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I bought my first new car when i was 21 

years old. It was a bright red convertible. 
Along with the joy of owning my dream 

car came the responsibility of paying for 

it. I remember how the feeling of 

"buyer's remorse" plagued me for days 
after I drove the car off the dealer's lot. 

("Buyer's remorse" is what we feel after 

making an impulsive decision - until we 

can justify our decision with logical 

reasons.)  
 

About a week later I got a personal 

letter from Ray, the salesman who 

sold the car to me. He thanked me for 

the business and congratulated me for 

making such a wise decision. He then 

went on to list all the benefits I'd 

enjoy as a result of my wise decision. 

Ray's letter didn't change the car 

payments I faced for the next 3 years. 

However, it did change the way I felt 

about them. I lost my buyer's remorse 

almost immediately. Ray's letter also 

changed the way I felt about him. I 

bought 3 more cars from Ray during 

the next 10 years.  

 

I used versions of Ray's "thank you" 

letter throughout my business career. 

They helped preserve a considerable 

amount of business. They also helped 

solidify many valuable business 

relationships.  

 

Benefits of the unexpected 

"Thank You"  
How would you react if you received 

a personal "thank you" from a 

company or person a few days after 

you spent money with them? You'd 

feel good and probably want to do 

more business with them sooner 

rather than later. Why not give that 

same feeling to the most important 

people you know - your customers.  

 

Here are some benefits you gain 

when you send a personal "thank 

you" to a customer or client who 

just gave you business...  

• You reduce or lower any 

buyer's remorse your customer 

or client feels after their 

purchase. 

• You develop a closer 

relationship with your customer.  

• You gain free word-of-mouth 

advertising when your 

customers tell everybody about 

your unexpected "thank you" 

letter and how good they feel 

about doing business with you.  

• You have an opportunity to 

resell more (or other) products 

or services. You can even 

promote this by including a 

special price or discount offer in 

your "thank you" letter.  

• You enhance your image as a 

consumer-oriented business.  

 

Your unexpected "thank you" 

doesn't have to be lengthy. You 

don't have to write it individually for 

each customer or client. You can 

use the same text for everybody 

with just a few minor changes - like 

inserting the customer's name. You 

don't even have to take the time to 

type envelopes and mail letters. You 

can send your "thank you" by fax or 

email. Just be sure to personalise it 

as much as possible.  

 

EXAMPLES 
If you've ordered books on the 

Internet from Amazon.com, you 

received a good example of an 

unexpected "thank you" letter by 

email. Their "thank you" email 

message even includes the titles of 

other books you can order on the 

same subject.  

 

I spoke with an MLM distributor 

some time ago who sends what she 

called a "congratulatory letter" to all 

her new distributors two days after 

they sign up. In it she repeats the 

specific goals stated by the new 

distributor before signing up and 

includes a brief description of how 

he or she will now be able to 

achieve them.  

 

Most buying decisions are made on 

impulse. Only after buying do we 

look for logical reasons to justify 

our decision. You can help your 

customers with this by including all 

the benefits they'll gain from your 

product or service in an unexpected 

"thank you" message. These benefits 

are what initially compelled them to 

buy. Repeating these benefits 

reassures them of the wisdom of 

their decision. It can even reduce or 

eliminate cancellations or refunds.  
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Buyer's Remorse 
Buyer's remorse is the sense of regret 

after having made a purchase. It is 

frequently associated with the purchase of 

an expensive item such as a vehicle or real 

estate. Buyer's remorse is thought to 

stem from cognitive dissonance, 

specifically post-decision dissonance, that 

arises when a person must make a difficult 

decision, such as a heavily invested 

purchase between two similarly appealing 

alternatives. Factors that affect buyer's 

remorse may include: resources invested, 

the involvement of the purchaser, 

whether the purchase is compatible with 

the purchaser's goals, feelings 

encountered post-purchase that include 

regret. 

