
Think big
5 recommendations to help small  
businesses win new customers



Introduction
We've seen a lot of changes in the ways 
retailers do business over the last year. After 
a period of caution for both shoppers and 
small business owners, the pace of economic 
growth is picking up. People are ready to 
discover new brands and try new products. 


²

³


In order to capitalize on this shopping trend, it’s time to start 
strategically planning for the future.  This is where winning new 
customers comes in. 


A recent study of B2C brands found that acquiring more new 
customers is a top 2021 priority for the majority of marketers.  And 
according to HubSpot, improving customer acquisition costs is a 
primary marketing goal for many brands right now.

But customer acquisition is a challenge. It’s hard to know where to 
start, what to do, or how much to spend—especially if you’re not a 
huge global brand with a hefty budget. 


We’ll let you in on a little secret. You don’t need to be a multi-billion- 
dollar company with a budget to match in order to attract new 
customers and deliver growth beyond your wildest dreams. That’s 
why we created this guide. 


Inside you’ll find 5 customer acquisition strategies recommended by 
best-in-class brands. We also suggest ways to apply them to your 
own company so you can drive growth today, tomorrow, and well 
into the future.

36
of customers have 

tried a new brand in 
the past year

%

73
intend to continue this 

behavior¹ according to a 
McKinsey study

%
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Recommendation 1: 

Start with  
a strategy 

⁴

⁵


Spontaneity is great for celebrating an employee’s birthday—but 
not so much when you’re trying to attract new customers. This is 
especially true when you consider the cost of acquiring new 
customers has gone up by 60% in the last 6 years.  You’ll need to 
spend time planning so you can make good on this investment.


It doesn’t matter if you’re a huge global brand or a one-person 
e-commerce shop. If you want to acquire customers who will drive 
meaningful, long-term growth, you must have a strategy. Need more 
convincing? How about the fact that marketers who document their 
strategy are 313% more likely to see success than those who don’t.

Here’s how you can get started.

Do the research

⁶
Consider this: $37 billion of advertising spend is wasted each year 
because ads fail to engage potential customers.  By undertaking 
the right research to determine your target market and audiences, 
you won’t need to become part of that statistic. 
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Start with the low-hanging fruit

⁷

Get started with the customers you already know: current ones. 
Find out every detail you can. You could do this by conducting 
interviews and surveys, and speaking to your customer-facing 
teams.


Gathering demographic data such as age, gender, income, and 
occupation is important, but that’s only going to tell you a part 
of the story. Uncover why people buy your products—not just 
who.


You’ll want to dig deep here and explore the attitudes, lifestyles, 
beliefs, interests, and more of your target customers. You can 
do this through things like focus groups, non-scripted 
interviews, and internal brainstorms. 


Once you know this information, you’ll be able to more 
effectively and authentically connect with customers and drive 
acquisition.  For example, say you’re a clothing brand and you 
discover that your customers value being in nature and caring 
for the environment. Your marketing might highlight your 
brand’s small carbon footprint and how your clothes are tough 
enough to survive the rugged outdoors.

Define your high-value target market and audiences

⁸


Based on your existing customer research, you’ll be able to 
identify your target market—the broad group of people who 
need or want your product. For example, global footwear retailer 
Cole Haan targets men and women, ages 24 to 44, because 
they’re most likely to buy shoes that go from “work to work-out 
to weekend.”

If you’re a smaller e-commerce business, you might not want to 
cast your net this wide (yet!). Perhaps you’re targeting 
U.S.-based grandparents or women in their 30s. The important 
thing is to uncover the target market that makes the most 
sense for your product and brand.


Once you’ve broadly defined your target market, you can narrow 
your focus further to target audiences. This will help you 
uncover and define the exact characteristics of your customers, 
so your marketing dollars can have the most impact. 
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One target audience for Cole Haan is millennial workers who 
have high disposable income and are digitally savvy. This 
audience purchases almost everything online, generally via 
mobile. So, the Cole Haan team knows they need to deliver a 
great mobile experience to have any hope of converting these 
shoppers.  

Target market 
and audience

A target market is the segment 
of customers at whom you aim 
your products (such as parents). 
A target audience is the group 
of people within that segment 
whom you'll specifically target 
with your marketing (such as 
parents of toddlers who live in 
big cities). 

