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Introduction 

Communications with customers can make or break your business.  

Warm and persuasive words have the power to drive sales, build loyalty, and create lasting relationships 

for years to come.  

On the other hand, communications which miss the mark can annoy or even upset customers, driving a 

wedge between you and the customers you depend on for continued success. 

Whether your communications are over letter, email or any other text-based medium, our eBook has all 

the best practices, tips and templates for you to write customer letters that are convincing, credible and 

impactful.  

This eBook contains the following chapters: 

  6 Useful Examples of Apology Letters to Customers 

 How to Write a Thank You Letter to Your Customer with Easy-to-Use Samples 

 5 Things to Consider Before Drafting Sales Letters and Emails 

 How to Write Powerful B2C Sales Letters and Emails, with 7 Real-Life Examples 

 How to Write a Winning B2B Sales Letter in 7 Easy Steps 

 Holidays, Birthdays and More – 20+ Letters to Customers for Special Occasions 

We hope this eBook will become your benchmark for creating perfect customer letters for years to 

come. 
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6 Useful Examples of Apology Letters to Customers 

Ruby Newell-Legner’s book, Understanding Customers, tells us that it takes 12 positive experiences to 

make up for one unresolved negative experience. 

The thing is, as much as we try and prevent them – and boy, do we try – negative experiences are still 

bound to pop up every once in a while. When they do, we can put our best foot forward and begin to 

make amends by apologizing to our customers. 

Many companies dread writing apology letters to customers out of fear of admitting wrongdoing or 

accepting blame for an unpleasant situation. However, an apology is not the end of the world – in fact, it 

is far from it. When crafted properly, an apology isn’t a liability, it’s an asset.  

A successful apology can turn a negative experience into a positive one, an upset customer into a loyal 

one, and a bad reputation into a great one. Here are some examples of apology letters for poor service, 

so that you will know what to do should your business need to respond to a similar situation. 

Apologizing for Poor Customer Treatment 

Did your customer lose an hour of their day being transferred from representative to representative to 

solve a seemingly simple issue? Is your customer upset after an experience with a rude and unhelpful 

employee or manager? 

Strategic management consulting company, McKinsey, reported that 70% of buying experiences are 

based on how the customer feels they are being treated. No matter who is in the “right” in a 

complicated situation, it is important to give the customer a sincere apology. 

Let’s compare two examples of an apology letter to a customer who feels that he or she has been 

treated unfairly: 

 

 

 

 

 

https://www.linkedin.com/pulse/20130604134550-284615-15-statistics-that-should-change-the-business-world-but-haven-t
https://www.comm100.com/blog/chat-with-angry-customers.html?c_cId=bb-apologyletter
http://www.mckinsey.com/business-functions/organization/our-insights/the-moment-of-truth-in-customer-service
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Bad Example: 

 

Dear Catherine, 

I am very sorry for what happened. It was unacceptable and will never happen again. 

The representative that you spoke with didn’t actually hang up the phone – I was informed that he tried 

to transfer your call but it must not have gone through. Since the call dropped a second time, you might 

want to check your phone service provider. We pride ourselves on our service, and would never do 

something like that. 

Again, I am very sorry for the inconvenience. Please contact customer support for any further concerns 

you might have – our customer service agents are always very happy to help. 

Sincerely, 

Ashley W. 

 

In this example, Ashley was very vague when approaching the customer’s issue. Instead 

of empathizing with Catherine, she tried to shift the blame to the customer’s phone service provider, 

and deny the company’s role in Catherine’s bad experience. In the end, Ashley left the issue unresolved, 

and the customer unsatisfied. 

Let’s have a look at what happens when we try that again: 

 

 

 

 

 

 

https://www.comm100.com/blog/customer-empathy-statements.html?c_cId=bb-apologyletter
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Good Example: 

 

Dear Catherine, 

On behalf of [INSERT COMPANY NAME], I want to extend my sincerest apologies for the negative 

experience that you had with our customer service agent, Peter. 

I realize that Peter was unhelpful in solving your issue, and that when you asked to speak with a 

manager, he hung up the phone instead of transferring your call. I understand your frustration at having 

not been properly directed to an on-duty supervisor, and your even greater frustration at having to wait 

on hold again, only for the call to drop almost half an hour later. 

At [INSERT COMPANY NAME], we pride ourselves on giving our 100% every day to ensure that our 

customers’ needs are being met. I know that we have let you down, and for that we are very sorry. 

We do our best to train each of our representatives on how to properly handle our customers’ issues, 

including how to escalate problems that they are unable to assist with. Your concern was not handled 

properly, and we are going to take steps to ensure that this situation does not repeat itself. 

As of this Friday, we are going to require our customer service representatives to ask for a call-back 

number at the onset of each conversation in case the call drops. We will also be holding a mandatory 

review session to make sure our representatives are aware of the proper procedure for transferring calls. 

I want to thank you for bringing this issue to our attention. We are always looking for ways to better our 

service, and your feedback is an invaluable part of that process. 

Should you need help in the future, please do not hesitate to contact me directly, as I will be very happy 

to assist you personally with anything you need. 

Sincerely, 

Ashley W. 

Customer Service Manager 

+1 (987) 000-1234 

ashleyw@customerservice.com 

 

mailto:ashleyw@customerservice.com
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By being specific about what happened and addressing exactly what Catherine’s negative experience 

was, Ashley came across as compassionate and understanding of the customer’s issue. She validated 

and related to Catherine’s feelings, and showed her the steps that the company would take to ensure 

that the inconvenience would not happen again. She even gave Catherine her personal contact 

information so that she could reach her directly in the future. Great job, Ashley! 

Do: 

 Say sorry and express sincere regret. 

 Be specific about what happened. 

 Validate and relate to the customer’s feelings. 

 Show what steps your company will take to make sure the inconvenience won’t happen again. 

 Give your customer your contact information for extra measure. 

Don’t: 

 Be vague. 

 Make excuses or shift blame. 

 Leave the issue unresolved. 

 

No matter what your customer service channel is, top performing operators always receive high 

customer satisfaction rate. Here is a practical guide for live chat agents to communicating effectively, 

addressing customer issues efficiently, and representing your brand professionally. 
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Apologizing for a Damaged or Defective Product or Service 

Research by Bain and Company shows that acquiring a new customer is anywhere between five and 25 

times more expensive than retaining an existing one. 

When we are approached by a customer who is upset by a defective product or service, responding with 

a professional apology that offers the customer a hassle-free solution is an important part of ensuring 

customer retention. 

Which of these two example apologies do you think did it better? 

Bad Example: 

 

Dear Zachary, 

Thank you for contacting us about your defective Light Up Holiday Frame. I have refunded you for the 

inconvenience. If you would like to order a new one, please visit our website at 

www.myholidayphotos.com, or call us to place your order over the phone. 

Thanks, and I’m sorry again. 

Sincerely, 

Janis L.  

Customer Service Representative 

 

In this first example, Janis seems to be looking for the quickest way to take Zachary’s issue off her plate. 

She refunded him without further question and redirected him to the website, leaving him more likely 

to abandon his purchase given this annoying extra step. She also left him without a solution as far as 

what to do with the damaged product. 

Let’s see if we can fix things with Zachary: 

 

 

https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
https://hbr.org/2014/10/the-value-of-keeping-the-right-customers
https://www.comm100.com/blog/customer-retention-strategies.html?c_cId=bb-apologyletter
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Good Example: 

 

Dear Zachary, 

Thank you for contacting us about your defective Light Up Holiday Picture Frame. We are truly sorry that 

the item that you received did not function as promised. We understand your disappointment, and 

apologize for any inconvenience that this may have caused you. 

Before we ship any product, it undergoes several stages of quality checks. It is our intention to provide 

only the highest quality items to our customers, and we regret that your product slipped past our quality 

measures. 

We have gone ahead and shipped you a new Light Up Holiday Picture Frame, which should arrive at your 

specified address in 3-5 business days. When you receive it, please return the defective frame in the 

enclosed box. 

We understand that preparing for the holidays is a time-sensitive matter, and will be sending you a 

coupon for $10 off your next purchase in hopes of compensating for the inconvenience. 

Thank you again for bringing this issue to our attention—please don’t hesitate to contact with any 

further concerns. 

Janis L. 

Customer Service Representative 

 

This time, Janis provided the customer with a hassle-free replacement. She explained the company’s 

procedures for quality checks, helping Zachary rest assured that he could expect his product to arrive 

fully functional next time. After gauging how upset Zachary was about his defective purchase, she went 

the extra mile to show him that his satisfaction mattered by offering him a complimentary coupon. 

Do: 

 Explain why the defect/damage was a one-time occurrence. 

 Provide the customer with a hassle-free replacement. 
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 Gauge how upset the customer is – if needed, offer the customer a care token, such as a 

discount, to show that you care about their loyalty and satisfaction. 

Don’t: 

 Make the customer take extra steps on their own that you could easily help them with, such as 

reordering a product. 

Apologizing for Delayed or Improper Shipping 

There are several scenarios in which a customer might receive an item that was shipped late or 

improperly. Maybe an item that was reported as “available” on the website is actually out of stock. 

Maybe a snowstorm delayed shipment. 

Whatever the case, follow our next good apology example, and avoid the bad one. 

Bad Example: 

 

Dear Alice, 

We are sorry that you have not received your Rainbow Child’s Ceiling Fan yet. The item has yet to arrive 

from our provider and unfortunately still has not been shipped from our facilities. Please check back in 

later with us to see if it has arrived. 

Best, 

Edward B. 

 

Here, Edward failed to give Alice any sort of information about what caused the shipping delay and 

when her product would arrive. By telling her to check back later, Edward created one unsatisfied 

customer who would find herself once again waiting in the dreaded queue for any answers. 

Let’s try that again: 
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Good Example: 

 

Dear Alice, 

We are very sorry that you still have not received the Rainbow Child’s Ceiling Fan that you purchased 

from us on our website this past Thursday. 

The demand for this popular item has exceeded our expectations, and our stock is depleted. However, we 

will receive a new shipment of fans next Friday, which we will expedite to our customers. 

We understand that as a loyal customer, when you make a purchase you expect to receive your product 

in a timely manner. We know that we have let you down, and for that we are very sorry. 

Please advise us on whether you would like to cancel your order or have us ship the ceiling fan once it 

becomes available. You can click here at any time for live shipping and service updates. Again, we 

apologize for this inconvenience. 

Sincerely, 

Edward B. 

Customer Service Representative 

 

In this example, Edward explained the reason for the delayed shipment, and showed awareness and 

concern for the inconvenience that he knew it would cause Alice. He presented Alice with a plan to get 

her the product as soon as possible, and gave her details about when it would be in stock. Finally, by 

including the link to shipment updates and tracking, Edward gave Alice the tools that she needed to 

accompany the progress of her order without needing to contact customer service again. Nice work, 

Edward! 

Do: 

 Explain why the shipment was delayed. 

 Show that you realize and care about the inconvenience that this may have caused. 

 Present the customer with a plan to get them their product as soon as possible. 
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 Include a link to shipment updates and tracking. 

Don’t: 

 Be vague about the cause for the shipping delay. 

 Be vague about when the customer will receive their shipment. 

Apologizing for Billing Issues 

Billing issues can be very frustrating for a customer who has placed an order with your company. Yet, it 

is a very common error. Should a billing issue arise, be sure to contact your customer as soon as it 

comes to your attention. 

Here is a sample poor billing error apology, and how to fix it: 

Bad Example: 

 

Dear Megan, 

Thank you for contacting customer support. I am very sorry that you were charged twice for your 

purchase – I have no idea why that might have happened as it is not a common occurrence at our 

company. Regardless, please provide me with your credit card information so that I can complete the 

refund. 

Thanks, 

Katie F. 

Customer Service Representative 

 

In this apology letter, Katie renounced responsibility of the billing error, and revealed a lack of expertise 

in her company’s system by asking Megan to respond with sensitive information that was not needed to 

complete the refund (Check our tips in case you need to say no to a refund request from customers.) 

You can make this sort of apology more professional by writing the following: 

 

https://www.comm100.com/blog/say-no-to-refund-discount-request.html?c_cId=bb-apologyletter
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Good Example: 

 

Dear Megan, 

Thank you for contacting customer support. We are very sorry that you were charged twice for the same 

product. We understand that the mistake was on our end, and it is not a mistake that we take lightly. 

According to our technical team, the error was due to a computer glitch in our automated billing system. 

As a result of this issue, and in order to prevent this from happening in the future, new updates are being 

made to the system. In the meantime, we have refunded you the full amount of one of the charges, or 

$49.99 plus tax. Please allow 1-3 business days for the amount to appear back on your card. 

We hope that this will be sufficient to correct the error and address any inconvenience this may have 

caused you. Thank you for bringing this to our attention—it will help us improve our operations and 

services. 

We very much appreciate your business. If there are any other issues that need to be addressed, please 

don’t hesitate to contact us. 

