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 s markets expand and competition increases in 
   today’s high-tech world, old-fashioned customer 
     loyalty is more important than ever to your  
       ongoing success. 

But the good news is, with all the technological tools at your 
disposal, finding and keeping loyal customers can be as easy  
as the click of  a mouse.

The basics to building a strong presence in the marketplace 
haven’t changed: begin with a solid product, maintain consistency 
in your message, stay relevant with products that meet or exceed 
the needs of  the consumer, and strive for as sincere a relationship 
as possible with your customer.

Step One: Branding
Branding is the first step in building customer loyalty. It’s the 
key message that tells your customers what they can expect from 

Continued on page 2

Developing Customer Loyalty
using your product or service. You brand the products you sell by 
their level of  quality, by the way you sell it, and by the personal 
interaction your customer receives from you and your employees.

Knowing your market is an important first step. A product is only 
relevant to those who want it. You can streamline your marketing 
plan by identifying who your audience is, how they prefer to shop, 
and the best way to offer your product to them.

Consistency in product and service is equally important. When 
customers know they can expect a high quality product delivered 
in a consistently enjoyable manner, they will return again and 
again, building a loyalty to you and your brand. 

Over time, if  the positive experiences continue, they will begin to 
trust in you and your product, they will begin to recommend you 
to friends and family, becoming a sort of  unofficial advocate for 
your company, polishing your brand and your reputation.

Sounds easy right? Well, it’s straightforward to be sure, but it also 
takes time, dedication and hard work. 

Step Two: Customer Service
Whether you’re selling from a storefront or online, well-trained, 
friendly staff are crucial factors to your success. A positive 
experience at this level lets customers know they’ve made the right 
choice by coming to you. 

Proper training and leadership of  your front-line staff will give 
them an expertise that radiates sincerity and trust. Your customers 
will notice and tell others about their experience.

Step Three: Measurement
If  you’re not measuring, you’re not managing your business 
adequately.

Tracking sales is the most direct way to measure the success of  
your business, but gauging your customer’s satisfaction is equally 
important.

Today’s online world offers many opportunities to obtain 
immediate customer feedback. There are straightforward options 
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5 KEY STEPS FOR  
SUCCESSFUL BRANDING
All must be achieved for a  
branding pitch to be successful

Continued from page 1

1. Excellent page titles – Use words in your title that define 
your market niche and keep you at the top of web searches; 
include keyword phrases and demographic markers as well.

2. Use Meta tags – Meta descriptions are attributes written 
into the HTML code of a website that provide concise 
explanations of the contents of web pages—the more you use, 
the more accurately your website is described.

3. Search Engine Optimization (SEO) – Search engines 
(like Google) rely on key words that people use when online 
searching. The more often a key word appears on your site, 
the higher it will be listed on search results. For example: the 
www.OrganicAlberta.org website uses the word “organic” 21 
times.

4. Use heading tags properly – They should be the top of 
your page.

5. Responsive websites – Responsive websites are 
designed to automatically adjust depending on the size of 
the viewing screen – 35% to 40% of online traffic is accessed 
through tablets or smart phones – your website should work 
across all platforms. 

6. Promote your website – Once it’s built don’t forget about 
it! Promote through in-store signage, print ads, on Facebook, 
Twitter, Instagram, etc.

7. Use Google Places – A Google Place page lists the 
demographic location of your business, contact information, 
hours and product details. It even shows your location on a 
map for instant customer access – world-wide!

8. Demographics count – Google uses phone numbers 
and addresses (in footer on every page) to determine local 
placement. Keep it up to date if you move!!

9.	 Increase	traffic	to	your	website – Share content through 
social media sites like Twitter, Pinterest, Instagram, post job 
openings on Kijiji, etc. Make sure people know you have a 
website and make sure it works when they visit.

10.  Use free tools – A variety of tools are available at www.
google.com/analytics to generate interest in, and increase 
traffic to, your website – use them!

Adapted from Developing Customer Engagement and Loyalty Webinar 
presented by Rob Eirich, September 2013.

10 WAYS TO INCREASE WEBSITE PERFORMANCE

like online questionnaires, point-of-
purchase feedback boxes and personal 
blogs where you can share information 
about your company and your product 
with like-minded individuals and 
companies. 