⁹


¹⁰

When you’re defining your own target audiences, remember that 
not all customers are created equal. You want to reach shoppers 
who will have a high lifetime value (LTV) for your brand—those 
who will bring in the most revenue for you over a long period of 
time. If you’d like more information about calculating customer 
LTV, HubSpot offers a step-by-step guide.

As a general rule, 20% of customers will bring in 80% of your 
revenue.  So, for driving acquisition, identify who those top 
20% are, why they buy from you, and then focus marketing 
efforts on attracting similar customers. 
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Build audience personas

Once you’ve identified your high-value target market and 
audiences, you can start to create audience personas.

Audience persona is a detailed 
description of the 
characteristics of your ideal 
high-value customer, including 
shopping goals, pain points, 
interests, behaviors, and 
demographic traits. An example 
of an audience persona could 
be: time-poor parents who have 
at least one child age 2–4, both 
work full time, prefer to shop 
online via mobile, earn a 
combined household income of 
$100,000+, and live in an 
apartment in a major U.S. city.  

¹¹

Once you know all the details about this “person,” you can be 
more effective in your customer acquisition marketing. You’re 
able to create messaging that will have a greater impact and 
target it at those customers who are more likely to convert. 


The number of audience personas you have will depend on your 
business. If you’re just starting out, go for a maximum of 3 so 
you can apply really focused marketing efforts to each of 
them.  More established brands will have up to 20—and 
sometimes even more.

Decide how much to spend

¹²

Acquiring customers can be expensive, and costs can quickly spiral 
if you don’t define how much you can afford to spend early on. 


That’s where customer acquisition cost (CAC) comes in. CAC refers 
to the amount it costs you to persuade a new customer to buy your 
product.  The metric includes online and offline efforts, such as 
advertising costs, creative and technical expenses, and inventory 
management outlay. 

CAC =
marketing and sales costs

customers acquired



¹³
The ideal CAC varies based on industry, but it should be roughly 3x 
less than the lifetime value of the customer.  This is why you need 
to deeply understand your high-value customers and target 
marketing efforts at them—the less it costs to acquire a customer, 
and the more the customer is worth to you, then the more profit 
you’ll make.

Don’t stop there!

¹⁴


¹⁵

As a final note, don’t let your acquisition strategy become old and 
stale. Circumstances and customers are always changing, and your 
strategy should too.


An example of a brand that pivoted recently is rag & bone. Over the 
past year, rag & bone customers have become more interested in 
buying cozy, practical clothes for spending more time at home. So, 
rag & bone adapted their marketing promotions to focus on the 
comfort of their clothes, rather than just the style.

As HubSpot says: “The goal is to create a systematic, sustainable 
acquisition strategy that can evolve with new trends and 
changes.”  So, keep revisiting your target market, audiences, and 
personas, then optimize your strategy to ensure you’re getting the 
most bang for your customer acquisition buck.


Remember: Any marketing that includes Affirm financing is subject 
to certain requirements including fair lending laws that prohibit 
discrimination when providing credit to consumers. More 
information on fair lending requirements can be found at: 
https://www.consumerfinance.gov/fair-lending/.
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https://www.consumerfinance.gov/fair-lending/
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Recommendation 2: 

Capture customers 

with compelling 

content

¹⁶

¹⁷


Now that you have a deep understanding about whom to target, you 
can build out tactics to reach them. While there are many different 
ways to acquire customers, we’re going to focus on one of the most 
effective ones: content marketing. 


The pandemic really hit home that connecting digitally with 
customers is critical for driving growth, and many B2C brands are 
investing in content marketing to do this.  A study by Semrush 
found that more brands have a content marketing strategy in 2020 
than did in 2019 (84% versus 76%), and over 70% of brands believe 
their content strategy results were more successful in 2020 than 
the previous year.

If you’re still wrapping your head around the opportunities afforded 
by content marketing, never fear. Here are some tips on how to 
create content marketing that resonates.



