dreams of your customer."   

                          ~ Tom Peters 
 
45. Embrace the power of Nurturing as one of the best  
ways to initiate and grow relationships by design. It's a process that creates and 
sustains "top-of-mind" awareness.  
 
46. Understand that research constantly reveals that the sales cycle is elongating. 
It may take as many as a dozen or more contacts just to establish a "top-of-mind" 
relationship.  
 
47. Monitor customer touches. Consider a relationship with a customer is often like 
an emotional bank account.  According to Stephen Covey, it's inappropriate to ask 
for a "withdrawal" until you first have established a positive balance. You create 
this balance by making useful, knowledge-based deposits first.  
 
48. Realize that Nurture marketing is not a new concept. Successful sales people 
have pampered customers and prospects for decades. What has dramatically 
changed is the cost of face to face contacts.  
 
49. Use a comprehensive customer management software and broadband 
communication technology to enhance the sales relationship and increase your 
level of contact impact and competitiveness. Educational mailings and values-
aligning phone calls are ideal vehicles to enhance and sustain the growing 
relationship at an affordable cost-per-contact. The very survival of a business often 
depends on your ability to enhance and sustain contact with the people that make 
up loyal customer relationships. 
 
 
 



 
K.  The Power of Customer Information - 
       Sales Force and Customer Database Automation  
 

   "When you need a friend, it's too late to make one. "  
                                ~ Mark Twain  

 
50. Create an information packed database. Gather all the information that will be 
useful in building loyal relationships with prospects and customers. Identify and 
capture all behaviors, needs, and preferences you consider even remotely useful 
to your ability to better and more individually service clients. 
 
51. Use a powerful, widely available CRM or Contact Management marketing 
software program that allows you to utilize desktop computers to satisfy customer 
information needs. These programs make it simple to implement Nurture 
Marketing. Armed with a well-crafted marketing database and automated action 
plans, relationship marketing can be quickly expanded to all constituents. 
 
NOTE: For a more serious evaluation of all matters regarding CRM or sales force 
automation, may I recommend my friend, Richard Bohn -- publisher, author, 
journalist and international customer management software consultant.  Reach 
Rich through www.sellmorenow.com. 
 
 
 
 
 
 
 



 

               
 
____________________ 
 
L. The Law of the Harvest 
 

         "My green thumb came only as a result of t he  
           mistakes I made while learning to see th ings  
                   from the plant's point of view."   
                                ~ H. Fred Ale  

 
52. Proactively keep business relationships thriving by Nurturing them. In the 
absence of nurturing, the business relationship usually deteriorates.  
 
53. Notice that both organizations tend naturally to face inward rather than outward 
toward each other. The natural tendency of relationships, whether in marriage or in 
business, is toward erosion of sensitivity and attentiveness.  
 
54. Do whatever possible to redirect the inward orientation that often leads to 
insensitivity and unresponsiveness in customer relations. Substituting bureaucratic 
formalities for authentic interaction is the opposite of Nurturing thriving 
relationships. "Have a nice day" does little to enhance and develop successful 
relationships. 
 



 

                          

“You can do nothing about last year’s harvest,
there is much you can do for the next”

7th law of the harvest

INFLUENCE
“Being the decision maker’s opinion leader”

 
 
M.   The Patience of the Farmer 
 

"Kicking the tree has never been known to hasten ri pening."   
                                  ~ Jim Cecil 

 
55. Develop the patience of the farmer. Being patient and respectful by waiting for 
the prospect to call you are probably the most difficult parts of relationship 
nurturing.  
 
56. Wait until you feel the prospect would be more receptive to your call. Pay close 
attention to the response to your communiqués. When an individual has 
responded to at least two of your previous offerings, you are certainly entitled to a 
phone visit. 
 
57. Imitate relationship champions the world over who point to persistence as the 
catalyst. In most cases, even otherwise persuasive people give up way too soon.   
 
58. Digest the following sales management research:  
Nearly 50% of all prospecting attempts are aborted with the first perceived 
rejection. 15% attempt it a second time. 65% are out of the game now, with just 
two contacts.  An additional 14% will come back for a third try.  10% stop after the 
fourth contact. Nearly 9 out of 10, almost 90% give up only after the fourth contact. 
The research says that you aren't even remembered until the 12th contact, in most 
of the cases.  And when you're in a two-year sales cycle, that might take 24 
contacts you must manage just to maintain that presence. 
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____________________ 
 
N. Nurturing Behaviors -  

Deposits and Withdrawals 
 

             "Customers, when given a choice of where they   
          spend their money will invariably go back  to a place  
                     where they were made to feel s pecial. 
       ~ Marshall Fields 

  
59. Consider that Nurturing is a way of thinking about the way we establish a 
relationship. This refers to the actual process to create and sustain "top-of-mind" 
awareness. It may take as many as 10-12 contacts just to establish you as the one 
occupying such a position.  
 