You can also make use of  data capture 
programs that keep track of  visitors to your 
website, what they looked at when there, if  
they bought anything, even their browsing 
history—where else did they look for a 
similar product before deciding on yours?

Social media sites like Facebook and 
Twitter offer the purchaser and the seller 
alike unlimited opportunities to share 
experiences—both good and bad—with 
friends and strangers world-wide. 

Step Four: Constant Engagement
Once you have engaged your customer 
on this level, you must be prepared to 
continue doing so at a consistent pace.

Occasional messaging won’t provide 

enough useful data for you to make 
improvements, and overuse will run the 
risk of  annoying your customers and 
maybe even driving them away.

Remember also, that online messaging 
is a two-way communication and the 
information you offer must be fresh, timely 
and consistent.

Rather than simply posting news of  
the same weekly sale, consider offering 
additional information which the customer 
might find valuable or interesting.

Recipes, for example, if  you’re selling 
a food product, or video content that 
describes a new way to use your product, 
or partner with the seller of  a related 
product that opens up a new opportunity 
for both of  you.

Social media continues to evolve—what’s 
popular now, may not be next year. Try 
to keep abreast of  changes to ensure your 
product or service is always presented in 
the most favourable light to the largest 
number of  consumers.

1.  An emotional response  
•  something positive about your 

product, your story, your service

2.  An experience that is unique  
•  must be differentiated  

from all others

3.  An experience that is relevant  
•  if someone doesn’t need it  

they won’t care

4.  An experience that is memorable  
•  will they remember they had a 

positive emotional experience  
a week after the experience?

5.  An experience that is  
positive/favourable

Adapted from Developing Customer  
Engagement and Loyalty Webinar  
presented by Rob Eirich, September 2013.
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Egg Farmers of  Alberta is excited to 
announce the launch of  the Youth 
Development Program (YDP), which was 
established to help attract young farmers 
into the egg industry. Building on the 
success of  the New Entrant Program, 
the YDP is another initiative to enhance 
Alberta’s vibrant egg industry and ensure 
it remains sustainable for generations.

The goal of  the YDP is to support youth 
in a way that helps educate them about 
egg farming, while providing a framework 
to develop future agricultural leaders. 
The YDP aims to help foster the passion 
these young farmers have for farming, 
and to familiarize them with Alberta’s 
dynamic egg industry.

Egg Farmers of Alberta announce 
Youth Development Program

The YDP will accept a maximum of  20 
unregistered young egg farmers on a first-
come, first-serve basis, for a maximum 
of  10 years. The YDP will ensure that 
the eggs from participating farms are 
produced in accordance with industry 
standards for on-farm food safety and 
animal care; compliance will result in a 
50% levy rebate. The YDP has also been 
designed to ensure that these producers, 
as well as the marketers of  their product, 
will meet all of  the provincial regulatory 
requirements, just like every registered 
egg producer.

For further information, contact Alberta 
Agriculture and Rural Development,  
310-FARM(3276).

SPAM

On July 1, the Canadian anti-spam 
legislation became law and will be phased 
in over the next two years. 

Companies that send commercial 
electronic messages to their customers 

must obtain the consent of  the 
customers to continue to do so. 

To obtain initial consent, the sender 
must explain the purpose of  the 
contact and provide an opt-out 
link that remains operational for 
90 days after the request is sent out. 

There is a three-year transition period 
(from July 1, 2014), where consent will 

Anti-SPAM legislation in effect

Visit these websites for further information: 

http://www.crtc.gc.ca/eng/casl-lcap.htm 
http://fightspam.gc.ca/eic/site/030.nsf/eng/home 
http://www.crtc.gc.ca/eng/archive/2012/2012-548.htm

be implied if  an existing relationship 
exists, but if  the recipient chooses to 
opt out during the three years, or the 
relationship otherwise comes to an end 
(i.e. subscription lapses) implied consent is 
terminated and the sender must reapply.

A sender only needs to obtain consent 
once, but they must keep proof  of  that 
consent on file, even after the relationship 
is terminated. If  the recipient opts out, 
and then decides to opt back in, new 
permission is required. 