Speak to your customers in  
a language they understand

Change Makers

¹⁸

Will It Blend? ¹⁹

There are a ton of different types of content you can produce. But 
the most important thing when deciding what sort of content to 
create is that it has to resonate with your target audience. This will 
depend a lot on what your product is, and who you’re trying to 
reach. 


Let’s go back to our Cole Haan example. The brand found great 
success with its  content series (a collaboration with 
Forbes), which appealed to the aspirations and priorities of a 
younger, digitally savvy target audience.  The series was about 
young people changing the world, and highlighted Cole Haan’s 
brand value of inspiring youths to create a better planet. This 
resonated strongly with their desires for creativity and sustainable 
impact. Cole Haan was able to connect with these consumers on a 
more authentic level than if they were just showcasing their shoes. 
This helped foster loyalty and drive acquisition.


An important takeaway: It’s worth experimenting a little when it 
comes to content, as what resonates with some audiences might 
surprise you. The high-end food blender company, Blendtec, skews 
toward an older, more affluent target market who are not 
traditionally video-first. But the brand created a humorous YouTube 
series, “ ” and increased sales by 700% over 3 years.  
The Blendtec YouTube channel now has 865,000 subscribers. 

Take stock of content trends

While it’s important not to be totally directed by trends (your 
customers should be your guide for what’s working and what’s not), 
it’s useful to understand how content marketing is evolving. 


Here are some of the content marketing trends we believe will make 
a splash in 2021 and beyond.

Focus on fun and interaction

²⁰

We’ve always known that content needs to be engaging. But this 
is more important now than ever. People spend more time 
online, are bombarded with more content than ever, and have 
way less patience—the average customer has an attention span 
of 8 seconds.  You need to grab people fast if you want to have 
any hope of converting browsers into buyers. 
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https://www.forbes.com/colehaan/changemakers/
https://www.youtube.com/channel/UCnFP0IU4gpnmcLnVzDLUtfw
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²¹


Things like interactive quizzes and polls can be a good way of 
doing this. Video is an effective way to create fun content that 
engages customers, with 87% of marketers stating that video 
provides a positive ROI.

But a word of warning here: Shoppers still want content that 
adds value—content that makes their life better, easier, more 
fulfilled in some way. This isn’t as terrifying as it sounds. With 
the deep understanding you’ve got of your target audiences, 
you’ll be able to create content that taps into their needs and 
wants. 


Take fitness equipment brand Tonal, for example. They offer a 
range of engaging and relevant content via their website and 
social media channels, like YouTube and Instagram. The content 
includes workout videos, interviews with trainers, recipes, and 
real-life success stories.

Be authentic and inclusive

²²

²³

²⁴

People want to connect with brands that are transparent and 
representative of the world around us. 


A Google study of 3,000 consumers found that, after watching 
an ad that was inclusive, 64% of them took an action.  A 
Microsoft study showed that the majority of consumers (85%) 
will only consider a brand they trust—and for 64% of them, the  
way to build that trust is to create ads that represent 
diversity.  And an Edelman Earned Brand study found that 
about two-thirds of consumers will decide to buy or boycott 
based on a brand’s political or social position.   


All of this clearly shows that if you’re serious about acquiring 
customers, then your content and communications must 
authentically represent the diverse world we live in. 

Dip your toes into marketing technology

²⁵

If you haven’t looked into artificial intelligence (AI)-powered 
tools for content marketing, now might be a good time to start. 
Thanks to new technologies, you can find high-value customers 
and personalize communications at scale. In fact, nearly 60% of 
CMOs already use AI-powered tools to personalize content 
and/or analyze customer insights.  



SparkToro

Clearscope
Rasa.io

²⁶ 
Sell 

smarter: A guide to digital tools that can help you optimize your 
business

There are a number of tools available to use today:  
helps uncover who/what your customers are influenced by, 

 offers SEO and content optimization from keyword 
research, and  creates newsletters by taking content 
from existing marketing materials and personalizing it for 
readers based on their prior interactions


You don’t need to automate everything all at once, but it’s worth 
exploring how you can streamline your customer acquisition 
and content marketing with technology. For example, Italian 
lingerie brand Cosabella uses an AI engine for its media 
buying. If you’d like to learn more about how technology can 
help drive your brand forward, check out our ebook, 

.