60. Create the joint emotional bank account balance mentioned earlier by making 
deposits first. A letter or note, a gift, a thought, a phone call, a Hallmark card, an 
offer or an insight is "Customer Food."  
 
61. Think of Knowledge-Based Nurturing as an innovative  
approach to increasing your customer base. Provide information and advice early 
in the relationship.  Generously help them solve real problems right away.  
 
62. Demonstrate your values with your behaviors.  Friends stay in touch. Avoid 
sales pitches. Give potential clients real facts and advice. When they're ready, 
they'll come to you, viewing you as a respected authority in your field. 
 
63. Make little offers. Let them raise their hand timidly  
so you learn who is listening early on. Rather than send something not requested, 
by making an offer, you save money and usually get the same credit as if you sent 
a gift. 
 
 
 
 



 
 
O.   The Power of Automated Action Plans 
 
          "Outta sight is outta mind and outta mind is  
                          outta money, Honey"   
                                 ~ Mae West 
 
64. Decide if it is time to revive the "romance" in your business or customer 
relationships. Think about what would happen if you began to Nurture customers 
and prospects intensely, just as you might behave if you wanted to revive the 
romance in your marriage.  
 
65.  Notice what happens if you get "too busy" to remember to show your care for 
your customer (or your spouse, children or friends).  Become a little more 
thoughtful, attentive and creative about the quality and frequency of your 
communication with everybody.  
 
66. Set up a regular series of "nurturing" contacts throughout the year.  That 
means a continuous customer contact program that will demonstrate, at regular, 
pre-planned intervals, which you honestly and sincerely care about your 
customers' well-being and the condition of your relationship. 
 
67. Be guided by this Rule of thumb: Critical contact is not about smothering 
customers with gratuitous affection or meaningless trinkets. All critical contacts, 
even mailings, should be spaced at appropriate intervals, cost appropriate, related 
to mutual business concerns or values, and truly heart-felt but practical. 
 
68. Think gardening.  Use "drip irrigation" tactics, just like farming, to Nurture 
prospects at their varying stages of buying readiness. Explore and use software 
that identifies and manages the appropriate frequency and sequence of contacts 
suited to your particular client behaviors. 
 
                  "Treat 'em like seedlings."  
 
69. Tell the truth, keep your word. Acknowledge, in your first contact, that you 
know the recipient may not know you and that you know only a little about them. 
Tell them you feel you may have something they need. You realize they may not 
need it just now and that you'll stay in touch with them.  
 



 
70. Make your second contact with your prospect an education-packed and a 
nurturous one. Information and "them-serving" knowledge-based enclosures tells 
them you are thinking of them. This contact could include a reprint of an article 
about you or a topic you particularly think might interest them. 
 



 
 
 
P.  The Power of the Internet  
 
"A millennium is the largest unit of human culture.  So, not surprisingly, the turn of a millennium 
tends to promote big thoughts about the future and our legacy to it. No doubt the biggest of these 
inheritances will be the implications of the curren t revolution in technology. Information 
technology is accelerating  contemporary life to un precedented speeds.  Some of us applaud this 
change, some fear it.  But none of us can escape it ." 
                     ~ Fortune Magazine 
 
71. Embrace technology. Your most intelligent and affluent customers regularly 
use it. Before long, the only asset any firm will have is the awareness, esteem, and 
preference of its clients. Consider starting a Blog or a Wiki.  If you don’t know what 
these are find out, they represent the way products will be marketed in the future. 
 
 
72. Study your competitors. Observe ways they Nurture customers.  Think about 
how attractive they are to the prospects you know.   
 
73. Visit and study industry leaders' web sites like Intel, Microsoft, Volvo, Lexus 
and others. See how well they Nurture you as a visitor to their site.  
 
74. Ask your top ten customers what ways you could serve them with the Internet. 
Think of the Internet as a giant feeding station. Find out what you can feed your 
customers. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
 
Q.  Managing Top-of-Mind  
 

           "A Relationships is always a multiple co ntact affair"   
                                ~ Jim Cecil 

 
75. Accept that Nurturing is about being there when they're ready to talk or buy. 
Each client has a unique time when they are actually ready to buy, different from 
any other client. Each has a unique "ripening" schedule, a different season.  They 
need help facilitating their own buying process. 
 