Sincerely, 

Katie F. 

Customer Service Representative 

 

This time, Katie’s apology was sincere and precise. By telling Megan what was going on with the system, 

Katie made sure that she and the customer were on the same page. In refunding her quickly and without 

hesitation, Katie also spared Megan the worry and stress of wondering if she would ever get her money 

back. 

Do: 

 If possible, explain the reason for the billing error. 

 Provide the customer an immediate refund if double charged. 
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Don’t: 

 Renounce connection to or responsibility for what happened. 

 Ask your customer for information that you don’t need. 

 Ask the customer to send you sensitive information online. 

Apologizing for a Product Recall 

From canned food products to Samsung Galaxy’s Note7 recall, product recalls are a common source of 

both public and personalized customer apology letters. 

Should your company have a product that needs to be recalled, use these example letters as guidelines 

to know what to do and what not to do when composing your own letter of apology. 

Bad Example: 

 

Dear customer, 

We are sorry for what has happened with our series of tuna cans, expiration dates February 2019 to May 

2019. 

Although we work extremely hard in producing products that our customers will love, the seafood 

industry can be tough. The contamination of the ocean waters with pollution sometimes means the 

contamination of the fish, an epidemic which has grown in recent years. 

Even so, this is a one-time incident. We will continue to strive to be industry leaders, and will take 

preventative measures to make sure that this does not happen again. 

To all of those who were affected, we are very sorry. We hope that you will continue to remain loyal to 

our brand. 

Sincerely, 

John Doe 

President and CEO. 

http://www.samsung.com/uk/note7exchange/customernotice/openletter.html


 

 

 
16 

As you can see from this letter, John is an apology novice. He made excuses for his product, potentially 

frightened his customers with ominous details, and failed to provide his customers with a long or short-

term solution. With a letter like this, why should his customers stay loyal to his brand? Let’s see if we 

can change this up: 

Good Example: 

 

Dear valued customer, 

At [INSERT COMPANY NAME], our mission is to provide our customers with only the freshest, highest 

quality canned seafood products. That being said, our number one priority is the safety and satisfaction 

of our customers while consuming our products. I regret to say that our most recent series of canned 

tuna fell short on that promise. 

Unfortunately, our series of tuna printed with the expiration dates February 2019 through May 2019, 

have been found to contain unsafe mercury levels. The fish that we use are caught wild and not farmed, 

and we test our products extensively before making them available to the public. We are very sorry that 

this series of cans has slipped past our quality standards. 

While we regret very much this discovery, we are glad to open this line of communication to ensure the 

safety of our customers. 

If you have in your possession any cans of tuna with these expiration dates, you can return them to the 

supermarket where they were purchased, or ship them free of charge to the following address for a full 

refund: 

[COMPANY NAME] 

[COMPANY ADDRESS] 

If you have consumed one or many cans of our tuna with these expiration dates, you do not need to seek 

medical attention, but it is advisable to not continue the consumption. 

To our valued customers who were affected and unaffected alike, we are very sorry. We will continue to 

develop the products that our customers love, but with more extensive quality testing to ensure that this 

situation remains an isolated incident. 
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We thank you all for your loyalty over these 25 years that we have been in business—we will work hard 

to not disappoint you again. 

Sincerely, 

John Doe 

President and CEO 

 

This time, John excelled in letting his customers know that they are his priority. By evoking his 

company’s mission statement, he simultaneously reminded buyers of why they were loyal to the 

company and characterized the recall as a rare incident. By giving his customers specific information on 

the recall and how to act, John took the first step in regaining trust between his business and his 

customers. 

Do: 

 Make your customer feel valued. 

 Present your company’s mission statement and how this statement relates to the recall 

situation. 

 Give specifics about the recall. 

 Give affected customers exact information on how to act. 

Don’t: 

 Make excuses. 

 Frighten your customer with ominous details. 

 Give vague information that does not provide a solution. 

 

https://www.comm100.com/blog/customer-loyalty-programs.html?c_cId=bb-apologyletter
https://www.comm100.com/blog/customer-loyalty-programs.html?c_cId=bb-apologyletter
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Apologizing for Canceling a Service or Event 

It is important for your company to apologize for the inconvenience that a cancelation of a service or 

event can cause customers. Like product recalls, cancelations can happen for a number of reasons, such 

as customer safety (such as with a flight), poor customer turnout or ratings (such as with a TV program), 

or the absence of a key participant in an event (such as in a workshop). Take a look at these final 

examples of business apology letters for cancelling a service or event. 

Bad Example: 

 

Dear customer, 

Unfortunately, the workshop that you were planning on attending was cancelled. We are very sorry for 

any inconvenience that this might cause. 

We do our best to always deliver our workshops as scheduled. However sometimes things don’t go as 

planned. 

Please let us know if you have any questions or concerns regarding this cancellation and we would be 

happy to assist you. 

Sincerely, 

Brian C. 

Event Manager 

 

In this instance, Brian’s apology letter was very impersonal. It also left the customer unsure of if, when, 

or how he would recuperate the money that he paid for a seat at this event. Here is Brian’s second try: 

Good Example: 
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Dear Alexander, 

I am very sorry to inform you that our workshop, “Practicing Positivity: The Art of a Happy Work 

Environment,” has been cancelled due to the hurricane that is set to land this Friday. 

Because of the unsafe weather conditions, we will not be able to proceed with the event as scheduled. I 

am sorry for any inconvenience that this cancelation may cause. The safety of our guests and speakers is 

our number one concern. 

We are hoping to be able to reschedule this workshop for a later date, and will send you an email as soon 

as we have worked out the details regarding this change. For now, we are issuing refunds to all our 

guests who were planning on attending this event. You should see the total value of your purchase 

returned to your bank account in 1-3 business days. 

We want to thank you very much for showing interest in our event—your purchase helps us plan future 

workshops and events. Please click here to see our schedule of upcoming workshops this month. 

Sincerely, 

Brian C. 

Event Manager 

 

This time, the apology letter was specific about the events surrounding the cancelation. Given both the 

quick reimbursement and the mention of rescheduling the event, Brian left Alexander with a good 

impression of his company’s efficiency and organizational skills. By including a link to the schedule of 

upcoming workshops, Brian managed to turn this letter of apology into an opportunity to promote 

future events. 

Do: 

 Show your customer that they are a vital part of your company’s success. 

 Reimburse your customer immediately. 

 Let your customer know if and when the event can be rescheduled. 

 Offer your customer other options. 
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Don’t: 

 Keep the reason for the cancelation from the customer. 

 Leave your customer unclear as to when and how they will be reimbursed. 

Conclusion 

When we write an apology letter to a customer, we are forced to reflect on our mission statement and 

brand identity, and to address how we are or are not meeting the customer’s needs. Ultimately, by 

crafting the perfect apology letter we show that we are willing to address life’s difficult moments head-

on, and to put customer satisfaction first and foremost. 

Check your company’s past apology letters and see how they compare to these examples. It’s never too 

late to become an apology master.  

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.comm100.com/blog/customer-satisfaction-loyalty.html?c_cId=bb-apologyletter
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How to Write a Thank You Letter to Your Customer 
with Easy-to-Use Samples 

Another Thanksgiving has come and gone, but that doesn’t mean you’ve missed your chance to be 

thankful. 

In fact, if you’re going to run a successful, customer-centric business, it is important that you express 

gratitude towards your customers regularly. 

Here are important tips for writing a thank you letter to your customer, complete with sample thank you 

letters to help you show your customer how much you appreciate them. 

Why Thanking Your Customer Pays Off 

Thanking your customer is one of the golden rules of businesses. Cashiers thank customers for stopping 

by the store. Pilots thank customers for flying with them. And websites thank customers for their 

purchase. 

But it’s not just business — saying thanks is an important part of any social exchange. We thank each 

other for holding the elevator, for commenting on our photos on social media, and for giving us gifts. 

Saying thank you is so integrated into our society, that any degree of positive action often warrants 

some sort of thanks. 

The reason behind our social obsession with thanking each other is the same reason why thanking your 

customer pays off: the rule of reciprocation. 

The rule of reciprocation is simple. When someone does something nice for us, we are programmed to 

want to return the favor. If someone invites us to a party, we feel obliged to invite them to one of ours. 

If someone holds the elevator for us, we feel obliged to say thank you, and perhaps even hold the door 

on the way out. And, if a company takes the time to thank and nurture its relationship with us, we feel 

compelled to return the favor in how we spend our money. 

Robert B. Cialdini’s best-selling book, Influence: The Psychology of Persuasion, explores the rule of 

reciprocation as a behavioral motivator. Research, he says, has shown that feeling indebted to one 

another is a unique human adaption mechanism that allowed our ancestors to give to each other 

without that gift being lost (I give you a fish today, you give me medicine when I’m ill). Our ancestors — 

like us — didn’t like being indebted to others, and naturally wanted to return something of similar value 
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to what had been given. (Those who didn’t were socially shamed.) This psychological phenomenon is 

what planted the seeds of trade, financial transactions, and modern business. 

While a simple “thank you for your purchase!” on your website is unlikely to inspire lifelong loyalty, 

writing your customer a thank you letter is just the kind of personalized, thoughtful, and time consuming 

action that will inspire reciprocation — hopefully in the form of repeat business and word-of-mouth 

advertising. 

Studies show that 68% of customers stop dealing with a company because of what they perceive as 

indifference (this, to customers, breaks the rule of reciprocation). Thank you letters are an important 

part of making your customers feel valued, and letting them know how much you appreciate them. They 

are an inexpensive way to increase sales, return on investment (ROI), and customer retention. 

What to Consider When Writing a Thank You Letter to Your Customer 

Ready to send your customer a thank you letter? Here are some things to consider before your pen hits 

the paper: 

Who is your audience? 

Consider who is on the receiving end of your letter (in other words, who is your customer)? Are they a 

business or a person? A loyal customer or one who has just joined the family? Are you writing to one 

special customer or many? 

What are you thanking them for? 

Consider the content of your letter. Have they recently made a purchase from you? Did they give you 

feedback on an important issue? Did they contact your company for support? 

While a simple “thank you for your purchase!” on your website is unlikely to inspire lifelong loyalty, 

writing your customer a thank you letter is just the kind of personalized, thoughtful, and time consuming 

action that will inspire reciprocation — hopefully in the form of repeat business and word-of-mouth 

advertising. 

How are you going to thank them? 

Consider the format of your thank you letter to the customer. Are you going to handwrite your letter or 

type it up? Is it going to go on paper, or in a card? Will it be a letter per se, or more of a thank you note? 

https://www.forbes.com/sites/stanphelps/2015/08/16/losing-customers-over-poor-service-lessons-from-td-bank-big-ass-fans-on-overcoming-indifference/#4cfd81d17534
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Is it appropriate to send an additional token of your appreciation along with the letter (a discount, a fruit 

basket, etc.)? 

Be sure to consider what information you have available from your customer when deciding this. For 

example, if you only have an email address, you may have to stick with a thank you email (although we 

recommend choosing good old snail mail whenever possible!). You might also want to consider time as a 

factor. While handwritten thank you letters are often better received than their typed counterparts, 

handwriting hundreds of letters isn’t exactly practical if you are in a crunch for time (in this case you 

might want to type up the letters, or stick with shorter handwritten thank you notes). 

Tips for Writing a Thank You Letter to Your Customer 

When writing a thank you letter to a customer, be sure to do the following: 

Be Timely 

Customers value timely action, which is why the sooner you send your thank you letter, the better. A 

quickly sent thank you letter says that even though you are a busy person, you can take time out of your 

day to make your customer a priority. It also ensures that your customer will actually remember the 

conversation or action that you are thanking them for. 

Sending a timely thank you letter to your customer isn’t only beneficial to them as the recipient: it’s also 

helpful for you as the writer. When you send a thank you note promptly after an interaction, details of 

the exchange will still be fresh in your mind. That means you can write a more personalized, valuable 

thank you letter than you could were you to do so a week or two later. 

By sending a timely thank you letter, you are also ensuring you don’t forget to send it completely (hey, it 

happens!). If you are too busy to write your letter right then and there (or if doing so would interfere 

with your workflow), mark it in your calendar for when you have time. Jot down the customer’s name, 

and something that you can remember them by for when you do get around to sending your thank you 

letter. 

Be Clear and Concise 

A good business thank you letter should be relatively brief and to the point. You want to say thank you 

without overwhelming your customer with information, or unsightly blocks of text. 
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That being said, don’t necessarily steer away from longer letters if the situation (or your writing style) 

calls for it — just do your best to make sure that your thoughts are well-defined, meaningful and 

organized! 

Tell Them Why You’re Thankful 

Sure you’re thankful, but why? What is it that makes this particular customer special? What have they 

contributed to your organization? 

When telling your customer why you are thankful, specificity is key. Being specific in your thank you 

letter will naturally make the letter more personalized, and heartfelt. 

