
 

 

 

 

24 tips to help your business   

communicate better  

(and win more customers)  

 



 

 

 

 

 

 

 

 

 

 

 

It’s the difference between talking to a brick wall (think “teenager”) 

and talking to a relevant and interested audience. Huge. 
 

Filling your web pages, emails and brochures with words is not good 

enough. Anyone can do that. Anyone can spout on about your great  

products or services. 
 

Is that what your customers really want? I doubt it. 
 

How do you get your message heard? How do you have a 

meaningful conversation that leads to an enquiry or sale? 
 

It’s all down to communication. Something we do every single day. And 

yet, so many businesses make fundamental mistakes that hamper results.  
 

Don’t let that be you! 
 

I can help. To point you in the right direction, here are 24 tips to help your 

business communicate better. 24 tips to help you stand out and engage 

with your customers and prospects more productively. 
 

Once you see where you’re going wrong, you’ll be chomping at the bit to 
get it sorted. And should you need help, just get in touch and tell me 
where you’re at. We’ll take it from there. 

Anna Metcalfe 
e: anna@cantaloupemarketing.co.uk 

t:  01299 832161 

mailto:anna@cantaloupemarketing.co.uk


 

  

    A quick list of my 24 tips 
 

Tip #1: Know your target audience better 

Tip #2: The power of customer feedback 

Tip #3: Pretend to be your customer 

Tip #4: Have a go at creating personas 

Tip #5: You never know everything 

Tip #6: Review your value proposition 

Tip #7: Are you using the right tone of voice? 

Tip #8: Is your branding consistent? 

Tip #9: Use your people 

Tip #10: Find some company role models 

Tip #11: Is your copy easy to read? 

Tip #12: Show don’t tell 

Tip #13: Tackle objections 

Tip #14: Have you told them what to do? 

Tip #15: They don’t know everything 

Tip #16: Don’t forget your internal communications  

Tip #17: Get help when you need it 

Tip #18: Avoid a confused message 

Tip #19: Get your timing right 

Tip #20: Use tried and tested psychology  

Tip #21: Communication is not just selling 

Tip #22: Know where they hang out 

Tip #23: Communicate somewhere new 

Tip #24: Keep a close eye on your competitors  

 



 

  

Tip #1: Know your target audience better 
 

Let’s kick off with a BIG one. The more you know about your target audience, 

the better you can communicate with them. And that means stronger  

engagement (and more sales). 
 

There are some obvious factors to understand, such as their location, age 

range, gender, market sector and level of awareness. That’s all great. But you 

need to go deeper to make a real difference to your communication. 
 

What frustrates them? What are their pain points? What would motivate them to 

buy from you? You need to understand what matters to them, what they want 

and what makes them hesitate to buy. Finally, you need to understand how they 

measure success. 
 

Blimey, that’s a lot to learn! How on earth do I do that? 
 

The answer is the same, whether you’re a multi-million-pound business or a 

start-up.  
 

You ask them. 
 

In whatever capacity you can. Phone calls, emails and surveys. Even  
face-to-face group discussions. It’s highly valuable stuff. 

 

 



 

  
 

 

 

 

 

 

 

 

 

Just think if you found time to arrange a call with ten of your friendliest  

customers. You asked them some open questions, such as: 
 

“Tell us what you like about our business?” 

“Why did you choose to buy from us?” 

“What problems do our products / services solve for you?” 

“What would stop you buying from us, or a competitor?” 

“How much do you know about our business / our industry?” 

“How can we help you more?” 
 

You’d suddenly find you have a heap of great insight to work from. Now strip it 

out so you start to list pain points and frustrations, hesitations, needs and 

wants. 
 

Also note the language and type of words they’re using. This starts to clarify 

how you should speak to them. And what matters to them. 
 

Has the light bulb come on? I hope so. 
 

You can achieve the same sort of thing with a customer survey or a group  
discussion. Whatever works best for your business. And don’t just do it once. 
Keep doing it and keep monitoring the results to sense-check your  
understanding. Things can change over time. 

 



 

  

Tip #2: The power of customer feedback 
 

Directly related to my first point, customer feedback needs its own explanation. 