Make your content last

As a final note here, remember that it can take time to acquire 
customers, so it’s critical to have enough content to keep them 
engaged over the life of your acquisition strategy. A great way to do 
this is to repurpose each piece of content you create into many 
different formats. The savings for you can include CAC and a 
precious resource for all small business owners: time.
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https://sparktoro.com/
https://www.clearscope.io/
https://rasa.io/
https://www.affirm.com/business/blog/guide-to-digital-tools-that-can-optimize-your-business
https://www.affirm.com/business/blog/guide-to-digital-tools-that-can-optimize-your-business
https://www.affirm.com/business/blog/guide-to-digital-tools-that-can-optimize-your-business


Recommendation 3: 

Utilize multiple  
channels
Let’s recap your acquisition journey so far. You’ve outlined a 
strategy (including whom to target and how much to spend), and 
you’ve got some great content ideas. Next piece of the puzzle? 
Which channels to use.


Channels are outlets for communicating with your customers. Blogs 
or email newsletters are common examples. But video channels like 
YouTube and TikTok are growing in popularity, and we expect more 
brands to use these in their marketing strategy moving forward. 
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Different channels will appeal to different audiences, with varying 
degrees of success. Some to consider are:

Email or direct mail

Organic and paid social media

SEO

Influencer marketing

Existing customer referral program

²⁷


One of the biggest challenges marketers face is breaking through 
the saturated marketplace. That’s why best-in-class brands don’t 
rely on just one channel. They use multiple channels. 


To connect with its fashion and trend-conscious audiences, clothing 
and accessories retailer Fred Segal uses a variety of relevant 
channels—paid and organic social media, traditional advertising, 
and virtual or live events.

Utilizing multiple channels not only helps you drive better overall 
results, but it ensures that underperforming channels don’t derail 
your acquisition strategy. 


However, a word of caution: Using too many channels can dilute 
your message and diffuse your impact. We strongly suggest 
experimenting with a number of channels, then doing an audit to 
find which are working best for your audience, your business, and 
your budget. You can then devote resources to optimizing your 
highest-performing channels. 

Channel trends

While there are a ton of different channels to choose from, here are 
two that will continue to have a big impact on customers over the 
next few years.

Social media

Social media is great for sharing new or repurposed content as 
well as defining your brand voice and style. 


Choosing the social media channels that resonate with your 
audience is important, but Instagram and TikTok are 2 of the 
biggest hitters in the field at the moment. 
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²⁸ 
²⁹

³⁰

³¹ 

Instagram has about 1 billion active users, and around 90% of 
them follow a business in their feeds.  Another bonus: 
Customers can shop directly from the app.


TikTok has over 800 million active users, and the platform is 
designed for easy liking and sharing.  Although the app skews 
toward a Gen Z and millennial audience, an increasing number 
of adults over 45 are using the app too. The total U.S. adult 
audience grew 5.5 times in less than 18 months.

Live, virtual events

³²


³³


Virtual events have been a necessity for the past year. Over 
80% of event organizers reached a wider audience thanks to 
virtual events, and 68% will use a hybrid model (virtual and 
in-person) as a part of their event strategy moving forward.

Online events can open up your brand to a whole new audience 
and help you build a community of advocates. The live element 
is important, so customers can feel a part of the action even if 
they can’t be in the room. 


Many fashion companies like Badgley Mischka (an Affirm 
partner) have taken their New York Fashion Week runway shows 
online.

Running a live, virtual event doesn’t have to be a huge lift, and 
there are many platforms that make it easy. Facebook Live is 
one example, where brands big or small can do things like 
facilitate live Q&As, host talk shows or panel discussions, do a 
product demo, provide lifestyle tips, and even sell products. 


We expect that live, virtual events are here to stay and will be 
an important component of any channel strategy.

Multichannel versus omnichannel

One final thing to consider about your channel strategy is whether 
you should take a multichannel or omnichannel approach—or both!


Multichannel is when you use a separate strategy for each of your 
different channels. So, for example, email, social, and website would 
each have their own agenda and communications. You would find 
which channels work best for your audience, then optimize them.
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growth in curbside pickup during the second quarter of 2020

 734
growth in curbside pickup during 

the second quarter of 2020

%
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³⁴ 

Omnichannel, on the other hand, puts the customer at the center of 
the communications strategy. Customers have consistent 
experiences across channels and navigate between channel touch 
points to make a single purchase. 