For example, instead of writing something like this: 

“I appreciate what you told me.” 

You can write something like this: 

“Thank you for taking the time to share your experience with me! I really enjoyed hearing about 

your trip to the Patagonia — I hope to make it down there one day, myself!” 

Be Sincere 

People are great at sniffing out insincerity. We can sense it a mile away (or even perceive insincerity 

where there is none). That’s because we value real, quality, exchanges with one another. Your 

customers no different — which is why if you’re writing to show them your gratitude, it’s important that 

you mean it. 

One great way to convey sincerity is to avoid self-promotional material in your letter. As Cheryl Russel, 

author of Thankyouology: How The Art of Saying Thank You Transforms Your Life, says: “A thank you 

note carries the most sincerity when it is the only reason for writing rather than adding it on to some 

other type of correspondence.” 

Another way to convey sincerity is via your tone and word choice. Don’t write a thank you letter to your 

customer that is overly formal or stuffy. Avoid generic statements that make your letter sound like you 

copy and pasted it. And, be sure to follow our next point. 

https://jezebel.com/5796639/how-to-say-thank-you-when-you-really-really-mean-it
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Talk Human to Human 

One thank you letter from a real person is worth more than a billion automated ones. 

Greet your customer by name — never with “dear valued customer.” Connect with them as an 

individual, not as a company (companies are, after all, made up of people). You can do this by using the 

personal “I” rather than a corporate “we.” 

Don’t be afraid to show emotion in your thank you letter — using an earnest, human tone can help you 

win big sincerity points. At the end of the letter sign off with your name. 

Convey Warmth 

A big part of what makes a thank you letter truly valuable is the amount of warmth it conveys. Being 

warm is all about being compassionate, open, and approachable. This too, you can achieve with the 

right words. 

Here are some ideas of warm words and phrases to use in a thank you letter to your customer. 

Convey empathy: 

 “I agree!” 

 “You were right!” 

Spread kindness: 

 “I love that…” 

 “We’re here for you!” 

Use a caring signoff: 

 “Yours truly” 

 “Your friend” 

 “A hug” 
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Use Humor 

A funny or clever thank you note can get double the mileage that a regular one gets. If you can think of a 

way to use humor organically in your thank you note, you can get extra points from your customers, and 

potential publicity on social media. 

Here are some of the Do’s and Don’ts of using humor in your business thank you letter: 

Do: 

 Use humor sparingly where it makes sense within your thank you letter. 

 Be humble/subtle with your humor — remember, this card is about thanking your customer, not 

showing off. 

 Use humor as part of a thank you card design. 

 

Source: DebbieDrawsFunny Etsy 

https://www.etsy.com/listing/501316026/funny-card-thank-you-card-thank-you
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Don’t: 

 Force humor — it can come out awkward for everyone involved 

 Use humor at the expense of the customer — you don’t want to risk offending them when 

you’re supposed to be 

Send a Token of Your Appreciation 

Sometimes, actions speak louder than words. If you want to truly wow your customer, consider 

throwing in a little something as a token of your appreciation. 

This can be something small, such as a voucher for a free item, stickers, a patch, or another symbolic 

bonus item. Or, it could be something larger, such as a gift card, fruit basket, and more. 

Gifts that are a bigger investment can prove profitable by solidifying important business relationships 

and/or giving you free publicity, such as when the Gaylord Opryland thanked a blogger with a free clock 

that she had inquired about on Twitter. The post went viral and the Gaylord Opryland was widely 

recognized for the example of extraordinary customer service and social media marketing. 

 

http://www.amommystory.com/2012/03/a-crazy-example-of-great-service.html
https://www.comm100.com/blog/social-media-customer-service-marketing-secrets.html
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While it isn’t sustainable to give large freebies to everyone, some things you can give at little or no cost 

to your organization. To decide if and what to send to your customer, consider your relationship, as well 

as their needs. Is there anything that you can give them as a token of thanks that will make them smile? 

Write by Hand 

Now more than ever, many people have fallen out of custom of writing or receiving handwritten letters. 

Which is why writing a handwritten thank you letter or card can set your business apart an extra mile. 

Handwritten notes are the ultimate indicator of time you put into that customer (after all, you can’t 

copy and paste handwriting). Handwritten thank you letters put a human face (er… hand) on your 

organization, and make customers feel closer to you. 

If you don’t like your handwriting don’t worry. Everyone’s handwriting is unique, and that’s part of what 

makes handwritten letters so special — they feel authentic. you may not want to do this for a formal 

business thank you letter, this is great for a casual, human demonstration of gratitude towards your 

customers. 

Keep It Clean 

When sending a thank you letter to a customer, keep it clean. Don’t excessively fold or crumple the 

letter. Don’t send a letter or card that is torn. And, if you spill anything on the letter, write a new one. 

When handwriting, make sure that your letter is legible. If you make a mistake while writing start over 

— don’t leave a giant scribble on the paper if you can help it. To help avoid this, check any spellings you 

aren’t sure of as you write, and keep a bottle of liquid white out near your desk in the event of 

emergencies. Use black pen for the most professional look: Avoid red pen, as it’s harder to read. 

If you don’t like your handwriting don’t worry. Everyone’s handwriting is unique, and that’s part of what 

makes handwritten letters so special — they feel authentic. you may not want to do this for a formal 

business thank you letter, this is great for a casual, human demonstration of gratitude towards your 

customers. 

Use a Card or Stationary 

What’s better than a thank you letter to a customer on white paper? A thank you card. 
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By incorporating a simple, visual design, you are showing your customer an extra layer of 

thoughtfulness. One way that you can do this by purchasing premade thank you cards or stationary. 

Another is by designing your own custom thank you cards that are unique to your company. 

If you choose to go this route, make sure not to design anything that’s too flashy or that shows off your 

company too much. A subtle use of your company logo is fine, but remember: you’re trying to thank 

your customer, not shove a promotion down their throat (the thank you letter will remind your 

customer of your brand and promote your brand naturally). 

Use a heavier, higher quality paper to make your thank you card or letter more impressive. The higher 

the quality of your card, the more valuable your customer will feel. 

Get Creative 

Thank you letters don’t have to be drab. Get creative with the aesthetic, content, and tokens of 

appreciation used in your thank you note, and stand out from the competition. 

Send a card that’s original, unique, and that fits your customer’s personal aesthetic and they might even 

hang it up. 

Proofread 

The last thing you want is your attempt to impress your customer ending in a flop. Proofread your thank 

you letter before sending it out to leave your customer with the best possible impression. 

Here are some things to check for while proofreading: 

Do: 

 Misspellings of the customer’s name 

 Address misspellings 

 Common misspellings and grammatical errors 

Send Smartly 

The same fate that junk email meets can also happen to junk snail mail: going straight into the trash. 

Send your thank you letter smartly so that your audience will be enticed to open it. For example, a 

handwritten envelope is more attention-grabbing than a typed, corporate envelope. 
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If you are using fun stationary or a thank you card, you can also get a catchy envelope to match. 

Another way to guarantee reception of your thank you note is by grouping it in with an order or 

package. Your customer will already be happy to have their package, and will receive an extra lift when 

they find a personalized message of gratitude in the contents. 

If you’re sending your thank you letter a bit late, consider sending it via express delivery. 

Cultivate a Culture of Gratitude 

Gratitude isn’t a one-and-done activity — try to cultivate a culture of gratitude within your business to 

make crafting thank you letters a regular practice. 

In his article, “The ROI of Gratefulness,” Dave Kerpen shares how he adopted this practice: 

“I began by writing three personalized thank-you notes each Wednesday and then increased to three 

thank-you notes each weekday. I also asked our management team to do the same, one day each week. 

The experiment proved powerful, very quickly. Some recipients of our thank-you notes were moved to 

tears, some just to nice tweets. But everyone appreciated the extra time it took to handwrite a thank-

you card, seal it, and deliver or send it. In an increasingly digital world, there’s something magical about 

receiving a handwritten note.” 

These thank you notes helped Kerpen build loyalty and pride amongst his customers and team. And, 

they made him feel happier too. “The amazing thing about gratefulness and unselfishness is this: 

Whether or not there’s an immediate return on investment in business value, there’s always an 

immediate result in your happiness,” says Kerpen. “You can be sure that a happier you is a more 

productive you.” 

If you’re sending your thank you letter a bit late, consider sending it via express delivery. 

 

Types of Thank You Letters with Samples 

Use these thank you letter samples to create your own winning thank you letters, notes, and cards. 

 

https://www.huffingtonpost.com/dave-kerpen/the-roi-of-gratefulness_b_2022845.html
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Thank You for Contacting Us (Lead Acquisition) 

 

Hi Lucy, 

Thank you for contacting us on Friday about our software! I’m glad that I could help clear up any doubts 

about how the program works, and whether your business would be a good candidate for our trial. 

If there’s anything you need, feel free to contact me personally. I’m always happy to help.  I hope you 

and Emily enjoy the holiday! 

Thanks again! 

Chelsea 

1-800-CONTACT 

Contact@me.com 

 

Thank You for Signing Up/Following Us (Customer Onboarding) 

 

Dear Alexander, 

Thank you and your team for joining us here at Website.com! It was a pleasure meeting you Thursday 

and having the privilege of walking you through the sign up process. You and your team had excellent 

comments, and a great vision for building your site — I’m excited to work with you and see what we will 

come up with together! 

Sending my best, 

Sebastian 

 

 

mailto:Contact@me.com
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Thank You for Letting Us Know About an Issue (Customer Feedback) 

 

Dear Gabriella, 

Thank you for the comment you posted to our Facebook page about the problem during the checkout 

process on our website! It wasn’t just you — when we checked it out we got an error message, too! 

Fortunately, our tech team began investigating as soon as we read your comment, and now the process 

is smooth sailing again. We’re listening, and we owe you one! 

If there’s anything at all you need from us, just give us a shout! Your feedback is a vital part of perfecting 

the service we work so hard to bring our customers. 

Thanks again and have an awesome day, 

Aaron and your friends at Blue Shoes 

 

Thank You for Your Loyalty (Customer Retention) 

 

Dear William, 

Wow, I noticed that you’ve been our customer for 5 years! Thank you so much for sticking with us — it’s 

people like you that keep our wheels turning! 

I’ve enclosed with this card a voucher for a free ride on our bus line. You can use this voucher any time 

towards any destination: like our love for you, it never expires. 

We look forward to serving you again soon! 

Madeline 
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Thank You for Your Purchase (Sales) 

 

Dear Dave, 

Thank you for purchasing our camping hammock! Your purchase means the world to us — we love it 

when new customers give us a shot! Here’s to hoping we make you proud. If there’s anything I can do for 

you in the future, please let me know — I’m all ears! 

Yours truly, 

Suzanne M. 

1-800-CONTACT 

Contact@me.com 

 

Thank You for Your Donation (Nonprofit) 

 

Dear Lucia, 

I wanted to thank you personally for your donation to the Wildlife Freedom Fund. The money you gave us 

is going towards building a wildlife reserve in India. We have already acquired the land, and are currently 

building facilities to give neglected street animals with mange the treatment, love and care that they so 

desperately need. And we owe it to you! 

Enclosed is a photo of the property, and of Parker and Aalia — the latest members of our furry family. 

Thanks a million — from our team and the animals! 

Sam and your friends at WFF 

mailto:Contact@me.com
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Thank You Note (Just Because) 

 

Conclusion 

Each thank you letter that you write to your customers is a little gift of time, thought, and effort. We 

hope that these tips and thank you letter samples will help you pull together a message of gratitude that 

will win you customers for life. 

 

 

 

https://www.theodysseyonline.com/why-receiving-letters-makes-us-feel-loved
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5 Things to Consider Before Drafting Sales Letters and 
Emails 

There are many different types of sales letters and emails. And a quick internet search will show you 

that there are many different approaches you can take to writing them. Here’s what to consider when 

preparing your own sales letter or email:  

1. Who Is Your Audience? 

You aren’t writing your sales letter or email to everyone. To write the best sales letter you can, it’s 

important to remember who you’re writing to, and appeal specifically to your target audience. 

Are you writing to a current customer or a prospective one? A corporate decision-maker or a consumer? 

Are you writing to one or to many? What is the age range, common interest, or necessity of your 

audience?  

Knowing your intended audience will help you make several important decisions about the tone, 

content, presentation, and personalization of your letter. 

If you are selling B2B, or business-to-business, remember that your sales letter will be part of a longer 

decision-making process, involving a greater number of involved stakeholders. You may have to speak to 

multiple decision-makers, and will likely draw from a smaller pool of leads. When writing B2B sales 

letters, it is important to draft shorter, more personalized letters that are a part of an ongoing 

conversation. 

If you are selling B2C, or business-to-consumer, the decision-making process will be briefer, as 

consumers tend to have less money on the line than corporations (and fewer shareholders to consult). 

