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Marketing That 
Connects
Three proven plays to reach, keep, and win back customers — and the 
one move that makes them all work harder.

Newsletter Monthly Social Win-Back + Team Video

Presented by: Brent Kilmer & Jeff Snyder



T H E  P L A Y B O O K

What actually moves the needle
Three proven plays — multiplied by one thing only your team can bring

1

Newsletter to your
best customers
A physical piece to the people who 
already know, trust, and pay you.

2

Monthly promotions
on social
Show up every month so you stay 
top-of-mind between visits.

3

Reach out to
lost customers
Win back the ones who drifted —
your cheapest revenue by far.

The multiplier:  short videos of your team in the shop and office — the connection that makes all three plays 
hit harder.
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P L A Y  1

Mail a newsletter to your best customers
A physical piece to your house list is the highest-return channel in marketing

Why your house list wins

Your best customers already know you, 
trust you, and spend the most. A 
newsletter lands in their home and stays 
there — no algorithm, no inbox to fight.

15-20%
Response rate from your house list

ANA/DMA 2025

36×
Higher response than email

ANA/DMA 2025

#1
ROI of any paid channel

161% avg on house lists — ANA

17 days
Average time it stays in the home

An email is gone in seconds — Vericast
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P L A Y  2

Post promotions every month on social
Consistency keeps you top-of-mind — and existing customers are your easiest sale

60–70% chance of selling to an 
existing customer

vs. 5–20% for a brand-new prospect —
Marketing Metrics

67% more spent by repeat 
customers

than first-time buyers — BIA Advisory

Show up monthly — or fade 
out
A promotion every month keeps your shop in the 
feed between visits. Go quiet for more than two 
months and it's out of sight, out of mind. Repetition 
is what makes the message land.
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P L A Y  3

Reach out to the customers you've lost
Reactivating a lapsed customer is the cheapest revenue most shops leave on the table

They already know you

A customer who hasn't been in for 6+ 
months hasn't left forever. They have a 
history with you — the right offer at the 
right time brings them back at a fraction of 
the cost of a stranger.

20–40%
Odds of winning back a past customer

vs. 5–20% for a cold prospect — Omnisend

5–7×
Cheaper than acquiring new

to reactivate a lapsed customer — Braze

47%
Of returning customers spend MORE 
than they did before

— Omnisend

6 mo
When a customer becomes "at-risk"

the window to act before they're gone
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R E S U L T  1

Saturation mail wastes your budget
Mail spread wide across non-customers burns budget with almost nothing to show

Wide reach, weak return

Mail dropped across a wide radius lands 
mostly on non-customers. Thousands of 
pieces, only a handful of visits — and the 
campaign lost money.

3,165
Mail pieces delivered

Reached wide, not deep

0.09%
Response rate

Industry avg: 0.97%

3
Customer visits

From 3,165 pieces mailed

–$238
Net return (ROAS)

$2,184 in, $1,946 back
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R E S U L T  2

Gift cards turn mail into visits
A tangible reward mailed to your own list converts into real, trackable visits

A reward worth acting on

A tangible reward sent to your own 
database feels personal. Customers 
redeem it in person — turning a mail piece 
straight into a visit.

210×
Return on investment

$442,885 vs. $2,112 spent

$443K
Total revenue generated

04 May – 03 Jul 2026

$2,112
Total investment

Cost of the mailer campaign

538
Customer visits driven

winback & loyal customers
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R E S U L T  3

Newsletters turn mail into revenue
A steady newsletter to your own list keeps customers coming back

Consistency compounds

A newsletter to your own list stays in the 
home and keeps you top of mind. Every 7 
pieces mailed brought at least one 
customer through the door.

87:1
Rate of return

Every $1 spent returned $87

$742
Revenue per customer

Overall & existing customers

$8
Cost per customer

Overall & existing customers

$674K
Total revenue generated

05 Jun – 04 Aug 2026
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T H E  M U L T I P L I E R

Put your team on camera
Short videos of your people — in the shop and in the office — are what turn mail and promotions into a 
relationship. It's the one thing a competitor can't copy: your personality.

85%
say short-form is their #1 
format
Wyzowl / Sprout

83%
want more video from brands

Wyzowl 2025

#1
ROI format, all content types

HubSpot 2026

1200%
more shares than text + 
images
Brightcove

Authentic, behind-the-scenes clips build trust and humanize your shop far more than polished ads.



T H E  P R O O F

Together, they beat any single play
Newsletter + monthly social + win-back + video isn't four tactics — it's one connected system

287%
higher purchase rate

when you run 3+ channels vs. one — Omnisend

89%
customer retention

vs. 33% for single-channel shops — Invesp

6
touchpoints on average

before a customer decides to buy

Repetition compounds.  
The same customer who gets your newsletter, sees your monthly promo, and watches your team on video acts on 
a message they've now seen three ways. Adding digital to direct mail alone lifts response up to 118%.
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Y O U R  M O V E

Use your RSOT marketing
to its 
fullest
UPSW ELL  ALRE ADY RUNS TH I S  F O R YO U

The monthly newsletter to your best customers

Monthly promotions pushed out on social

Win-back campaigns to your at-risk list

The piece only you can add
Create a personality on social. Post short 
videos of your team in the shop and office —
that's what turns UpSwell's reach into real 
connection.

Reach + retain + reconnect — powered by UpSwell. The personality is on you.





















REPAIR SHOP OF TOMORROW  ·  MASTERMIND 2026

Thank You!
Brent Kilmer
brent@repairshopoftomorrow.com

Jeff Snyder
jsnyder@upswellmarketing.com

Scan Here

Download this PowerPoint
Ask Questions
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