It’s too important to be an “and also”. 
 

This. Is. A. Gold. Mine. 
 

When customers give you feedback, they tell you more than whether they’re 

happy or not. They tell you why your product or service is good for them. They 

might also tell you what their problem was in the first place and what their  

hesitations were along the way. 
 

Many customers LOVE to tell you these things. 
 

So what? 
 

Careful analysis of this feedback gives you a much clearer picture of how your 

ideal customers think. What matters to them and what you need to deliver for 

them. 
 

More than this, though. Feedback gives you the language and words your  

customers prefer to use. 
 

A recent example from my work. We wanted to understand what was most  

important to dog owners using an animal physiotherapist. One phrase kept  

cropping up in our customer feedback research: “quality of life”. Bingo! And so, 

the starting point was identified. 
 

Where can you find this valuable feedback? That’s easy. Social media,  

TripAdvisor, Google, company product reviews and testimonials. Even emails 

sent back to your company. Not got any feedback like this? Then start asking for 

it. 
 

And here’s a bonus tip. Don’t just focus on your own customer feedback. Find 

your competitor’s too, and build that into your analysis. Does it reflect the same 

attitudes and motivations? Does it identify anything different? 
 

I just love doing this stuff, it’s so insightful. 

 



 

  

Tip #3: Pretend to be your customer 
 

Now, that might sound odd. But bear with me. 
 

I recently read about a company marketing an (ahem) incontinence product. 

They were trying to work out what living with incontinence was like – from  

first-hand experience.  
 

So, over a few days, a colleague texted the “volunteers” randomly. When they 

received the text, they had two minutes to find a toilet. 
 

This was all fine at home. But much harder when out and about. It then directly 

impacted on friends and family, increasing stress and frustration all round. And 

so, those volunteers provided a useful insight to learn from. 
 

By “being” your customer for a while, you’ll experience what they do.  
 

If you’re running a hotel, stay there as a guest for a while. If it’s a shop, walk in 
the door and think like a customer. Perhaps you’re targeting young mums? Grab 
a pushchair for the day!  
 

Do whatever you can to emulate their experiences. 

 



 

  

Tip #4: Have a go at creating personas 
 

Some companies make sense of this new-found customer insight by creating 

personas. If you have a large team, it’s a useful way to communicate your  

customers’ profiles to them. 

 

Put simply, a persona is a fictional character that represents a significant 

part of your target audience. You might want one persona, or a number. 

 

Establish the questions you need to answer for your personas. Depending on 

your product, these could be: 

 

Where are they located? 

What is their age and family situation? 

What are the key aspects of their lifestyle? 

What frustrates them (relevant to your product)? 

How are they motivated (relevant to your product)? 

Where do they work and what is their likely job role? 

How do they prefer to use your product? 

How knowledgeable are they (relevant to your product or industry)? 
 

Not all these questions 

will work for you.  

 

But some will. 

 

And others might. 

 

This system is simply a 

tool to help you and 

your colleagues make 

more sense of your 

target audience.  

 

And it can be 

incredibly helpful.  

 



 

 

There’s no end point to this.  
 

Whilst a great dive into understanding 

your customers will bring you up to 

speed, you need to keep going. 
 

Attitudes can change, new frustrations 

can come to the fore.  
 

Complacency has no place here. 
 

Keep asking. Keep researching.  
 

Develop a system for colleagues to 
feed back information of value they  
receive.  
 

Have a regular time to review it. Or give 
this responsibility to one person.  
 

Value the importance of continual  
customer and target audience analysis. 

 

 

 

Tip #5: You never know everything 
 

 



 

  

Tip #6: Review your value proposition 
 

Your what?  
 

I’m not one for complex language and this doesn’t need to be complicated.  
 

A value proposition is essentially a statement (or sometimes, a few sentences). It 

highlights what values you’re delivering to your customers. What problems you’re 

able to solve for them. How you can make their lives better. 
 

And from a decent value proposition comes more customer-focused copy 

that’s engaging to read. Because it resonates with what’s important to 

them. 
 