Your relationship and correspondence with the consumer will likely be more limited than in B2B sales. If 

you are selling with the B2C model, you may want your sales letter to be a little longer in order to 

persuade your customer to take up your product in a single contact. You might also send the same sales 

letter to hundreds of customers, meaning that it will not be as personalized as B2B sales. 

When writing your sales letter or email, remember that people read what is interesting and useful to 

them. By keeping your audience in mind, you will be able to write a relevant, effective sales letter. 

 

https://www.forbes.com/sites/chuckcohn/2015/06/16/differences-in-selling-b2b-vs-b2c/#3a7d2a924fb2
https://www.forbes.com/sites/chuckcohn/2015/06/16/differences-in-selling-b2b-vs-b2c/2/
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Tip:  

Put yourself in your readers’ shoes as you plan your sales letter. What would you want to hear to 

convince you to make a purchase? 

When deciding on your letter’s tone, remember who you’re writing to. B2B letters often work best 

if they’re formal, while B2C letters can be more conversational. 

2. What Is the Purpose of Your Letter? 

What is your intention with this sales letter or email? Is it to try and convert a lead? To spread 

awareness of a recent promotion? To follow up on a sales pitch? To get money for an active fundraiser?  

Knowing the purpose of your letter will help you establish your offer ahead of time. Being very clear on 

what you are selling will help you convey that clearly to the customer, and avoid confusion. Reflect on 

the purpose of your letter to keep your content concise and to the point. 

Tips:  

To keep the purpose of your letter clear, organize your letter effectively. Give your letter an 

introduction, a body, and a conclusion, and make sure that all elements of the letter serve your 

ultimate goal: to sell your product to your reader. 

When writing a sales letter or email, consider using a heading or subject line to convey your 

purpose.  

3. Long Copy or Short Copy: How Much Should You Write? 

There are two main types of sales letters and emails: long copy and short copy. But which one is better 

for what you are trying to sell?  

In general, short copy sales letters are around one to two pages. Long copy sales letters can have 

anywhere from two to 20 pages (or even more if necessary). 

One of the best things about long copy is that it allows you to answer more questions and remedy more 

customer doubts. Long copy often works well for products that require a greater explanation of value, 
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how they work, and proof of results. Short copy, on the other hand, can work well for selling to 

informed customers, or for selling products that are self-explanatory. Short sales copy may also work 

well for follow-up letters, and letters that entice a follow-up action in order for the reader to get access 

to information (such as setting up a phone call to go over options, for example).  

If you still aren’t sure about whether you should write a long or short copy sales letter, ask yourself 

whether you have a need-to-know or a want-to-know product.  

A need-to-know product is a product that your target customers already feel they need, therefore you 

don’t have to take as much time or letter space to persuade them to buy. Short copy does best for need-

to-know products. These products might include clothing, household services (such as lawn care, house 

cleaning), food deals, auto care, and more.  

A want-to-know product is a product that you must convince customers to want to know more about. 

Long copy does best for want-to-know products. These products are non-essential, however, a 

successful sales letter or email can persuade your audience that they are necessities. To sell want-to-

know products, you need more letter space to create a desire for that product where none existed. 

Think about the infomercials you’ve seen on TV. Nobody thought they needed sleeved blankets like the 

Snuggie, limited edition presidential coins, or a CD collection set until infomercials convinced them 

otherwise. Want-to-know products may include magazine subscriptions, self-help books, CD or DVD 

collections, certain beauty products, novelty items, charity donations, and more. 

Tips: 

Many copywriters report that two-page sales letters tend to work best for most of their B2C 

clients. (Just be sure to write “over” on the bottom of your sales letter, so that your reader knows 

to flip the page!) 

When writing your sales letter or email, always write as much as you need to write, and no more. 

If adding another section to your letter will make it more persuasive, then go for it. If lengthy user 

testimonials will make the case for buying your product, then put them in. 

Don’t bulk up your letter with fluff just for the sake of length. Long-winded, empty, or 

uninteresting information can end up putting your readers to sleep rather than persuading them 

to buy. Be aware of any points that serve only to make your letter longer without strengthening 

your argument. Quality is always better than quantity. 

https://www.awai.com/2015/05/how-long-should-a-sales-letter-be/
https://www.awai.com/2015/05/how-long-should-a-sales-letter-be/
https://snuggiestore.com/
http://www.steveslaunwhite.com/do-snail-mail-sales-letters-still-work/
https://www.quicksprout.com/the-definitive-guide-to-copywriting-chapter-8/
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Remember who your audience is when deciding how long your sales letter or email will be. B2B 

sales letters tend to benefit from being short and sweet, while B2C sales letters can be longer. 

4. Sales Letter or Sales Email: How Are You Going to Send Your Letter? 

What is the best way to send your sales letter? Should you send it through traditional “snail mail” or 

email?  

It depends. The advantage of sending sales letters through email is that it’s cheaper, faster, more 

convenient, and more easily quantifiable. With emails, you can measure engagement, track replies, and 

schedule delivery times. You can then use any of the information gathered to plan follow-up contact and 

adjust your sales strategy accordingly.  

Still, “snail mail” has its advantages. Many customers and executives report suffering from email 

overload and see letters – especially personalized ones – as something that stands out. As one 

commenter wrote, “People receive hundreds of email messages each day but only a few letters and 

packages.” Many recipients also have email systems that filter out “junk” mail, potentially reducing the 

visibility of your sales email.  

The physicality of mailed letters is another one of their benefits. While emails can be disposed of in a 

matter of clicks, people have to physically handle mail before dismissing it. “Snail mail” also gives 

businesses the option of sending in small freebies to further incentivize the reader, such as a free edition 

of a magazine, a pin, a catalog, a pen, or more. While email is best used for short sales letters, physical 

letters can more easily accommodate any length. 

Tips:  

When sending a sales email, remember that half the battle is creating an interesting subject line 

that will entice readers to open, rather than ignore, your email.  

When sending a physical sales letter, try and make your letter stand out from the rest of your 

recipients’ mail. You can do this by using some eye-catching detail on the envelope, or ideally, by 

making your letter as human and personalized as possible (such as by hand-addressing the 

envelope). 

http://www.steveslaunwhite.com/do-snail-mail-sales-letters-still-work/
http://www.steveslaunwhite.com/do-snail-mail-sales-letters-still-work/
http://www.steveslaunwhite.com/do-snail-mail-sales-letters-still-work/
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Track the delivery of important sales letters through the post office to make sure they arrive at 

their destination. 

5. When Should You Send Your Sales Letter or Email? 

Sending a sales email is all about timing. The problem is, studies often disagree about when is actually 

the best time to send sales emails. 

According to a Hubspot study, Tuesdays around lunchtime (from 10:00 am to 12:00 pm EST) are the best 

day and time to send sales emails. Another study by Yesware, which focused on explicitly measuring B2B 

sales emails, argues that weekends are 10% more likely to result in open rates because 80% less 

marketing emails are sent on weekends (this means less competition for your reader’s attention). The 

times that Yesware recommends sending B2B emails are early mornings (from 6:00 am to 7:00 am) or 

evenings (around 8:00 pm).  

Tips: 

The best time to send an email will depend on whether you have B2C or B2B clients, what time 

zone your clients are in, and the nature of your sales email. Use your email engagement metrics to 

discover the best time for to send your unique sales email.  

Whether you send a sales letter or a sales email, your delivery should be timely and relevant 

(especially if your sales letter or email is following up on a previous interaction, such as a sales 

pitch).  

Conclusion 

Once you have made these considerations, you will be clear in your purpose, your audience, and your 

methods for writing your sales letter or email. With your planning finished, writing will come easily. 

Whether you are writing a B2C or a B2B sales letter or email, we hope that this chapter has given you a 

few helpful considerations to mull over, and new ways to consider planning your sales strategy. 

 

https://www.hubspot.com/sales/sales-email
https://www.catapultnewbusiness.com/blog/the-best-days-times-to-cold-calls/
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How to Write Powerful B2C Sales Letters and Emails, 
with 7 Real-Life Examples 

Imagine this: two sales letters are sent out to the same customer from two different companies. Both 

companies offer a product that fills the same need and send the letters on the same day of the week. 

But somehow, one sales letter ends up open on the customer’s desk – the other gets tossed in the 

garbage bin after a mere skim. 

A similar fate befalls two sales emails: the customer opens and even replies to one, while the other is 

erased almost as soon as it’s received. 

Why does the customer consider one and chuck the other? There are many possible reasons, but they 

all boil down to the same thing: how well the sales letter or email is written and presented. 

A quality sales letter or email can put your company on the radar of new potential buyers. It can help 

you re-stimulate inactive leads and convert your leads into customers. On the flip-side, a poorly written 

sales letter or email can result in wasted resources and can even have a negative impact on your brand 

image. 

We’ve written this chapter to help you make sure that you are writing the right kind of sales letter: the 

kind that your customers will open and act upon. Use this step-by-step guide with real-life samples to 

write a sales letter or email that will persuade your prospective B2C (business-to-consumer) customers 

to buy your product. 

Format Your Letter 

Many sources recommend formatting your sales letter the way you would a normal letter. That means 

starting with the date and the contact information of both you (the sender) and the recipient in the 

upper left-hand corner. An optional heading may also precede the greeting. Following that format looks 

something like so: 
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This basic letter format works for companies of any size in any industry. However, you can still choose to 

break free from this mold and adopt something more eye-catching and on-brand. Check out, for 

instance, how Playboy does this:  
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Source: J.C. Manheimer 

 

http://jcmanheimer.com/images/controls/6_1_manheimer-direct-mail-sample-letter-Playboy-page1.jpg
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When playing with letter formatting for B2C recipients, feel free add or delete addresses and headings if 

it makes your letter look cleaner or more enticing. While including the recipient’s address adds a 

personalized touch, removing it may make it easier to send the letter out to hundreds if not thousands 

of consumers at a time.  

With sales emails to consumers, you also have the option of playing with designs, links, and graphics. For 

a better idea of what this might look like, check out this sales email from CoSchedule:  
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Images and GIFs can be used successfully if they help you communicate with your audience. Just don’t 

go overboard – you don’t want to take the focus away from your email’s written content. 

Tips:  

Use white space abundantly! Add spacing between lines to break up text in sales letters and 

emails to make them more readable, and guide your reader’s eye down the page. 

In emails and letters to consumers, use bold text, underlines, and italics to call your audience’s 

attention to your most important points. Use these elements selectively, and avoid WRITING IN 

ALL CAPS – this can make your sales letter look spammy. 

Write the Subject Line or Heading 

While not all sales letters have headings, all sales emails must have a gripping subject line.  

The best email subject lines are compelling. They may contain a call to action, an intriguing question, a 

cryptic proposal – or really anything that might appeal to your recipient’s interests (or curiosities!). 

Here are some examples of email subject lines that work: 

 Want to increase website traffic?  

o Ask your audience a question that they want to know the answer to. 

 Tired of not achieving your goals?  

o Present the problem while hinting at a solution. 

 If you’re struggling with insomnia, you’re not alone.  

o Show your prospect that you know them and what they are going through while offering 

a sense of community and a glimpse into your expertise.  

 Be the writer that your colleagues aspire to be. 

o Appeal to your readers’ competitive side and get their imagination going. 

 Can I help? 
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o “…With what?” Appeal to your reader’s curiosity. 

  Your free 3-day meal plan is here. 

o Use the word “free” to spark interest. 

 Alex, do you have five minutes to talk? 

o Use your recipient’s name to stand out, while letting them know you won’t take much of 

their time. This also sparks the question, “Talk about what?” 

 I can boost your savings by 10% in 10 minutes 

o This headline has an interesting proposal that you can allegedly learn fast, leaving the 

reader tempted to read on. 

 

Unlike sales emails, by the time the user gets to the heading of a sales letter, the letter has already been 

opened. Headings for sales letters should reflect a specific, enticing promise that is relevant to the 

letter’s content, and inspires the recipient to read on.  

You can also play with making the heading stand out in your letter’s design. Check out how More 

magazine does this in their consumer-oriented publication below: 

http://jcmanheimer.com/images/controls/3_1_More_Page1_2550x3300_363k.jpg
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This on-brand heading quickly catches the reader’s eyes, familiarizing them with the logo and drawing 

them down to the body of the text.  
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Tips:  

In sales letters, place your heading beneath the logo to help both stand out. 

Be careful not to write an email sales letter subject line that is too spammy. Headlines like “FREE 

100% GUARANTEED IT REALLY WORKS!” practically guarantee that your recipients will delete your 

sales emails without even opening them (and may land you in the junk folder anyway). 

Address Your Reader 

Whether you stick with a simple “Dear Reader,” or address your recipients by name is up to you. 