Mattress retailer Leesa is one Affirm partner who uses both of these 
strategies to drive growth.³⁴ 

Omnichannel, on the other hand, puts the customer at the center of 
the communications strategy. Customers have consistent 
experiences across channels and navigate between channel touch 
points to make a single purchase. 


Mattress retailer Leesa is one Affirm partner who uses both of these 
strategies to drive growth.³⁴ 

Omnichannel, on the other hand, puts the customer at the center of 
the communications strategy. Customers have consistent 
experiences across channels and navigate between channel touch 
points to make a single purchase. 


Mattress retailer Leesa is one Affirm partner who uses both of these 
strategies to drive growth.

A new omnichannel 
consideration

One touch point in the 
omnichannel experience that 
has become increasingly 
important over the last year is 
contactless or curbside pickup.  
Target saw 734% growth in 
curbside pickup during the 
second quarter of 2020.³⁵ 



We believe this will remain a 
popular part of the 
omnichannel shopping 
experience and play a vital role 
in customer acquisition moving 
forward. A study by Vibes 
concluded that buying online, 
then collecting curbside will 
grow by around 45% in 2021.³⁶



Recommendation 4: 

Provide customers 

with flexible 

payment options

³⁷

³⁸

³⁹

Now that you’ve engaged potential customers with the right 
content and channels and got them to your store (whether that’s 
online or brick-and-mortar), you’re ready to convert them to sales. 
Make sure to consider your checkout experience. You don’t want to 
lose new customers because of friction at checkout. Or because 
you’re not offering the payment options many shoppers want.


Creating a seamless checkout experience and giving customers 
choices about how they pay is critical—especially now.  The 
acceleration of e-commerce we’ve seen in the last year has also 
fueled a boom in buy now, pay later (BNPL) transactions. In fact, 
BNPL purchases surged 215% in the first 2 months of 2021 
compared to a year earlier.  This form of flexible payments is now 
the world’s fastest growing e-commerce payment method—and a 
great customer acquisition tool.
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⁴⁰ 


Offering a pay-over-time option with Affirm can be a great way to 
help more shoppers say yes when it comes time to buy. And here’s a 
bonus for customer retention: About 85% of shoppers say they view 
a brand more favorably when they’re able to pay with Affirm.

For businesses that partner with Affirm to offer BNPL options to 
customers, the benefits can include up to an 85% increase in 
average order values (AOV), higher conversion rates, and access to 
over 6 million shoppers in the Affirm network.

How Affirm can make a 

difference for your brand

Here are just a few ways Affirm can help you attract and convert 
new customers. 

Give shoppers more financial control and flexibility

⁴¹


Many businesses have seen how offering a pay-over-time option 
with Affirm has helped customers gain more control to stretch 
their spending power. It also helps that Affirm never charges 
late or hidden fees.


Mattress retailer Layla saw AOV rise by 22% for sales with 
Affirm. Layla CEO Gregg Dean attributed the growth to offering 
customers what they need during times of uncertainty: flexible 
payments and stress-free, seamless purchasing experiences. 


Dean added: “The no-late-fees policy demonstrates 
empathy—‘Life happens, and we’re not going to ding you for it.’ 
I love that about Affirm.”

Consumer confidence could be slow to rebuild after the 
pandemic, so retailers that can alleviate some of this concern 
are likely to be ahead of the pack as recovery gets underway.

Tap into our network of high-intent shoppers

We can also help you uncover a whole new set of potential 
customers. We’ve got a network of over 6.2 million shoppers 
that love to shop with Affirm. (We’ve got a 78 NPS score to show 
for it)
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Affirm is essential to your customer acquisition 
strategy

When you partner with us, we work hard to promote brands and 
help you gain exposure across our website, app, social media 
channels, and email campaigns. And we offer a range of term 
length options and full omnichannel solutions across 
e-commerce, stores, and telesales. On our blog you can find 
more ways 

.

