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Nurture Retailing
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We are nurtured in some environments and neglected 

in others, just like plants are. The core of our business 

is to nurture plants and help customers do the same. 

When we help customers succeed, they feel nurtured. 

Seeing a customer return signals that our nurturing is 

working; meeting the friends they bring represents true 

loyalty. Think about your favorite restaurant. You return 

not because of a punch card, but because being there 

feels right. That’s loyalty. It was never a program; it was 

a feeling. 

A first-time customer is a seed—full of potential, but 

easily lost if conditions aren’t right. We must nurture them based on their needs, not ours. The purpose of a first visit 

isn’t simply to earn a second one, but it depends entirely on doing so. A warm greeting and knowledgeable staff are 

the water and sunlight. Push too hard for a sale and you’re overwatering the relationship. But show any apathy and 

the relationship is in a drought before it could begin.

You can’t nurture what you don’t remember. When a customer returns, they’re signaling their intent to make your 

store “their store.” To catch this signal, you must capture on the first visit—who they are, what they bought and how 

to reach them. 

Imagine if customers had tags attached like plants do, listing their preferences, maintenance levels and garden 

challenges. Most independent retailers fall short here—not for lack of caring—but by failing to use the CRM tools 

already built into their point-of-sale systems. The real opportunity is connecting your inventory, POS and marketing 

into a single system, much like tech-savvy, market-leading merchants do. This isn’t spying; it’s remembering. It’s the 

digital version of a restaurant server saying, “Welcome back, Mary. The usual?”

It’s time to bury the “loyalty program” crutch. Loyalty is earned through created experience, not tracked through 

transactions seen in the rear-view mirror. One creates customers who show up because they have to; the other 

creates customers who return because they want to return to the loving environment with the “happier place” vibes 

your business provides over another choice.



Nurturing well earns a bigger share of visits because the customer stops shopping around. They stop waiting for the 

next big sale because you’re paying attention to them instead of offering bribes. Every well-timed message and 

every offer that inspires them rather than just discounting a product closes the door on other options. This isn’t 

manipulation; it’s learning preferences and creating new ones through honest interactions.

Nurture Retailing isn’t a temporary campaign; it’s a culture you grow with patience and attention. Your business is 

only as good as the system you actually use to really know whether you’re building relationships. It’s not whether you 

have a relationship, but how you’re using the one you have to serve the customer you have it with. While the 

personal touch is always the very best tool, it requires support to scale. Use your tools correctly—like a sharpened 

pair of Felcos—carefully guiding the growth of your customer relationships toward their full potential.

The question isn’t whether your customers are loyal to you; it’s whether you’ve given them a reason to be. GP

You can reach the authors at the following emails: John Stanley at info@johnstanley.com.au; Sid Raisch at 
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