However, these are not the only options for addressing your readers. Here are some of the ways that 

real sales letters have addressed their target audience: 

 “Dear Reader,” 

 “Dear Friend,” 

 “Dear Girlfriend,” 

 “Dear Artist,” 

 “Dear Fellow Music Lover,” 

 “Dear Bird Lover,” 

 “Dear Gardener,” 

Relationship-based words like “friend” and “girlfriend” can help you create a sense of intimacy with your 

reader and ease them into the letter. Relevant words like “artist” and “bird lover” can help your 

audience identify right away whether this letter is or isn’t for them – and keep the right people reading. 

Recipients who relate to these words will also feel a sense of specialness and belonging as they continue 

to read (think about how well you take to something that describes you – “that’s me!”). 

But that’s not all – depending on your brand’s persona, you can even use a bit of humor to address your 

readers and spark intrigue. In one sales letter, The New York Review of Books uses the following 

greeting: “Dear Intellectual Dinosaur.” This greeting brings the magazine’s on-brand use of sarcasm with 

empathy into the creative recognition of its reader. By inviting its prospective customers to participate 

http://jcmanheimer.com/controls/winners/the-new-york-review-of-books
http://jcmanheimer.com/controls/winners/the-new-york-review-of-books
http://jcmanheimer.com/controls/winners/the-new-york-review-of-books
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in the joke, The New York Review of Books generates a sense of confidence between the reader and the 

brand.  

Tips: 

Make sure that however you are addressing your readers is natural and on-brand – don’t force 

anything that is unlike your brand, or readers may feel put off by it. 

In sales letters, instead of settling for “Dear Reader,” use other ways of addressing your target B2C 

audience to make them feel like part of an elite, appreciated group. 

In sales emails, it is normal to address the recipient by their first name, since these are easy to 

send out with a quality marketing automation software. 

Hook Your Reader 

Your heading (or subject line) and greeting can get your prospective customer’s attention, but they can’t 

hold it. That’s why like high school essays, sales letters also need a gripping “hook”, or in other words, 

an interesting opening sentence.  

A quality hook does just what its name suggests: it “hooks” the reader and keeps them from ditching 

your sales letter before they even get to read your offer. In sales letters and emails, the hook sentence 

often stands alone in its own line.   

For an example of this, let’s look back at how More magazine begins their sales letter:  

“Dear Girlfriend, 
Maybe you’ve heard of them.” 
 

More’s hook sentence, “Maybe you’ve heard of them,” does exactly what it’s supposed to do: It makes 

its audience want to keep reading to answer the question, Maybe I’ve heard of who?  

Hooks aren’t only for sales letters. Check out how another sales email from CoSchedule uses a hook to 

effectively bring the reader in: 
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“Plan your work. Then work your plan.” By starting with a fun play on words, this sales email gets the 

prospective customer thinking – and reading.  

Here are some of the ways that you can hook your prospective customers into your sales letter or email: 
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 “For as little as…” (Entice with the price) 

 “We’re happy to introduce…” (Draw in with novelty)  

 “Did you know….” (Present a question) 

 “Are you having trouble with…” (Ask about the problem)  

 “Maybe you’ve heard of…” (Appeal to curiosity) 

 “What if you could…” (Paint an idyllic picture) 

 “If you are the kind of person…” (Establish expertise in your audiences’ reality) 

 “There are over 9000 species of birds on our planet…” (Share a statistic) 

 “Busy is as busy does…” (Use an idiom, saying, or quip) 

  “The polar ice caps have melted faster in last 20 years than in the last 10,000….” (Boldly 

illustrate the problem) 

 “Growing up, a teacher once told me that my performance was so bad, I made her want to 

quit teaching…” (Relate to the reader on a human level with an interesting personal anecdote). 

Tips:  

Your hook should be a line that you find interesting (and that your customers will too). Write a few 

different ones out, and see how each one sits with you. 

For long copy sales letters, the hook almost always ties into the overall story that you are trying to 

tell. Keep your story in mind as you write your opening line. 

Standalone and to-the-point hooks are good for short sales letters and emails, where you don’t 

need a long anecdote to keep the reader’s attention. 

http://jcmanheimer.com/images/controls/5_1_manheimer-direct-mail-letter-sample-Writers_Digest_page1.jpg
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Build Your Story 

Once you have your hook established, it’s time to expand into the overarching story that your sales 

letter is trying to tell. 

Like the hook, the story is about keeping your prospective B2C customer absorbed in your sales letter. 

However, your story also has the function of creating an interest in or a need for your product. It takes 

your reader on a journey through your product’s history, its function, who it serves and/or what it 

offers.  

For example, check out how More magazine expands past the hook to build their story: 

“Dear Girlfriend, 
Maybe you’ve heard of them. 
Eleven women, ages 45 to 66, decided to raise money for leukemia research by submitting, on their 
annual garden calendar, tasteful pictures of themselves…naked. 
More interesting was the response. 
The women hoped to raise $2,000. They raised $550,000! 
And around the world middle-aged women shouted, ‘Go, girls!’ Why? Because these brave women 
acknowledged what you and I have known all along. Life isn’t about being really young, it’s about feeling 
really great!” 
 

The story that More’s sales letter tells is both attention-grabbing and introduces the reader to the 

magazine’s ultimate goal: to empower and create a community for middle-aged women. (Sadly, More 

magazine suffered the same fate as many printed publications, and printed its last issue in 2016). 

One of the most famous sales letters in modern history tells a tale of “two young men.” The letter’s 

effective use of storytelling reeled in $2 billion worth of subscriptions to The Wall Street Journal. Below 

is an excerpt from that letter: 

https://nypost.com/2016/02/25/merediths-more-magazine-is-no-more-after-april-issue/
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This story (which we referenced in the introduction) does its job beautifully by illustrating a seemingly 

ordinary scenario – the similar evolution of two similar people. But suddenly, it introduces a twist: 

despite these two men being alike in every way, one man manages to climb to the top of the corporate 

ladder – the other one doesn’t. The reader is left with a sticky question: Why? And, what can I do to 

have what he’s having? 

Not all stories are as enthralling as the ones that More and the Wall Street Journal tell in their sales 

letters. Still, when it comes to what story your company should tell in your sales letter or email, the sky 

is the limit. Just make sure that it is interesting, and that it relates to your offer. 

Tips: 

Stories sell – just not to everyone. Some short sales letters and emails for need-to-know products 

may not require or even benefit from an overarching story, and that’s okay. If you are selling a 

straight-forward product and would rather cut to the chase, then go for it. 

Keep your story alive by using active voice; keep it interesting by using memorable images and 

unexpected word combinations. (Think back to this line from Playboy’s sales letter: “Women who 
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will make you growl, chew on your shoelaces and fan yourself with a celery stalk.”) Keep your 

story relatively short and to the point. 

The Wall Street Journal’s sales letter story wasn’t unique – it’s premise was borrowed from a 1919 

ad for the Alexander Hamilton Institute (and that ad was borrowed from another ad). Don’t be 

afraid to borrow story ideas from other successful sales letters. 

Before writing your sales letter, jot a few story ideas down. Do you dare to do something 

unexpected? 

Present Your Product 

Once you have told a story that resonates with your audience, you can move on to presenting your 

product.  

The product can be introduced in a number of ways. It might be evoked as a solution to the problem 

presented in the story. It might arrive as a bold promise made to the reader following an idyllic picture. 

It might appear in response to a portrait of the target audience (i.e. “You care about ___, you’re this 

kind of person... this product is for people like you”). The product can be presented in any way, so long 

as it corresponds with the story told in the introduction. 

Let’s look back at how The Wall Street Journal’s sales letter presents their product following the story of 

the two men: 

 

 

http://www.infomarketingblog.com/tale-of-two-copywriters/
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Here, The Wall Street Journal demonstrates an expert transition from the story to the product. By 

evoking the paper, the sales letter implies that The Wall Street Journal – a want-to-know product – can 

drastically change its reader’s life path with what it brings to the table: knowledge. This persuasive move 

causes the reader to reflect on both the possibilities that The Journal might bring them should they 

subscribe (knowledge that will take them to the top of the corporate ladder), and the potential 

consequences that might unfold should they not subscribe (getting stuck in a lower-level position while 

their colleagues succeed; not realizing their full business potential). 

Once you have introduced your product, you can begin to delve further into why your customer needs 

it. Here, you can explain the product’s benefits, your business’ practices (if this would be of interest to 

your audience), and the kind of experience they can expect to receive from your product. 

Let’s look again at how The Wall Street Journal’s sales letter continues below: 
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Here, the Wall Street Journal does several things right: 

 It establishes expertise – Who is putting this paper together? “The world’s largest staff of 

business-news experts.” 

 It claims originality – This publication is “unique”, according to the author. 

 It emphasizes exclusivity – Are there any other papers that could offer the same product? Not 

according to The Wall Street Journal. 

 It boasts popularity – According to them, The Wall Street Journal is the “best read front page in 

America.” 

 It covers content – What exactly can The Wall Street Journal help you learn? This sales letter 

gives readers the rundown. 

In doing these things, The Wall Street Journal gives a bit of background on the paper while actively 

persuading its customers to take on its product. 

When telling your customers about your product in a short copy sales email or letter, consider using a 

bulleted list to guide the reader through your product’s top benefits. With sales emails, you might 

embed a video or a link to help deliver that information.  

Remember the sales email example from CoSchedule? Let’s look back at that sales email to observe how 

it guides the reader through product information: 

 



 

 

 
56 

Once you get past this email’s missing spaces, you can see that it organizes the top benefits of its 

product into a simple, condensed list that the recipient can read and understand quickly. This 

presentation of information is great for the digital world, where the recipient is just a click away from 

switching to another internet page. CoSchedule’s sales email also includes links, which can guide 

prospective customers to more marketing material. 

Tips:  

When selecting which of your product’s benefits you will include in your sales letter or email, put 

yourself in your customer’s shoes. What would you want to hear if you were the customer? (For 

example, would you want to hear about how many pages each edition of The Wall Street Journal 

has, or would you rather hear about what’s inside?) While you may be tempted to mention every 

amazing thing about your product, will all of those things be of utmost importance to your 

audience?  

Rather than compiling a large list of product’s robust features, make your sales letter or email 

about the customer. How will the product benefit your target audience? (For example, notice how 

CoSchedule didn’t bore the reader with technicalities –it dove straight into what its product could 

help them with.) 

Make Your Offer 

Once you have taught your customer about your product and instilled the need for that product, it’s 

time to make your offer. What exactly will your customer get, and for what price? 

Here is how The Wall Street Journal’s sales letter presents its offer: 
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The letter starts by offering the customer the cheapest subscription. It then follows up with a more 

expensive package that is a better deal and helps the customer save over $40. This offer is clear, concise, 

and leaves the customer aware of what to expect from each option. 

In long copy sales letters and emails, the offer is often made close to the end of the letter. However, in 

short copy sales letters and emails, the offer can be made as quickly as the opening line. This is 

especially true and works well for companies that are offering a low-cost, useful product that needs little 

introducing. In these instances, the price is so good that it is used as the clincher that pulls the reader in. 

Here is one example of how this might work: 

“Dear Reader, 
For as little as $7, you can have home-cooked meals delivered to your doorstep.” 
 

Since this offer comes before any explanation, readers then need to read on to learn about the product 

and what that $7 investment would get them. 

Tips: 

Word choice makes a difference. Use key words like “only,” “as little as,” “take advantage of,” 

“value,” and “save,” to make your offer more compelling. 

Use multi-tiered offers to give your readers more options to choose from, and to sway them 

toward more expensive but better deals. 

 

Inspire Immediate Action 

You aren’t sending out a sales letter or email purely to be consumed. You want your prospective 

customer to react, and to engage with you.  

Follow up your offer with a clear call to action. Do you want them to mail in an order form? Set up a 

phone call? Contact you for more information? Initiate a trial period?  

Be specific about what you want, and how the customer should do it. Don’t leave any room for 

hesitation or doubt. If you want your customer to mail back an order form, make sure that you include 

an envelope that is postage-paid, so that they won’t have anything to stop them from doing what you’ve 
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asked. If you want a fast, direct reply, make sure you give your potential customers multiple options for 

contact. If you want to arrange a phone call, ask your customer to let you know what time you can reach 

out. If you want your customers to initiate a trial period, tell them exactly where to click to get started. 

The Wall Street Journal’s call to action directly follows their offer: 

 

This call to action conveys urgency using words such as “without delay,” “now,” and “immediately.” It 

also reduces the risk of the action by telling the reader that they can cancel the subscription at any time 

should it not suit their liking. 

Here is another example of a call to action in a sales letter by American Express: 

“Why not apply for card membership today? All you have to do is fill out and mail the enclosed 

application. As soon as it is approved, we’ll send along the card, without delay.” 

This call to action makes the process of filing for an American Express credit card seem so easy, it’s just a 

matter of “well, why not?”  

Here are some of the ways that you too can inspire immediate action from your readers: 

 Give a deadline – “Just shoot us a reply to this email address, and we’ll put you on the list for 

our next seminar.  And don’t forget, this offer expires February 15th!” 

 Throw in a bonus offer – “Act now and get our collection of 80’s love songs absolutely FREE!” 