76. Farm your crop, working it appropriately, until the plant is ready. Nurture, 
cultivate, assist, and harvest when they are ready to be harvested, on their 
schedule. 
 
77. Think "Top-of-Mind."  Use appropriate touches to gently remind a prospect to 
think of you first, encourage an old customer to think of you in a new way, inspire 
an entire organization to operate more productively or even to permanently change 
long-standing attitudes and behaviors.  
 
 
78. Adopt or cultivate an existing culture of genuine customer affection and caring. 
Explore how the mental changes alone may demand pro-active nurturing of your 
own team. It may require technology and human resources but it is far too 
important to be ignored.  
 
 

“If you were charged in a court of law with pamperin g customers,  
is there enough evidence to convict you? 
  ~Jim Cecil 

 
79. Be prepared for changes in your business as a result of Nurturing. When your 
nurturing efforts take hold, results often measure in double-digit percentages. The 
return on investment, the payback for effective nurturing and relationship 
development, proves to be enormous. 
 
80. Create a relationship of understanding and preference  
well in advance of your client needing you. By the time they need it; you can 
become the only one they will consider. You've been there all along, asking for 
nothing, and Nurturing them with useful knowledge and intelligent behaviors. 



 
 

“Repetition is the mother of top-of-mind” David Ogilv e 
 
 
R.  The Power of Welcoming and Appreciation 
 

         "It all boils down to those who really car e.... 
                   and those who really don't." 
                            ~ Dan Zadra  

 
81. Say "Thank You" graciously and soon and often. Many overlook this simple 
and inexpensive way to welcome and reassure new customers.  
 
82. Remember that a customer can be a first-time buyer only once. Passing up the 
chance to thank them and make a big deal over their purchase -- especially the 
first one -- is too great an opportunity to waste.  
 
83. Have key staff contact, introduce, explain, and thank a key new customer to 
emphasize you take them seriously. Think of other ways you can appropriately say 
thank you. 
 

                       "Say Thank You" 
                                ~ Mom 
 
 

              
 



 
 
 
The Power of Pampering and making contacts that cou nt 
 
Well beyond faithful nurturing, there are certain relationships that need proactive 
pampering. Crafting such a powerful, personal campaign often takes great 
resources. Here are a few I use almost daily with our clients. 
 
Articulating and demonstrating company values is difficult for most of us most of 
the time. A company called Compendium www.compendiuminc.com has products 
designed specifically to help you brand your communications with your values. 
From ‘service to ‘teamwork’ to ‘thank you’ to ‘whatever it takes’ to ‘because of you’ 
and many more,  It’s like bragging without gagging. 
 
Finding an elegant, affordable gift to get someone’s attention or to acknowledge a 
special kindness, makes you wish you had a crystal ball. When your good taste 
demands a showstopper gift, Check out www.freshsuccess.com . Imagine having 
custom gifts at your fingertips. Ordered, Assembled, Custom Packaged and 
Shipped, just by touching a few keys and as close as a browser. 
 



 
 
 
S.  The Power of Bonding 
 
84. Realize that one reason people don't buy again is they never learn how to 
properly utilize you as a solution resource for a specific problem. A new product 
may gather dust for many months waiting to be implemented. A mailing or call 
shortly after the purchase tells the buyer exactly how to use the product.  It may 
rekindle the buyer's original inquiry and interest. 
 
85. Understand how the event of buying changes the dynamics of the relationship. 
The buyer expects you to remember the purchase as having been a favor 
bestowed, not as something you earned.  
 
86. Keep the dynamics in perspective. It's dangerous to  
assume that just winning an account gives you any advantage just because you've 
got a foot in the door.  
 
87. Notice that the buyer usually views the sale as doing  
you a favor; in effect, they debit your account. You now "owe the buyer one." 
You're in the position of having to rebuild the relationship from a deficit stance. 
You get to keep your word. And they do remember promises. 



 
 
T.  Why Customers Defect 
 

"When customers leave for greener pastures they usu ally give price as the reason,  
when in fact it's often simple neglect."  
                             ~ John R. Graham 

 
88. Express your caring.  In a business world grown cold, it's an almost unfair 
advantage. Neglect is the opposite of demonstrating "massive appreciation."  
 
89. Realize that customers feel attracted to anyone willing to patiently Nurture. 
Customers and prospects will run away when they feel taken for granted, only 
shown interest when you are seeking an order, only lavished with your time when 
they are a prospect, communicated with mainly by invoice, fixated on when trying 
to land them as your next big account, dropped like hot potatoes once they give 
their order; seldom followed through with promises, and satisfying your own 
bureaucracy rather than serve their needs.  
 