Values might be rational or emotional. Problems might be little frustrations or 

huge great issues. 
 

A value proposition is not: about you and your products. It’s about them. And 

the more you know about them, the more realistic your value proposition will be. 
 

A value proposition is not: a strapline. Though it might help you create one. 
 

A value proposition is not: a mission statement. 
 

It’s top-line, broad-brush and customer-focused. It tightly captures the  

value you deliver to them, and why it makes a difference. 
 

Here are some copy examples, drawn from the company’s value proposition: 
 

Apple iPhone: The experience IS the product. 

Every iPhone we’ve made – and we mean every single one – was built on the 

same belief. That a phone should be more than a collection of features. That, 

above all, a phone should be absolutely simple, beautiful, and magical to use. 
 

Shopify: Build your business – you’ve got the will, we’ve got the way. 

With you from your first sale to full scale. One platform with all the ecommerce 
and point of sale features you need to start, run and grow your own business. 

 



 

  

   Tip #7: Are you using the right tone of voice? 
 

You should now be learning much more about your customers. It’s time to  

consider the way you speak to them in your copy. 
 

The tone you currently use will have been determined by many factors: 

 The culture of your company. 

 Your level of expertise. 

 The type of industry you’re in. 
 

Is this entirely right? Sort of. But there’s a glaring omission. Them. Your target 

audience. 
 

If you can develop your tone of voice to resonate with your target audience, 

you’re in business. 
 

Face-to-face, you’ll adapt your tone to suit your audience. How you speak to a 

three-year old will be different to an adult friend. When the conversation is via 

copy, you’re not seeing that audience in person. But the right tone still matters. 
 

I like a lively and approachable tone. And it works in many instances these days. 

But if I were writing copy for a funeral company, I’d need to consider my  

audience carefully. And stakeholders of a large corporation, different again. 
 

Ask these questions to determine the right tone for you: 

 How does my target audience expect my company to come across? 

 Should the tone be formal, or more casual? 

 What tone would best reflect the image of my company? 

 Should we write in the first or third person? 

 Should our tone include humour or not? 
 

Many companies stand out with their tone of voice. MailChimp, for example,  

is informal, cheeky, and yet expert in what they offer. It’s a clever mix that  

resonates with much of their audience. 
 

Whatever tone you opt for, BE CONSISTENT across all your copy. This takes 

me nicely to my next tip. 

 



 

  

     Tip #8: Is your branding consistent? 
 

 

We’ve all seen them. Companies with three different versions of their logo. 

Countless different straplines. Dodgy fonts and inconsistent colours. 
 

Life’s not perfect and some companies will find, from time to time, their brand 

image is “in progress”. It costs a lot to chuck away brochure stock, just because 

it’s not 100% on-brand.  
 

The goal, however, must always be consistency. In your visual branding 

and in your copy.  
 

Achieving this will ensure a professional presentation and a clear message to 

your audience. They’ll give you more credibility and not become lost in the  

confusion of muddled branding. 
 

To make your copy more consistent, try minimising the number of people that 

write it. Or create a brand guide for your copy. Maybe just a simple Word  

document that details your tone, your language specifics, words and phrases of 

value to incorporate. 
 

Alternatively, appoint a copy gatekeeper. One person that reviews and assesses 

all copy before it’s used. 
 

Whatever practical method works for you, do it. 



 

  

      Tip #9: Use your people 
 

People want to buy from people. Not companies; people. We’re in the time 

of relationship marketing and your team can help you embrace it. 
 

When it comes to websites and brochures, too many companies are faceless. 

You often have no idea who’s behind them. One person? A team of 20? Who 

knows!  
 

But the tide is changing, for the better. 
 

You don’t have to introduce every face in your business. There’s likely to be 

some key ones. Here are some practical ways it can be done: 
 

 Re-write your “about us” page .  

Perhaps it’s from the MD and includes his 

vision for the business and how it can add 

value to them? 
 

 Create a “meet the team” page on your 

website. Introduce some key faces with 

friendly photos and brief copy. 
 

