
 

 

Cross-selling More Effectively 

 

Customer retention and cross-selling is important in any industry, yet it’s frequently overlooked.  Here 

are a few tips to help you to cross-sell more products and services to your existing customers..   

The cross-sell 

Amazon.com attributes up to 35% of its revenue to cross-selling.  When purchasing you will see both 

the ‘frequently bought together’ and ‘customers who bought this item also bought’ sections, promoting 

related products.  The key is to illustrate the value to the client of purchasing a complimentary product 

or service.  For example, an accountant may wish to communicate to clients that in addition to audit 

and tax services, their clients can also benefit from payroll or business advisory services.  There is a 

‘value add’ in that the client is buying all of these services from one accounting firm.  

Data driven campaigns 

The firms that are most successful at cross-selling unite insights driven by data with focused 

marketing campaigns.  There is a fine line between timely offers and annoying spam, and 

understanding buyer timing is critical.  Your marketing content strategy is key to cross-selling to 

existing customers, but you also need to understand how you will measure success.  Use a Customer 

Relationship Management system (CRM) to record customer data including which client bought what 

service.  Use this database to identifiy client who have not yet been cross-sold to and create a 

campaign which focuses on creating a value proposition in the mind of those clients.  Ensure your 

sales or business development people engage with the target clients at the appropriate time.     

Listen to your customers 

You can’t sell additional products or services to your customers if you don’t understand what they 

actually want or need.  If for example, you are selling business services, ask your customer about 

their business plan.  Where are they going in the next 3 to 5 years and how do they hope to get 

there?  Consider some of the challenges that they will face and identify where your services will be 

able to make their life better in some way. 

Listen and respond to each client and every interaction.  This two-way conversation should extend to 

your own internal teams, as you ask questions and measure outcomes to continuously improve the 

customer experience.    