 Use a scarcity mindset – “Because there has been such high demand for this product, our stock 

is limited. Don’t miss out on this offer – Act now!” 

https://coschedule.com/blog/wp-content/uploads/Greatest-sales-letters.pdf
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 Tell customers: it’s easy! – “All you have to do is click on the link below, and we’ll set you up 

with your free trial!” 

 Tell customers: you’re almost there! – “You’re so close to being able to more effectively 

manage your time. You can still access your free trial…” 

Tip: 

Action can come in all forms: a click, a response, a call, a purchase. Make sure to keep tabs on 

engagement – especially with sales emails – and to follow up accordingly. (For example, if a 

customer clicks on the link for the free trial but then navigates away, you can send a follow-up 

email to help ease their doubts or reignite interest. 

Supercharge Your Persuasion 

Remember the doubts that your audience will be facing when they read your sales letter or email. These 

may include some of the following: 

 “You don’t understand my problem.” 

 “How do I know you’re qualified?” 

 “I don’t believe you.” 

 “I don’t need it right now.” 

 “It won’t work for me.” 

 “What happens if I don’t like it?” 

 “I can’t afford it.” 

When writing your sales letter or email, don’t be afraid to pull some tricks out of your persuasion bag to 

convince readers otherwise. Consider adding attractive bits like the following to convince your reader to 

take the sales plunge: 

 “Satisfaction guaranteed.”  

https://www.businessknowhow.com/marketing/salestempl.htm
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o Buyers want to know that they won’t be stuck with a product they end up not liking. 

Guaranteeing satisfaction often makes prospective customers feel more secure about 

trying out a new product. 

 “No obligation.” 

o Like guarantees, making something no-obligation immediately alleviates your buyer.  

 “Free!” 

o Free anything is a big win in the customer’s mind. Whether you’re offering a free trial, a 

free edition of a publication, a free bonus add-on, or boy-one-get-one free, the word 

“free” is persuasive in any form it takes. 

 “It’s worth ___, but you get it for ___!” 

o Consumers like to hear how much something is worth, and how they are getting it for 

cheaper than they should. Tell your customers that you’re giving them a special deal, 

and they might respond with purchases. 

 “Imagine” 

o It’s been said that the word “imagine” is one of the most powerful words in sales. Use it 

to energize action, and to help your readers picture where they could be with your 

product.  

 Testimonials 

o Whether you collect your testimonials from famous people or people just like your 

audience, you can be sure that testimonials often make a good case for purchasing. 

 Expert knowledge 

o Use statistics, credentials, and a profound knowledge of your ideal buyer to show your 

audience that you are an industry expert. This will improve your letter’s believability, 

and help you gain more trust from readers (using a human tone when writing can help 

with this, also!). 

 Promises 

https://blog.kissmetrics.com/3-hypnotic-power-words/
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o Promises are bold moves that put your name on the line. Is there any gain that you can 

promise your customers your product will bring them, or their money back? 

 Timelines 

o How fast can your product get out? When can your readers start their trial? How long 

will it be before your product gets them the results that they want? With a fast timeline, 

you will attract more sales. 

 Photos 

o Sometimes pictures are necessary to help prospective customers see a before and after, 

or better visualize what they can expect. If photos work for what you’re trying to sell, 

use them! 

Use these sales tactics when you can, but don’t compromise the quality of your letter or email by forcing 

them in there. Take what serves you and leave the rest. 

Tip:  

Different sales tactics work best with different audiences and different products. Consider what 

will truly help your products case before pulling all the sales ropes. 

Sign Off and Add a P.S. 

Once you have addressed all your main selling points, wrap up your letter with a conclusion. Tie up any 

loose ends, tackle any last doubts, and make your final references to your selling story.  

Once your letter is done, don’t forget to sign it with your name and your company title (the latter is 

optional). 

Oh, and don’t forget your P.S. 

In sales letters and emails, the postscript is the last chance to say something that will inspire your reader 

to buy. 

The P.S. could be used to throw in a final incentive to act – such as an additional discount or freebie. It 

could also be used to remind the reader of an important selling point. 
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Take a look here at how The Wall Street Journal ends the sales letter and adds the post script: 

 

The Wall Street Journal concludes this sales letter by bringing their story full-circle. They add a final 

honest disclaimer, a last guarantee, and then sign off. And beneath it all, they add a postscript that says 

that the paper may be tax deductible: a great final incentive for their audience.  

Although briefer, sales emails can also have a conclusion and/or a postscript. A second email from 

CoSchedule uses the following signoff: 
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In this case, the P.S. serves as a final call to action, and a reminder of what the product entails.  

The Wall Street Journal and CoSchedule both use effective, but relatively tame signoffs. Another 

publication – a health magazine called Prevention – shows us that there is (technically) no limit to what 

or how much you can write in your postscript: 

https://www.businessknowhow.com/marketing/salestempl.htm
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As long as it successfully serves your ultimate goal: selling your product, you can put it in the conclusion 

or postscript. 

Tips: 

In the conclusion, reference your story (if you have one) one final time to bring the letter together. 

Go easy on the P.S – sometimes, unlike in Prevention’s case, less is more. 

 

Once you have made these considerations, you will be clear in your purpose, your audience, and your 

methods for writing your sales letter or email. With your planning finished, writing will come easily. 

Whether you are writing a B2C or a B2B sales letter or email, we hope that this chapter has given you a 

few helpful considerations to mull over, and new ways to consider planning your sales strategy. 
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How to Write a Winning B2B Sales Letter in 7 Easy 
Steps 

When selling to businesses, sales emails and letters are an effective way to pique corporate interest in 

your product. They aren’t as pushy as sales calls or as time consuming as presentations. They give 

corporate decision-makers a tantalizing glimpse into what your product might offer them, while also 

laying the foundations for what could grow to be a valuable business relationship. 

The problem is that business decision-makers and CEOs are busy people with limited time to spend 

shuffling through sales letters and emails. As a result, despite their successful history, many B2B (or 

business-to-business) sales letters and emails go unopened, or get trashed after a mere glimpse. 

So, what’s a salesperson to do? How can we beat the mighty trash bin, and actually have a shot at selling 

to our corporate leads? 

The secret to successfully using sales letters and emails in your B2B sales strategy is simple: You need 

quality content and expert presentation. Use the steps laid out in this blog post to write winning sales 

letters your peers will wish they had sent. 

Format Your Letter 

When formatting your sales letter or email for correspondence with business executives, it’s important 

to be as clean and professional as possible. 

B2B sales letters should follow a standard formal layout. Put your name and company’s address in the 

upper left-hand corner, followed by the date and the recipient’s name and company address. Follow 

that with your optional heading and your salutation. Together, this should look like so: 
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Just as sales letters to corporate decision-makers and CEOs should be formatted like regular letters, B2B 

sales emails should be formatted like regular emails. Layout-wise, this might look something like the 

example below: 
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In both letters and emails to corporate decision-makers, it’s important to use this simple, non-

commercial format to give your correspondence a more personal feel. By avoiding busy stationary and 

marketing templates, your letter will give the impression of two people connecting, rather than that of a 

salesperson trying to mass-convert leads. 

Tips: 

Try and keep your B2B sales letter to a page, max. This will help you keep the letter clear, concise, 

and compelling, without threatening to take up too much of your lead’s time. 

B2B sales emails should be brief, like the example above. Keep sentences short and easy to read. 

Include your logo or corporate signature in your sales letter or email for a subtle on-brand touch. 

Write the Subject Line or Heading 

The main parts of a B2B sales letter or email are the following: 

1. Subject Line or Heading 
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2. Greeting 

3. Opening Line (Hook) 

4. Body Copy 

5. Closing Copy 

6. Sign-off (and Optional Post-Script) 

These elements are similar to what makes up a B2C sales letter or email. Still, they will be crafted 

distinctly when selling to a corporate decision-maker. 

When writing your subject line or heading in a B2B sales letter or email, make sure that it is intriguing 

and relevant to your proposal. Think about how busy CEOs and business executives are – as unfortunate 

as it may be, your email or sales letter will be competing with much more pressing matters. That means 

that if you want your correspondence to be read, you must make good use of your subject line or 

heading. 

Here are some example subject lines or headings that appeal to corporate decision-makers: 

 I’d like to work with you. – This example works as a letter’s heading or an email’s subject line. 

By vaguely stating your objective up front, your recipient will be more inclined to hear you out, 

should this intention intrigue them. 

 A solution that works for both of us. – “How?” the reader asks. This example heading or subject 

line gives the recipient a peek into the sender’s proposal and offers a bit of mystery that entices 

them to read on. 

 David, can I have a word? – This example works well as an email subject line. People are 

naturally drawn to their name, and CEOs and business decision-makers are no different. This is a 

subject line that won’t go unnoticed. 

 Are you who I should be talking to? – This email subject line appeals to its reader’s curiosity. It 

sparks the question, “Am I?” and leads the reader into the email ready to solve a problem. 

 I can increase Lamps Inc.’s revenue by 15% in 15 minutes – This B2B heading or subject line is 

based on the sales email template that got a company 16 new B2B customers. This example has 

an interesting proposal that says, “Here’s what I can do for you.” It’s personalized with the 

https://blog.hubspot.com/sales/the-cold-email-template-that-won-16-new-b2b-customers
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recipient’s company name, which shows that the sender took the time to research the company. 

It’s exact and to the point, while also telling the reader that reading on won’t take up much of 

their time. 

With the right amount of mystery, precision, and personalization, your audience won’t be able to help 

but read on. 

Tips: 

For emails, personalize the subject lines of valuable leads. 

For letters, use a heading that gives your reader a preview of your proposal and tempts them to 

read on. Although headings are not necessary for B2B sales letters, they can be an asset if you use 

them well. 

Address Your Reader 

When engaging with a prospective B2B client or any other kind of high-level lead, always address them 

by name for the most personalized experience. Remember, these sales are driven by relationships, and 

you want to make your reader feel important. 

Depending on your intended reader’s corporate position, you can address them in any of the following 

ways: 

 Dear Taylor, 

 Dear Mr./Mrs./Ms./Dr. Taylor Smith, 

 Mr./Mrs./Ms./Dr. Smith 

Do some research on the corporate decision-maker that you are addressing to make sure you are using 

the correct title. This research will also help you decide how colloquial you want to be with this person. 

If you aren’t sure of your reader’s title or name, you can address them as “Dear Sir or Madam” to be 

safe. 
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Tip: 

Sales emails tend to lean towards first name correspondence. Letters tend to lean towards a more 

formal greeting. 

Write the Opening Line 

In our blog post about B2C sales emails and letters, we referred to the opening line of a sales letter as 

the “hook,” based on its function: to hook your reader in. B2B sales letters and emails also need a hook, 

or a catchy opening line. 

For example, check out this powerful opening line for a B2B sales email from Heather R. Morgan, 

founder of SalesFolk: 

“I have an idea that I can explain in 10 minutes that can get [company] its next 100 best customers.” 

Like the last subject line that we examined, this opening line is attractive and direct. Its offer is 

compelling but vague, which keeps the reader’s eyes moving forward through the email, and sets the 

reader up for follow-up contact to discuss the idea. 

Seventy percent of business decision-makers buy a product to solve a problem while only 30 percent 

buy to gain something. Another option for hooking your prospective B2B clients is to open with the 

business pains they might be having (or a statistic about those business pains), and then tell them how 

you can solve that problem. That might look something like this: 

“Twenty-five percent of CEOs are dyslexic, but many don’t want to talk about it.” 

This opening line intrigues the reader with an interesting statistic, while both introducing the problem 

and relating to the audience. 

Here are some other ideas for opening your B2B sales letter or email, aside from addressing business 

pains, potential gains, and using interesting statistics: 

 Comment on a recent event, or your reader’s recent activity (“Congratulations for___!” “I saw 

you did ___,” “Recently, ____” ) 

 Share a mutual connection (“____recommended I that I reach out to you…”) 

https://www.comm100.com/blog/b2c-sales-letter-emails-real-life-examples.html
https://blog.hubspot.com/sales/the-cold-email-template-that-won-16-new-b2b-customers
https://salesfolk.com/
https://www.business.com/articles/danny-wong-b2b-sales-letter/
https://chiefexecutive.net/quarter-ceos-dyslexic-says-ciscos-john-chambers/
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 Share your opinion on something relevant (“I liked the ___ you posted, I thought it was ____,” ) 

 Share a relevant quote or truism (“a penny saved is a penny earned…”) 

Tips: 

The opening line of a B2B sales emails or letters may be directly related to – or an expansion on – 

the subject line or heading. 

When hooking your B2B audience, think about what sort of opening line will be most interesting or 

useful to them. If you were in their shoes, what sort of hook would keep you reading? 

Write the Body Copy 

In B2B sales letters and emails, the body of your correspondence should be succinct. It shouldn’t be too 

long, or it will risk being too cumbersome for your corporate reader. However, it shouldn’t be too short 

either, or it will risk being too vague and uninteresting. 