If  you are unsure if  your activity falls 
under this law, please seek legal advice.
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Upcoming Events
INTEGRATED COMMUNICATION 
PLAN WEBINAR
October 20, 2014, 3:00 – 4:00 pm 
Host: Meagan Madder, Southpaw 
Communications
Megan will discuss the importance 
of a communications strategy in farm 
direct marketing and the importance of 
integrating social media. Register at: 
https://alberta-ag.webex.com/alberta-
ag/onstage/g.php?t=a&d=668952717

GETTING INTO FARMING
Airdrie, October 30, 2014
9:00 am – 3:00 pm 
$25 includes refreshments & lunch
This information session for the aspiring 
farmer will provide an overview of 
agriculture and the basics of business 
planning, personal assessment, 
financial, land as well as resources. 
Register with the Ag-Info Centre by 
calling toll free 1-800-387-6030.

GETTING INTO CSA
Lacombe, November 18, 2014 
8:30 am – 4:00 pm 
$35 includes refreshments & lunch
This one-day event examines the 
strategies for selling food products 
profitably through community  
supported agriculture (CSA).  
Contact Delores	Serafin at  
Delores.Serafin@gov.ab.ca,  
or 780-427-4611 (toll-free in AB,  
dial 310-0000 then the number).

RESPONSIVE WEB DESIGN 
November 18, 2014, 9:00 – 10:00 am
Host: Joeyleigh Francis,  
Third Eye Design
A high-level presentation on web 
design and responsive design and 
how it ties into a company brand and 
communication strategy. Tips to keep 

in mind when designing a website 
and site maintenance. Register at:  
https://albertaagriculture.webex.
com/albertaagriculture/onstage/g.
php?t=a&d=297126438

FOOD SAFETY AND YOU
Leduc, December 10, 2014
9:00 am – 4:00 pm 
No charge, lunch provided
This one-day event examines food 
safety issues impacting the farm direct 
industry. You’ll learn from the food safety 
experiences of local market operations.  
Contact Delores	Serafin at  
Delores.Serafin@gov.ab.ca,  
or 780-427-4611 (toll-free in AB,  
dial 310-0000 then the number).

OWNER’S AND MARKETER’S 
GUIDE TO SURVIVING & 
THRIVING UNDER CANADA’S 
NEW ANTI-SPAM LEGISLATION
December 16, 2014, 9:00 – 10:00 am
Host: Cidnee Stephen
Cidnee will walk you through Canada’s 
new Anti-Spam legislation and show 
you how to CASL-proof your email 
marketing system, fun ways to gain 
higher levels of express consent and 
new ideas to get better responses from 
your email marketing overall. Register 
at: https://albertaagriculture.webex.
com/albertaagriculture/onstage/g.
php?t=a&d=296825796

GETTING INTO FARM RETAIL 
BUS TOUR
January 27, 2015,  
8:30 am – 5:00 pm
$35, includes bus charge & 
refreshments
Lunch on your own at Huckleberry’s 
Cafe in Wetaskiwin.
This one-day bus tour will showcase 

three farm retail operations from the 
very simple to the more sophisticated in 
the Edmonton-Wetaskiwin area. Contact 
Delores	Serafin at Delores.Serafin@
gov.ab.ca, or 780-427-4611 (toll-free in 
AB, dial 310-0000 then the number).

GETTING INTO FARM DIRECT 
MARKETING
Airdrie, February 18, 2015
8:30 am – 4:00 pm
No charge, includes refreshments & 
lunch
An open forum for those interested 
in starting or growing a farm direct 
marketing food operation who have 
more questions than answers. Bring 
your questions about food regulations, 
business start-up, costs and returns, 
pricing, food safety, financing and more. 
Network with an experienced farm direct 
operator, hear their story and learn 
from their start-up challenges. Contact 
Shelley Hall at shelley.hall@gov.ab.ca 
or 780-538-6208 (toll-free in AB, dial 
310-0000 then the number).

OTHER UPCOMING EVENTS
Events planned by Explore Local can 
be found online at www.explorelocal.ca 
under the Events tab. 

For other agriculture coming events, go 
to www.agric.gov.ab.ca/app55/events

PRE-RECORDED WEBINARS
Explore Local held a number of 
webinars this past fiscal year.  
All of these were taped and can be 
found online at:  
http://www1.agric.gov.
ab.ca/$department/deptdocs.nsf/all/
explore14025.


