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Do your customers 

Have a reason to return?
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Author’s Note
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This book is not about AI, and for good reason.

Writing a book about AI today is almost a bad idea — the field evolves faster than any author, editor, or printer can keep up with.

However, if we let AI handle the work that used to drain our time and attention, we can focus on something far more enduring: building better connections with our customers and driving the kind of growth that lasts.

During my career, I have navigated three very different worlds.

I built a multimillion-dollar business where success hinged on rigorous business processes—clear systems, tight controls, and repeatable workflows.

I lead a non-profit organisation where success depends on purpose—a reminder that, in the non-profit world, intent matters more than profit.

And I practise marketing — a discipline grounded in behavioural psychology and human decision-making, where success is defined by market validation.

Each world taught me something essential — a strength that lived fully only within its own domain. But only when I began to connect these perspectives — process, intent, and behavioural psychology — did a new pattern emerge: a way to design loyalty deliberately rather than rely on chance.

That discovery became the foundation of what I now call The G.R.E.A.T. Retention Method™ — a sequence of deliberate actions (Gratitude, Reinforcement, Engagement, Anchoring, and Transformation) that trigger emotional outcomes and form a simple, practical process for any organisation seeking to retain the asset that matters most: people.

In this book, you’ll find a practical, psychology-driven framework that uses cognitive biases and emotional triggers to shift clients from one-time buyers to loyal partners. And while AI can support this work—helping you apply these ideas with greater speed and consistency—it cannot replace the one thing loyalty is built on: a human connection.

And that is what this book is truly about:

Building human connections in an AI world.

Because engagement isn’t a transaction — it’s a relationship.

And relationships, no matter how smart our systems become, will always rely on presence, intention, and care.
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Foreword by Andrew Marsden
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If you want to build a valuable brand, read this book. If you think marketing is easy, don’t.

The task of marketing is to build valuable brands — with all that means in terms of competitive advantage — by first creating brand awareness, then building ongoing loyalty, and ultimately turning your customers into your ambassadors.

Rooted in behavioural analysis, this landmark book takes the reader on a journey through the emotional architecture of loyalty and then moves us towards human-centred marketing to build brand advantage.

The author offers a clearly articulated and intellectually robust analysis of how to build customer ambassadorship. More importantly, he shows how retention strategies can be designed into your systems, and how the psychology of the relationship between any product and its customers can be developed and utilised to build brand advocacy — turning marketing persuasion into brand partnership.

A must read.

Andrew Marsden

Award-Winning Brand Strategist

Former President, The Marketing Society

Past Master, The Worshipful Company of Marketors​
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PART ONE: The Best of Three Worlds
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For years, I’ve worked in three very different worlds: the non-profit world, the commercial world, and the world of marketing and behavioural psychology. 

Each sees relationships through a different lens; each measures value in a different currency. Yet as I moved between them — sometimes in the same week, sometimes in the same day — I began to notice patterns that few people ever see from within a single domain.

Nonprofits understand belonging better than most businesses.

Businesses understand process better than most nonprofits.

And marketers understand human decision-making better than either.

Individually, each world is incomplete. Together, they reveal the full architecture of loyalty—purpose, process, and psychology. That is why this book draws from all three: because retention is not a single discipline but an intersection.
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What every business should learn from a nonprofit.
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After running a Chamber of Commerce for more than a decade, I’ve come to recognise something that surprises even seasoned business leaders. There is one thing that most nonprofit organisations consistently do far better than almost any commercial enterprise. 

It may sound counterintuitive at first. Given the resources, expertise, and technological sophistication available to most businesses, one would assume the private sector should easily outperform voluntary organisations across all areas. And in many respects, it does.

Commercial companies excel at efficiency. They build systems that deliver results, measure performance with precision, and understand the value of scale. They can deploy marketing automation, data analytics, and customer insight tools that most associations could never afford. They recruit skilled professionals and set measurable goals. 

In short, they know how to make things work — on time, within budget, and with impressive polish.