Here are the elements that might be present in the body of a B2B sales letter or email: 

Introduce the Seller 

In the body of the sales letter or email, you may briefly introduce yourself as the seller. Questions that 

you might want to answer include the following: 

 Who are you? 

 What does your business do? 

 What is your mission? 

 What makes you the right person/organization to deliver this service? 

Remember that even when telling a little bit about who you are, you must make it relevant to the buyer. 

Sales letters and emails that end up being too “me, me, me,” fail to persuade readers to act. What about 

who you are will be useful to the customer? 
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Prove Your Credibility 

Once your reader knows what you do, it’s time to prove how well you do it. What experience do you 

have providing the product or service that you are offering? What previous customers can you mention 

to establish credibility with your buyer? 

If you’re new to the market, say so – you can twist novelty into something that goes in your favor. Do 

you offer any guarantees or trial periods you can reference so that they know it will be safe to test your 

product out? Does your newness make you affordable? Up-and-coming? Modern? 

Remember that part of proving your credibility is showing your buyer that you’ve researched their 

company, and understand their needs. Expert knowledge of your lead’s business, the service you’re 

providing, and quantifiable evidence all make for a great argument in your favor. 

Introduce Your Proposal or Offer 

What are you proposing your prospective customer? What do you have to offer? 

If you have a complex product and want to entice a follow-up response, you can give a general proposal, 

but hold the specifics on the offer. Remember that B2B sales letters and emails generally are not a “one 

and done” affair. Lean towards cultivating an ongoing discussion with your prospective buyer, rather 

than trying to fit your entire product offering into a single written exchange. 

Highlight Select Benefits 

What are the benefits of your product or service? Sure, there are several, but you want to highlight the 

benefits that will be most relevant to your buyer, and let them know specifically what these benefits can 

do for them. 

For example, instead of saying this: 

“Our Chatbot is a new, popular, must-have feature.” 

Try something like this: 

“Our Chatbot is easy to set up, and can help you lower service costs and speed up handle time.” 

By choosing the benefits that are most relevant to your reader, your prospective B2B customer will be 

able to more easily visualize what your product or service can actually do for their company. 
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Entice Action 

Every sales letter and email needs a call-to-action phrase to inspire the reader to do what the writer is 

asking of them. Calls-to-action must be specific and easily completed. For sales letters and emails to 

corporate decision-makers, the call-to-action is generally a request for a follow-up exchange or meeting. 

The call-to-action in B2B correspondence must not be pushy. You must entice action without demanding 

it – request action without insisting. Remember that for B2B correspondence, building a relationship 

with your reader comes first. That way, even if your reader doesn’t need your service this time, your 

sales letter or email might be the beginning of an effective a long-term correspondence. Here are some 

ideas for common B2B call-to-action phrases: 

 Call me or email me at any time and we can discuss working together. – Asking your reader to 

contact you puts the ball in their court. “At any time,” shows that it will be easy for them to 

reach you, making attempting to contact sound you more enticing. 

 I’d love to call you to review our options. When are you available this week? – Asking your 

reader when they are available acts as a call-to-action and establishes the expectation of a 

response. Asking to be the one to make the call shows assertiveness, and saying “this week” 

implies urgency without pushiness. 

 To learn more about what our company has to offer, click here. – In sales emails, clicking on a 

link is an easy form of non-committal action that can result in greater learning about your 

product or service. Use different media such as videos or direct your reader to an easily 

navigable website page to keep them interested and informed. For the best results, use this call-

to-action in conjunction with inviting your reader to contact you. 

The most effective calls-to-action are specific, respectful and easy for the reader to complete. 

Tips: 

When introducing yourself to the reader, keep it to a sentence or two, max. 

Although your letter may be structured formally, keep the tone of your content conversational. 

Unless you’re writing to royalty, nobody wants to read a stuffy, overly proper letter. 

The function of the body of the B2B sales letter or email isn’t to make a lengthy case for the 

product – it’s to establish knowledge of a product and interest in your proposal. By prompting 
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follow-up contact, you and your B2B lead can eventually work together to decide which of your 

packages, products, services, and/or payment plans may be right for them. 

Aim for a call-to-action that is assertive, and that meets both your prospective customer’s needs 

and your own. 

Closing Copy 

Once you have finished with your body copy, wrap your B2B sales letter or email up. Make your call-to-

action, thank your prospective customer for their time, add any final closing statements that might 

make your lead warm up to you. 

Here are some examples of closing statements that you could make to your B2B recipient: 

 We’d love to have you onboard. – This statement conveys enthusiasm and makes the recipient 

feel welcomed into a new corporate family. 

 We look forward to going above and beyond for you. – This statement shows the sender’s 

intentions for a quality customer experience, and implies a great work ethic. 

 Let me know if you need more information/assistance/would like an estimate, and I’ll be 

happy to provide it for you. – o This statement offers any additional assistance, while once 

again prompting the recipient to follow up. 

 I am confident that our product will meet your needs. – This statement shows understanding 

of the reader’s needs, and a sureness that is quite convincing. 

All of these closing statements show appreciation for the reader, and eagerness to begin a beautiful 

business relationship with them. 

Tip: 

Use a well-written closing statement to make your prospective B2B customer feel valued, show off 

your keenness to help them, and offer any last minute assistance. 
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Sign-off 

Sign-off your sales letter or email respectfully. Here are some of the sign-offs you might use: 

 Sincerely, 

 Respectfully, 

 My Best, 

 Best Wishes, 

 Best Regards, 

 Regards, 

 With Sincere Thanks, 

Finish with your signature, typed name, and corporate position (this adds to your credibility). If 

applicable, you can add a relevant postscript. 

Tips: 

Use a sign-off that is formal but that shows some warmth and compassion. This will help you give 

a respectful farewell without seeming too stiff or robotic. (According to Boomerang, response 

rates for emails with a slightly warmer tone were 15% higher than those with a neutral tone… just 

don’t go too crazy on the warmth.) 

Put It All Together 

To see how all of these elements work together, let’s take one last look at our “Big Bear Breweries” 

example from the beginning: 

http://blog.boomerangapp.com/2016/02/7-tips-for-getting-more-responses-to-your-emails-with-data/
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Conclusion 

Sales letters can be a great supplement to other kinds of leads. And if written well, they can bring in 

thousands, millions – even billions of dollars in revenue. 

We hope that you will use this step-by-step guide to writing B2B sales letters and emails to convert 

more leads, and take your B2B sales strategy to the next level. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 
79 

Holidays, Birthdays and More – 20+ Letters to 
Customers for Special Occasions 

There is no one right day (or way!) to send a letter to a customer. However, holidays and special 

occasions can be a great opportunity for your business to reach out. 

Holiday letters are an excellent way to keep customers up-to-date, send out promotions, and show 

customers you care. And writing personalized letters to customers on their special days – such as 

birthdays or anniversaries – can set your company apart from the competition, and help and you build 

business relationships that could last a lifetime. 

Whether it’s your customer’s birthday or baby shower – Christmas or Valentine’s day – use these letters 

for special occasions to start up a personalized and special interaction with your customers.  

Letters for Special Occasions (Birthdays and More) 

Happy Birthday  

Birthdays are one of the most popular occasions to reach out to customers. That’s because birthdays are 

unique days that make customers feel special – it’s the one time of year that is truly all about them.  

Customers’ birthday information is incredibly easy to collect – some customers will even seek out 

companies that offer birthday perks, and subscribe to several marketing emails before their special day.  

Companies that write birthday letters to customers commonly get a return in the form of word-of-

mouth advertising and sales. Here are a few ways that you can wish your customers a happy birthday, 

and make them feel like the center of your world. 

(Tip: Customers aren’t the only ones who can benefit from feeling special. Remember that you can send 

these happy birthday letters to employees, also!) 

1. Happy Birthday from Your Corporate Family 

To generate customer loyalty, it’s important to make customers feel like they are a valued part of your 

organization. Here’s how you might use a birthday letter or card to make your customers feel more 

connected to your brand: 

 

https://www.thepennyhoarder.com/deals/100-places-will-give-free-stuff-birthday/
https://www.thepennyhoarder.com/deals/100-places-will-give-free-stuff-birthday/
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Dear Christopher, 

It’s time to get happy! Wishing you all the best on your birthday, and everything wonderful in the year 

ahead. 

Love, 

Your Sporting Supplies Family. 

 

By signing this letter off with “Your Sporting Supplies Family,” this brand manages to create a sense of 

warmth and relationship with the customer, showing them they care while also making them feel like a 

valued part of something bigger (such as a family unit). 

2. On-Brand Happy Birthday 

Birthday letters don’t have to be generic. On-brand birthday cards can make your customer smile, while 

evoking your brand’s image and stimulating a desire to shop. Check out how this next example does just 

that: 

 

Dear Maribelle,  

We wanted to wish you the happiest of birthdays on your special day. May all your years be full of 

happiness, success, good health, and warm feet!  

Love, 

Your Friends at Socks R Us 

 

This company’s on-brand birthday letter is charming and original, while also reminding the customer of 

their product. 
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3. Thanks for Being a Customer on Your Birthday 

Being thankful for your customer never goes out of fashion. Tell your customers how much you 

appreciate them in a birthday letter, and they will return the favor in the form of repeat business. 

 

Dear Anna, 

Wishing a cherished client and friend a very happy birthday celebration. Our business has been on the 

up-and-up because of great clients like you. On your special day, we have just two strong and sincere 

words for you – Thank You. 

Sincerely, 

Tina Cohen 

 

This birthday letter is a great way to thank valuable, high-leveled clients and B2B correspondents. 

4. Silly Happy Birthday to a Customer 

Happy birthday letters don’t always have to be so formal, or full of accolades. Use humor in your happy 

birthday card to show your customers that you’re not afraid to have a bit of fun with them. 

 

Dear Ashley, 

Happy birthday! Wishing you another 365 days of an all-inclusive trip around the sun! 

Yours Truly, 

David 

 

Make sure that your sense of humor is enjoyable and lighthearted, so that it won’t offend sensitive 

customers. Then send away! 



 

 

 
82 

5. Happy Birthday to Our Favorite Customer 

All customers are valuable to a business. Still, you can make your recipient feel special on their birthday 

by calling them what they are: your favorite customer! 

  

Dear Jim, 

Happy birthday to our favorite client! Seriously. You’re the best. And our absolute favorite. (Just don’t tell 

Bob…) 

Sincerely, 

The Software Team 

 

As this example shows, a little bit of flattery can go a long way. Use humor to ward off customer 

disbelief, and make this birthday letter more playful. 

 

6. Happy Birthday with a Coupon/Freebie/Gift 

Birthday gifts, free items, and coupons are a great way to show your customer that their birthday 

matters to you while also creating an opportunity for them to buy. The promise of discounts and free 

items draws customers (and often their friends) into your business, which may not have otherwise been 

on their agenda. This sets them up to make additional purchases, outside of the initial incentive that was 

offered. 
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Dear Allen, 

Hurrah! Hooray! Happy birthday!   

Since it’s your big day, we feel like you deserve a treat. Although we couldn’t send you a cake, we’d like 

to offer you a free ice cream sundae!  

You can pick up your sundae at any one of our locations. Just print out this email (or show it on your 

phone!) to redeem it. This offer expires in one month.  

Sincerely, 

Dan & Jan’s Ice Cream Shop 

 

Include freebies in your birthday letter, and you may find yourself with a boost in sales – and eager 

subscribers. Let customers know when the offer expires, and they will approach your business more 

quickly. 

Letters for Non-Birthday Milestones 

Depending on what service your company provides, and how close your relationship is with your 

customers or clients, you may be able to offer more than just birthday wishes.  

Some of the other well-wishes you might want to give customers are: 

 Happy Anniversary  

 Congratulations on your Newborn (becoming a parent or a grandparent) 

 Congratulations on Graduating 

 Congratulations on your Promotion 

Here are some examples of non-birthday special occasions that you can celebrate with your customer. 
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1. Congratulations on Graduating 

If your company works in a special event industry, consider sending customers (or prospective 

customers) a letter like this one on their special day: 

 

Dear Eva, 

Congratulations on graduating! We are confident that today is just one of many successful moments that 

life has in store for you. Whatever you do, never stop learning, exploring, growing and challenging 

yourself to be your best. 

And we at Studio 45 are grateful to have been a part of this important day. Your graduation photos are 

almost done being processed, and will be available for viewing and purchase by the end of this week at 

this link: LINK.  

If you any questions, comments, or concerns about the images or any of the products that we offer, don’t 

hesitate to contact us.  

Thank you, 

Roxane Simon 

Studio 45 Events 

 

Use letters of congratulations for special occasions to commend your customers, while also giving them 

relevant information, if necessary. 