90. Review these reasons why customers defect:  
  1% Bankruptcy or Death 
  3% Move 
  5% Technology 
  9% Price 
14% Angry  

(People tell 13 people before they get it out of their system. 90% of the 
people who are insulted once will leave and never tell you. For every person 
who calls and complains, there are 29 other people out there who won’t call. 
What looks like a minor problem could be major. But 75% will come back if 
you fix the problem quickly and fairly) 

68% a Vague feeling of indifference - This 68% is  
        controllable and fixable. 



 
U.  The Power of Loyalty  
 

"They will give you their loyalty but first you mus t discover and communicate  
that you know and understand and will serve their n eeds." 
                           ~ Lee Iacocca 

 
91. Consider the difference: All loyal customers could be considered retained 
customers. All retained customers are not loyal customers. As your Knowledge-
Based Nurturing moves forward, continue to leverage your position.  
 
92. Use various Nurturing approaches. Send a newsletter, invite them to briefings 
and invite them to call you with questions. Keep lines of communication open until 
and as  
long as they buy, or until you finally remove them from your database.  
 
93. Welcome and assimilate your prospects once they become your customer. 
Maintain loyalty by providing outstanding service and by delivering ongoing 
education  
through letters, calls, articles, seminars and newsletters. 
Make touches that matter. 



 
 
V.  The Power of Leveraging Relationships 
 

                 "Use the power of endorsement to  
          leverage the rapport and good will you ha ve  
              with a center of influence to another .  
                      Solicit and work referrals as  a process." 
                           ~ Earl Nightingale 

 
 
94. Think about what the second purchase says.  Making the first sale to a 
customer is often the most expensive. It takes advertising and promotion dollars, 
sales time, energy, and chasing dead ends to land a customer. Later sales to that 
customer are less inexpensive and more profitable.  
 
95. Focus on generating more sales to first-time buyers. Then work hard to build 
sales and rapport with the customers you already have. 
 
96. Maintain constructive interaction and keep up on both complaints and future 
needs to keep buyers happy. Repeat orders go to those doing the best in nurturing 
relationships. 
 
97. Start Nurturing the relationship and stop pressing for the order. Send valuable 
tips to your customers to really help them prosper.  
 
98. Commemorate the anniversary of your first project together. Select 
inspirational gifts that remind your customers of your mutual commitment to 
service, value, integrity, quality, innovation, teamwork, and loyalty. Consider other 
ways to re-deploy your underutilized assets. 
 
 
 
 
 
 
 
 
 
 
 
 



 
 
W.  The Power of Implementation 
 
                          "Just Do It!" 
                               ~ Nike 
 
The only question left is, "Do I do it myself or ou t-source parts of or the 
entire process?"  
 
99. Achieve your plans and goals with the consistent  
self-discipline of Nurturing as a magic catalyst. By Nurturing, you can change old 
opinions, alter poor attitudes, lifestyles--even the minds of prospective customers.  
 
100. Nurture your way to changing behaviors of your people, changing your 
leadership style, and even your company.  You have answers and the ability. The 
elements are all here, including the freedom to try.  
 
101.  Combine a comprehensive implementation plan, personal discipline, and 
dedication so nothing can stand between you and market leadership. The choice is 
yours.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
                                                                
 
 



 
 
 
By now you must know we encourage staying in touch, making continuous contact 
with your critical constituencies. Whether far flung employees, customers, 
prospects, alliances or partners, Nurturing is the antidote to defection and truly a 
“Cure for the Common Cold Call.”  
 
Often the only reason otherwise natural nurturers don’t nurture more is simply they 
lack the words. They have a passion and can’t get the story told.  
 
That’s where we come in. Simply put, we are business and sales letter writers. 
We tell your story for you  in the form of letters, notes, faxes, emails, or e ven 
web seminars. We do the research; we collaborate with you, design, write and 
help your team automate the process using any database you already own. 
 
            Nurture Institute 
                       
                    Redmond, WA   
    Woodbridge, NJ  
    732 636-1001 x. 27 
 
          "Is everybody nurturing your customer...b ut you?" 
Nurture entices customers to call YOU when THEY are  ready to buy! 
 
Visit our Web Site to hear more about Drip Irrigation Marketing 
 

www.nurtureinstitute.com 
                         email erabinowitz@nurtureinstitute.com 
 
               © 2007, Nurture Institute and James P. Cecil Company, Inc. 
 
 

 



 
 
 
Appropriate web sites 
 
www.nurturemarketing.com 
www.nurtureinstitute.com 
www.ntouchmarketing.com 
www.salespath.com 
www.sellmorenow.com 
www.demaedu.org  
 
 
 
   
 
 
 
 

 
   
 