 
Data from: Wikipedia, Wikipedia text under 

CC-BY-SA license 
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Important Notice 
© Copyright 2019, Martin Pollins, All Rights 

Reserved 
 

This article appeared in Better Business Focus, 
published by Bizezia Limited (“the publisher”). 
It is protected by copyright law and 

reproduction in whole or in part without the 
publisher’s written permission is strictly 
prohibited. The publisher may be contacted at 

info@bizezia.com  
 
Some images in this publication are taken 
from Creative Commons – such images may 

be subject to copyright. Creative Commons is 
a non-profit organisation that enables the 
sharing and use of creativity and knowledge 

through free legal tools. 
 
The article is published without responsibility 
by the publisher or any contributing author 

for any loss howsoever occurring as a 
consequence of any action which you take, or 
action which you choose not to take, as a 

result of this article or any view expressed 
herein.  
 
Whilst it is believed that the information 

contained in this publication is correct at the 
time of publication, it is not a substitute for 
obtaining specific professional advice and no 

representation or warranty, expressed or 
implied, is made as to its accuracy or 
completeness.  
 

Any hyperlinks in the article were correct at 
the time this article was published but may 
have changed since then. Likewise, later 

technology may supersede any which are 
specified in the article. 
  
The information is relevant within the United 

Kingdom. These disclaimers and exclusions 
are governed by and construed in accordance 
with English Law. 

 
Publication issued on 1 November 2019 

  
  

 

Change Is threatening your 

Business  
© Copyright 2003 Bob Leduc.  

 

You cannot grow a business today by simply repeating what you did 

successfully in the past ...or even recently. Clever competitors and new 

technology are producing changes that will reduce the effectiveness of 

your current marketing efforts. The following 3 strategies enable you to 
overcome this threat - and continue to grow your business. 
 

1. Keep Testing New Advertising Methods 
The first impact of change is often a shrinking return on your response from proven 
advertising methods ...followed by a decline in the sales they produce. Don't wait for this to 
happen before taking action. 

 
Continually test and evaluate the effectiveness of everything you use or do to promote your 
business. Test new marketing methods - and old ones you never tried before. Replace less 
effective marketing methods with the more effective ones you discover with your testing. 

 

Tip: Invest 80 percent of your advertising budget and effort in proven romotions and 

20 percent in testing new variations. Most businesses using this system continue growing 

- even in highly competitive markets. 

 

2. Keep Opening New Markets 
Never stop looking for new markets you can serve. Every new market you open increases 
your sales ...and helps insulate you from the impact of change. 
 

Changing market conditions or an aggressive competitor may cause your sales to drop in one 
market. But the impact will not be devastating if you have a variety of other markets 
producing results for you. 

 

Tip: One quick and easy way to find profitable new markets is to sub-divide your 

current market into several narrowly defined niche markets. Then customize your 
advertising so it offers specific solutions to the unique needs of prospects in each niche 

market. 

 

For example, the owner of a company selling sales leads to small businesses noticed that many 
of her clients were network marketers or real estate agents. She created a customized web 
site for each of these 2 niche markets. 

 
The two sites looked similar. But their content was different. A visitor to either site could 
assume the lead service applied exclusively to their industry. She claims her sales increased 
by almost 20 percent when she targeted these 2 niche markets. 

 

3. Keep Adding New Products And Services 
A decline in the sales of one product can devastate your business if you only offer one or two 
products. But it will not have much impact on you if you are still getting sales for a selection of 
other products. 

 
Keep increasing the number of products and services you offer to customers. These additional 
products and services should be closely related to those you already sell. 

 
For example, if you sell health products, find additional health products or services you can 
offer. If you offer residential lawn care, look for a way to offer additional services that help 
homeowners maintain their property. 

 
Clever competitors and new technology cause constantly changing marketing conditions that 
will reduce the effectiveness of your current marketing efforts. Use these 3 strategies to 

overcome this threat - and continue growing your business. 

 