2. Congratulations on Your Promotion 

Promotions are a great reason to send letters of congratulations to your B2B correspondents. Here is an 

example of how you might do that: 
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Dear Harry, 

I heard from Jeff that you were promoted to Vice President. Congratulations! As someone so dedicated 

and hardworking, you deserve this recognition and responsibility. And the position deserves someone as 

outstanding as you! 

I wish you the best for your career, and look forward to our next chat! 

Ilana 

 

By keeping up with LinkedIn and staying in touch with your B2B executive contacts, you will be able to 

congratulate clients for personal milestones, and build tighter bonds. 

 

Letters for Holidays (Christmas and More) 

You may not always be aware of the special occasions that are going on in your customers’ lives. And 

that’s okay – fortunately, you can still write letters to them on holidays. 

Holidays are a prime opportunity for companies to connect with their customers. Unlike birthdays, most 

holidays are on set, easy-to-remember dates, and are observed by mass numbers of consumers at a 

time. From sales to retention to sharing corporate updates, holiday letters can fulfill a number of 

corporate needs. Here are some ideas of holiday letters that you can send to customers, in the order 

that they occur. 

Happy New Year 

Happy New Year wishes often get lumped in with general holiday letters. However, they also work well 

as standalone correspondences. Here’s an example of how you can use a Happy New Year letter to 

customers to keep interested parties up to date on business happenings, and show them your positive 

intentions for the new year. 
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1. Happy New Year Business Update 

A New Year’s letter to customers from a business decision maker or CEO can be a powerful way for 

companies to start the new year. Below is an example of how that might be done: 

 

Dear Rachel, 

Happy New Year! Thank you for being such an important part of our organization in 2017. Last year we 

managed to introduce a brand new Chatbot into our features set. We announced a new Facebook and 

Twitter integration that has redefined the abilities of our Live Chat product. We introduced Audio and 

Video chat to help our clients deliver a more personalized customer experience.  

And, we listened to you – our valued customer. In 2017, your feedback helped us optimize our product all 

around, such as by improving the interface of our Live Chat mobile aps and adding new chat buttons and 

invitations.  

We are committed to continue listening, improving, and to raise the bar even higher in 2018.  

We thank you for your loyalty, and look forward to continuing our relationship into the new year! 

Sincerely, 

Adam Rogers 

CEO 

 

By outlining your company’s past accomplishments and present goals, you can show your customers 

how you’re growing as a company, while also keeping them in the loop.  

2. New Year, New Customer Service 

You don’t have to be a high-powered executive to write a heartfelt New Year’s letter that your 

customers will appreciate. You can also write a meaningful letter outlining your department’s objectives 

for the coming year: 
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Dear Sophie, 

We work hard every day to provide you with the best service possible, and we will work even harder this 

New Year. 

Thanks for being such an awesome customer!  

Yours truly, 

William 

 

Setting and sharing your intention with your customers is a great way to bring them onboard with you 

and into the future.  

Valentine’s Day 

Like birthdays, Valentine’s Day is another day you can tell your customers just how much they mean to 

you. Use these example Valentine’s Day letters to sweep your customers off their feet. 

1. We Love our Loyal Customers! 

Valentine’s Day is about love, and what business doesn’t love their customers? Here is a simple way you 

can tell your longtime customers that you love them: 

 

Dear Gabriella, 

We love our customers, and its customers like you that make us love what we do. Thank you for being a 

loyal member of our cold-blooded family! 

Wishing you the happiest of Valentine’s Days,  

Your friends at Reptiles Galore 
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Together, love and appreciation can go a long way on Valentine’s Day. 

2. Valentine’s Day Wishes for a New Customer 

Got some new subscribers to your email list? Here’s a promotional Valentine’s Day letter that you can 

send to new customers:   

 

Dear Andrew, 

We would have sent you some chocolates and roses for Valentine’s Day, but we want to take things slow 

(I know, we’re not there yet!). Instead, here’s a coupon for 20% off your next order. Maybe you can come 

into the store, and we can get to know each other a little better! (Then we’ll see about the chocolate and 

roses for next year! ;))  

Yours truly, 

Your friends at Everything Electronics  

 

You can tell your customers you love them all you want – show them that you mean it by giving them 

holiday discounts! 

St. Patrick’s Day 

St. Patrick’s Day might not be the most popular day to write letters to customers, but it might be right 

for your brand. If so, try one of these St. Patrick’s Day letter ideas: 

1. St. Patrick’s Day Lovin’ 

If you missed your chance to tell your customers that you loved them on Valentine’s Day, try telling 

them on St. Patrick’s Day!  

 Dear Timothy, 

Roses are red, shamrocks are green, you’re the best customer that we’ve ever seen!  

Happy St. Patrick’s Day, from all of us at Paddy’s Pub! 
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With a creative little letter like this, your customers will walk away feeling pleasantly surprised, and 

appreciated. 

2. St. Paddy’s Holiday Offer 

If your customers celebrate St. Patrick’s Day, then you have a good excuse to celebrate it with them. 

Make your customers St. Patrick’s Day offers to generate sales and excitement. 

 

Dear Sean, 

Happy St. Patrick’s Day! A pot of gold is near, are you feeling lucky? Then come into Blue Royale today, 

and test your luck on the casino floor! There’ll be plenty of green booze, discount appetizers, and prizes 

waiting for you. 

We hope to see you there!  

The Blue Royale Team.  

P.S. Your first Shamrock Shot is on us! 

 

Happy Halloween 

Halloween is another fun and commercial holiday enjoyed by customers of all ages. Whether Halloween 

is an on-brand occasion for your business, or you want to stir up some sales, here’s an example 

Halloween letter that you could write your customers:  

1. Halloween Greetings and Offers 

You’ve heard it all – “spooky sales,” “scary deals.” Companies are cashing in on Halloween, and you can 

write a Halloween letter or email that does the same: 
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Dear Albert, 

Halloween is our time of year, right? It’s like Christmas before Christmas – the time of year when you can 

eat candy for breakfast, lunch, and dinner, and be anything you want to be.  

To help you truly take advantage of this time of year, we’ve got some scary deals going on at our store. 

Come in and take advantage of our last-minute discounts, and make any final additions to your 

Halloween party, costume, or home decorations! 

We hope to see you around! 

Sincerely,  

The Holidays Plus Team 

 

Adjust this greeting to fit your business, and watch the sales come in.  

2. Halloween Jokes 

Halloween is a holiday that is not short of puns and jokes (albeit, some of them terrible). Here’s how you 

might use an on-brand Halloween joke in a letter to customers: 

 

Dear Janet,  

What do you call a Halloween flower arrangement?  

A Boo-quet! 

Order your Halloween Boo-quet today and receive 25% our fall floral creations! 

Sincerely, 

Eliana’s Flower Shop 

 

https://badpets.net/Humor/Jokes/HalloweenJokes.html
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Do a quick internet search of Halloween puns or jokes, and see if any give you an excuse to reach out to 

your customer. 

3. All Candy, All Fun 

You don’t have to squeeze sales out of your customers in order to wish them a Happy Halloween. Use 

the following Halloween card example to send a letter to your customers just because! 

 

Dear Jenna, 

We want to wish you a very Happy Halloween! May your night be full of endless candy, without the 

stomach ache! 

Sincerely, 

Your friends at Ion Enterprises 

 

By being thoughtful and current, you can organically bring your company into your customer’s mind 

with a similar letter to your customer. 

Happy Thanksgiving 

Show your customers that you are grateful for them using these examples of Thanksgiving letters to 

customers: 

1. Thankful for your Business 

   

Dear Chelsea,  

We just wanted to take the time to let you know how thankful we are to have you as our client. Our 

success over the years has been a direct result of indispensable clients such as yourself. We couldn’t have 

done it without you. Thank you for sticking with use through thick and thin. We hope you have a 

wonderful Thanksgiving! 

https://badpets.net/Humor/Jokes/HalloweenJokes.html


 

 

 
92 

 

Enjoy your turkey, 

Emily Johnston 

 

2. Thankful for your Help 

Nonprofits and other organizations that accept donations may thank customers for something a little 

different come Thanksgiving. See how the following Thanksgiving letter to customers applies to non-

profit organizations: 

 

Dear Matthew, 

This Thanksgiving, we are grateful for the donations that we have collected during our seasonal food 

drive. Thanks to our donors and the hard work of our volunteers, 100 families in need will be able to have 

a Thanksgiving meal this coming Thursday.  

One step at a time, we can make a difference. Thank you for being a part of this movement to end 

hunger. Happy Thanksgiving to you and your families. 

Sincerely, Hunger Abolition Co. 

This letter format can be tweaked to accommodate any nonprofit, for any holiday. 

Merry Christmas 

Christmas cards are a great way to spread holiday cheer to your customers, even if you don’t have a bag 

of gifts for them. Use these Christmas letters to customers to show them that even during the busiest 

time of year, they are still on your mind. 

1. You Make Each Christmas the Best Christmas 

Has a customer been with you through many a Christmas? This may be the Christmas letter for them: 
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Dear Alexander, 

Because of you, every Christmas at Hannah’s Closet is nicer than the last. You help make us a better 

company. Merry Christmas to you and yours. 

Sincerely, 

Hannah and Co. 

 

2. Warm Christmas Wishes 

Veer your yuletide hopes away from your company, and into the customer’s home with warm Christmas 

wishes: 

 

Dear Caiden, 

We at Tools Depot wish you a very Merry Christmas! We hope your holidays are as wonderful as you are, 

and that you find your home full of love, warmth and laughter.   

Sincerely, 

Tom 

 

If you were to write a family member a Merry Christmas letter, how would you do it? What can you take 

from that to give your customers genuine season’s greetings? 

Happy Holidays (General) 

Chances are, not all of your customers will celebrate Christmas. Use the following example letters to 

customers to help you write your own all-inclusive holiday wishes. 

1. B2B Holiday Thanks (and Well-Wishes) 
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Dear Chase, 

Thank you for loyalty and goodwill throughout the past year. We wish you the happiest of holiday 

seasons, and we look forward to our meetings next year. 

Sincerely,  

Richard 

 

2. Funny/On-Brand Holiday Wishes 

 

Dear Ingrid, 

We hope this holiday season finds you on a remote island, sipping coconut water and taking shots off a 

hot yoga teacher named José. And if it doesn’t, we hope it at least finds you at home with your family, 

surrounded by love, happiness, and comfort. Hey, there’s always next year to make those travel plans, 

right? 

Love,  

Your Friends at Destination: Anywhere 

 

Holiday letters can be serious or lighthearted: what matters is that they celebrate the season – and the 

customer. 

Miscellaneous Holidays/Days of Recognition 

Is there a niche holiday that isn’t widely celebrated, but that might be relevant to your brand? Writing a 

holiday letter for a miscellaneous, less well-known holiday or national day may teach your customers 

something unexpected, and make your company stand out. After all, how hard do you have to fight for 

your reader’s attention on International Axe Throwing Day? 

http://www.holidayscalendar.com/event/international-axe-throwing-day/
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Here are some examples of offbeat holidays that your company could write to customers on, should 

they suit your brand: 

 National Cheese Lover’s Day – January 20th 

 National Pizza Day – February 9th 

 World Sleep Day – March 16th 

 Doctor’s Day – March 30th  

 Bicycle Day – April 19th   

 New Homeowners Day – May 1st 

 Programmer’s Day – September 13th  

 World Kindness Day – November 13th  

 National Cookie Day – December 4th 

Are you a company that sells artisanal cheeses? Write to your customers on National Cheese Lover’s 

Day! Are you a non-profit that works to eliminate bullying from schools? Write to your donors on World 

Kindness Day. To find a miscellaneous holiday that resonates with your company, do a quick internet 

search and see what comes up.  

Conclusion 

Some days may be better (strategically speaking) than others to write to your customers. But in the end, 

if you write with compassion and demonstrate an investment in your customers, then they will respond 

positively to the gesture.  

Any of these example letters can be modified to fit any brand, any holiday, and any client. 

We hope that we have given you some inspiration on how to write the perfect letter to customers, 

regardless of what day it is.  

 

 

http://www.holidayscalendar.com/categories/weird/
http://www.holidayscalendar.com/categories/weird/
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About Comm100 

Comm100 is an enterprise-grade live chat software provider. Comm100 Live Chat allows businesses to 

exceed their customer’s expectations through a solution that makes serving customers simple. 

Customers can take advantage of clever automation, AI assistance and a customer-friendly interface 

that’s fast, easy and simple to use. 

Customers 

 

Accreditations & Partnerships 

 

Contact Us  

TEL | (778) 785-0464 E-Mail | sales@comm100.com   

Fax | (888) 837-2011 Web    | www.comm100.com 

Follow us on |       

Suite 238 – 1027 David Street Vancouver, British Columbia V6E 4L2 Canada 

 

Copyright © 2018 Comm100. All Rights Reserved. 
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Network Corporation in Canada and other countries. All other trademarks or registered trademarks are property of their 

respective owners. 
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