 Create a short video presented by the 

MD, your sales director or your customer 

service manager. Video is particularly  

important when a person is strongly 

aligned with the brand (I know, I should 

practice what I preach. It’s on my list,  

honest.) 
 

With the continual growth of social media, your key team member profiles are 

important. You might find they’re of more interest to your audience than your 

company Facebook and LinkedIn pages. 
 

And think about your email marketing.  

In many instances, an email that comes from an actual person is extremely  

effective. Especially if the recipient can reply directly to that same person 

(instead of info@). 

 



 

  

     Tip #10: Find some company role models 
 

Who do you admire?  
 

What makes you sit up? 
 

It doesn’t have to be a competitor, it 

might be an entirely different  

business-type.  
 

Perhaps you receive their emails or 

use their website?  
 

Maybe it’s a brochure or video that 

caught your eye? 
 

Take inspiration from others 

when you can. 
 

I’m always critiquing marketing 
emails I receive. I’m always  
assessing what catches my  
attention – and what doesn’t.  

 
Perhaps that’s just my job, but one 
thing is certain... 
 

We’re all a target audience for 
somebody!  
 

And there’s much to learn from that. 

 



 

  

     Tip #11: Is your copy easy to read? 
 

There’s a nifty little thing called the Flesch Reading Ease.  

Us copywriters love it.  
 

American in origin (we can get over that), it helps to assess how easy your copy 

is to read. 
 

A score between 60-70 is a crowd-pleaser for website and email copy. The  

higher, the better. You’ll be glad to know this document is in excess of 70. 
 

Flesch looks at sentence length and structure, words used, paragraph length 

and probably much more I haven’t thought of. Whilst it’s only one opinion, it 

does promote one clear principle: 
 

Write in plain English and make it easy to read. 
 

Of course, a highly technical subject-matter might struggle with this type of  

system. But the same logic can be harnessed. If there’s an easier way to say it, 

use it. 
 

Consider these points too: 
 

 Watch out for typos. We all hate them, they look unprofessional. 

 Not everyone will understand your acronyms. Use them sparingly. 

 Try to write as you speak – it really works. 

 Make good use of sub-headings and paragraph breaks. 

 Learn to love full stops. And shorter sentences when you can. 

 Avoid clichés. 

 



 

  

     Tip #12: Show don’t tell 
 

You might want to talk about your “premium service” and your “high-quality 

products”.  
 

But what do you actually mean? 
 

It’s far more effective to explain why your service is premium.  
 

Maybe it’s down to the knowledge of your team, or the long hours you’re  

available, or the speed that you’ll deliver?  
 

So, say that instead! 
 

If you make a high-quality product, it’s far more compelling to explain 

why that is.  
 

Talk about the materials you use, the construction process, and how it  

enhances the quality. Anything that shows them, in terms they’ll understand. 
 

Decide right now to take a dim view of using phrases like “first-class service” 
and “unrivalled experts”.  
 

Instead, tell your audience how you add value and how you deliver in droves. 

 



 

  

     Tip #13: Tackle objections 
 

Is this you? You’re more expensive than your competitors. You reckon 

this can put them off. So, you avoid mentioning price until the last minute.  
 

Why not try a different method? 
 

Get out there and tackle it head on. Yes, really. 
 

Show them what they’re going to get for that price. Demonstrate why the value 

you deliver is so much greater than your competitor. Leave them in no doubt 

you’re more expensive for a good reason. And it’s a reason that matters to 

them. 
 

It’s about confidence. In your product or service, and in your capability to  

deliver it well. Get to that point and you’ll passionately overcome any objections 

in your copy. 
 

Of course, in our “expensive” scenario, there’ll always be some who seek the 
cheapest option. No problem, they’re not your target audience.  
 

Move on! 

 



 

  

    Tip #14: Have you told them what to do? 
 

I see it time and again. A lovely piece of copy, perhaps a web page or an 

email, but no call to action. 
 

What a lost opportunity! 
 

Your target audience cannot mind-read. You must tell them what they should do. 

And clearly. 
 

A classic example can be an “about us” page. They’ve clicked on that page  

because they’re interested. They want to learn more before possibly, doing 

something. 
 