Yet despite all that, there remains one fundamental aspect of business life where the nonprofit world consistently outperforms: having a purpose—a reason to exist beyond making money. The strength of a shared mission often translates into a greater ability to retain, re—engage, and renew relationships over time—something membership organisations tend to do far better than their commercial counterparts.

The difference lies in how these two worlds interpret the moment of sale. In a business, a sale typically marks the end of a process. Once the customer’s need is met, the payment is received, and the work is delivered, attention quickly shifts to finding the next opportunity. Success is defined by completion — the transaction is over, and the box can be ticked.

In the nonprofit world, that exact moment is viewed very differently. When someone joins a chamber of commerce, an association, or a club, their payment is not the end of a relationship but the beginning. It is the opening of a dialogue, a handshake that says, "You are now one of us.” 

From the very first day, the organisation seeks to understand who the new member is, what they value, and how they wish to participate. “Welcome to our community,” the message implies. “We’re here to support you.”

This shift in perception changes everything. Where a commercial firm closes a sale, a membership organisation opens a journey. It invites involvement, not just consumption. The new member receives an onboarding form to explore interests, priorities, and motivations. That form signals that you are not a transaction; you are a person whose presence matters.

“Where a commercial firm closes a sale, a membership organisation opens a journey.”

It’s a small gesture, but it changes the logic of the interaction. Engagement begins where most businesses stop. The difference is not in resources or strategy, but in intent. Nonprofits are built around the idea of participation, not purchase. Their purpose is inherently communal — to bring people together around a shared mission. That mission creates belonging, and belonging creates loyalty.

And that, ultimately, is where the engagement divide between commercial businesses and nonprofits lies. One sees relationships as outcomes; the other sees them as origins—one measures value by efficiency; the other measures it by connection. 

Both have something essential to teach us — and when these two perspectives finally meet, the results can be transformative.
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What every nonprofit should learn from a business.
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Just as nonprofits have mastered belonging, businesses have mastered their core process. Behind every great company lies an invisible sequence of actions so well defined and refined that it becomes part of the organisation’s identity.

For KONE, it’s People Flow — the science of moving people smoothly, safely, and comfortably through buildings. It’s not just elevators or escalators; it’s a philosophy of motion.

For Patagonia, the process is Circularity — designing, repairing, and reusing gear to reduce waste and extend purpose.

For Uber, it’s Safety and Reliability — ensuring that every journey, in every city, meets a predictable standard of trust.

Each of these companies has identified the one process that defines its promise and perfected it relentlessly. They have mapped every stage, defined every variable, and measured every outcome. They know where friction occurs, how to eliminate it, and how to turn repetition into excellence. 

That is what makes them consistent, scalable, and enduringly trusted — not only by their teams, but by their customers too. Their consistency is an essential part of their retention strategy. It builds confidence, creates predictability, and strengthens emotional assurance. When something works flawlessly time after time, trust becomes habit — and habit becomes loyalty.

Yet, across the business world, especially among small and medium—sized enterprises, few organisations apply the same level of discipline to retention itself. They can describe in detail how they produce, market, or deliver, but rarely how they retain. Operations are perfected; relationships are assumed. The processes that sustain loyalty are often left undefined and managed more through goodwill than through design.

Now imagine applying that same rigour — that same operational obsession — not only to logistics, production, or delivery, but to the human experience of staying. What if the process of keeping a client received the same attention as the process of serving one? What if loyalty were engineered with the same precision as supply chains or safety protocols?

At its core, a business process is simply a system of predictable actions designed to produce a reliable outcome. It turns intention into repeatable behaviour.

It removes luck from success.

If retention were treated as a process, it would have clear inputs (actions, communications, moments), measurable outputs (renewals, advocacy, referrals), and continuous improvement loops. It would not rely on goodwill or intuition, but on design. And just as product quality improves through iteration, emotional loyalty could improve through deliberate experience design.

Most organisations can describe in detail how they manufacture, market, or deliver. Very few can tell how they retain. They might have a loyalty programme or a CRM database, but not a retention process — not a repeatable system that deliberately transforms satisfaction into belonging.
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“If you want to build a valuable brand, read this book.
If you think marketing is easy, don't.”

-Andrew Marsden
Former President of The Marketing Society
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