Not sure if a buy now, pay later solution is 
right for you? 

partner brands

At Affirm, we offer tailored options for all kinds of brands—from 
jewelry to home workout gear to auto parts, and everything in 
between. 


Take a look through some of our diverse  to see who 
we’re already working with in your industry.  

https://www.affirm.com/business/blog/affirm-boosts-customer-acquisition
https://www.affirm.com/business/blog/affirm-boosts-customer-acquisition
https://www.affirm.com/where-to-shop


Recommendation 5: 

Don’t forget  
about retention

⁴²

⁴³


Last but not least, don’t forget about retaining all those customers 
you've spent so much time and effort winning. Your acquisition 
strategy is working! Nurturing a relationship with those customers 
will help build on your success.


For one thing, it’s more expensive to acquire new customers than it 
is to keep existing ones.  For another, customers making a repeat 
purchase are easier to sell to and are more likely to buy from you 
multiple times.

The upside presents an opportunity you can’t ignore.
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Focus on building loyalty

The elements that go into making a customer retention strategy 
could fill a new ebook (stay tuned!). To get you started, here are a 
couple of questions to ask yourself.

Are you delivering the best customer experience you can?

⁴⁴


⁴⁵


Delivering a customer experience that goes above and beyond 
expectations is critical for retaining customers—for over 65% of 
customers, loyalty is driven more by experience than by the 
price or brand identity.

It can take time and effort to get your customer experience just 
so, but it’s worth investing in it. About 84% of shoppers go out 
of their way to spend more with a brand that provides great 
experiences.

Some things you can think about are creating more creative and 
personalized content, delivering a better checkout experience, 
or optimizing your mobile app for speed. 

Are you listening to your customers?

⁴⁶

⁴⁷

Customers expect communication with brands to be a two-way 
street. If they feel ignored, they are more likely to head to your 
competitors. That’s why listening to customers and acting on 
their feedback will help you reduce churn. 


Consider undertaking customer feedback and satisfaction 
surveys to learn what your customers love about your brand, 
and changes they’d like to see. Don’t forget to speak to your 
internal customer-facing teams, as they’ll likely be able to 
provide valuable insights too.


If you can make more customers happy, you’ll drive more 
growth. Happy shoppers are more likely to shout your praises to 
friends and family—over 75% of customers will recommend a 
brand if it offers personalized service.  This could even bring a 
significant boost in customer acquisition. Also, satisfied 
shoppers are more likely to share positive feedback about your 
products on social media, which helps you build a base of 
powerful user-generated marketing content.
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Are you optimizing your retention strategy? 

As with any strategy, customer retention isn’t something you 
can just set and forget. As the market changes and customer 
expectations shift, you’ll need to reassess your strategy and 
think about how to optimize it. Consider building this step into 
your customer acquisition process so it doesn’t get overlooked. 
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Check out 
our blog

It’s time to get started on your path to 
winning new customers!

Regardless of how small or big your business is, the right planning 
and tactics can help you acquire high-value customers that will 
drive long-term and sustainable success. 


We hope this guide is a useful tool in your customer acquisition 
journey so that you can build a strong foundation for your business 
and flourish for decades to come. 

blog
If you’d like to learn more about the changing nature of 
shopping, then check out our  for the latest advice, 
trends, and insights.

Here at Affirm, we’re committed to helping your brand reach its full 
potential—today, tomorrow, and well into the future.

https://www.affirm.com/business/blog


About Affirm
Affirm is modernizing consumer credit  
and changing the way people shop.

affirm.com/business

affirm.com/lenders

We enable customers to buy what they want today and pay in 
simple monthly installments—boosting conversion rate and AOV. 
Our quick and transparent financing options (no hidden fees, no 
compounding interest) improve customer satisfaction and drive 
repeat purchasing. Affirm also enables retailers to expand their 
consumer reach: Our advanced underwriting is designed to serve 
those overlooked by the traditional credit system. With a 
lightning-fast, mobile-first UI, we’re built to seamlessly integrate 
with your checkout flow and make purchasing quicker, simpler, and 
more consumer-friendly. Learn how Affirm can boost your AOV at 

.


Payment options through Affirm are provided by these lending 
partners: 
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