This could be your next big customer. Your ticket to higher sales figures this 

quarter. But they get to the bottom of the page and…nothing! No prompt. Your 

voice goes silent. 
 

Their only option is to scroll back up to 

the top of the page. And in that  

precious second of time, you might just 

lose them to a competitor.  
 

One click, and they’re gone.  
 

Poof! 
 

If someone has taken the time to 
read a page on your website, prompt 
them with the next step.  
 

It might be to contact you, request a 
quote, place an order or view  
something else.  
 

If you don’t make this crystal clear, 
you’re wasting an extremely fine  
opportunity. Your loss. 

 



 

  

     Tip #15: They don’t know everything 
 

 

 

 

Ever had a customer buy the same product for years, before learning you 

actually sell something else too?  
 

They had no idea about the rest of your range.  
 

Whose fault is that? Not theirs. 
 

Don’t make assumptions about your customers’ knowledge of your company. 

It’s much more effective to gently educate them. And more profitable too. 
 

Break it into bite-size chunks. One product or service at a time. 
 

They might have bought a lawn mower from you. Do they know you offer 

servicing and repairs? Are they clear on the other equipment you sell? 
 

Educating your customers can reap rewards.  
 

They know they need a lawn mower, but they’ve never thought about the 
benefits of buying an electric lawn edger. This sort of message is not just down 
to your sales people. It’s also the job of engaging copy, using the right 
communication medium. 



 

  

    Tip #16: Don’t forget your internal comms 
 

Tip 16 out of 24. I’ve got much more to say.  
 

By now, I hope you’re realising the commercial benefits of better  

communication? It really is a sound investment. 
 

Back to internal communications. 
 

There might be just a couple of your team working on your  

communication. They get it! But does everyone else? 
 

It’s a point that’s often overlooked. To be truly effective, everyone needs to 

be on board.  
 

Why? Because they’re all representing your company, and everything needs 

to be consistent. 
 

From email signatures and telephone answering, to copy on your website. It 

all works together.  
 

To be 100% perfect, you need the entire gang on the same page. 
 

For a team of eight, this can be accomplished with a meeting. Perhaps a few 
emails or the circulation of a document. As the numbers grow, it becomes more  
difficult to keep a handle on. But that’s exactly what you must strive to do. 

 



 

  

     Tip #17: Get help when you need it  
 

We all have our strengths and weaknesses. I’m no engineer. And  

accounting makes my brain ache. But words, and the marketing around 

them? Now you’re talking! 
 

The most successful companies play on peoples’ strengths. And when skills or 

knowledge isn’t present in-house, they go and find what they need. 

 

I know your frustrations might be a lack of time to focus on commercial  

copywriting. Or a lack of know-how on where to get started. I get it. You’ve got a  

business to run. 
 

Whether it’s customer analysis, marketing planning or copywriting (or all three), 

find the skills when you need them. This is exactly how smaller companies can 

punch above their weight.  
 

How your business communicates influences how your target audience  

perceives you from the outset. 
 

It’s far easier to make the right first impression, rather than having to change it 
further down the line. 



 

  

     Tip #18: Avoid a confused message 
 

This is a common scenario in businesses 

where the products are extremely  

technical. It can also be the case if your  

business has grown and now has many 

product areas. 
 

Take some time to get your clarity back. 
 

Without a clear message, you’ll quickly 

lose their attention. They’ll be off to solve 

their problem elsewhere. 
 

How do you create a clear message? Here 

are some practical thoughts to get you  

started: 
 

 Don’t tell them everything at once. Less 
really is more. 

 

 Look a level higher than your products 
– what value do you deliver? 

 

 Write in plain English (back to tip #11). 
 

 Ask your customers how they see it. 
They won’t bite and might help.  

 

 Hang your hat on your strongest asset. 

The rest can follow when they’re  

engaged. 

 

Businesses can be complex things. A wide array of products. Various key 

audiences. Complex information that needs to be understood. 
 

It doesn’t take long to get confused. 
 

And that’s just you. If you and your team are not 100% crystal clear what you 

stand for and how you add value, guess what? Yep, your target audience will be 

scratching their heads too. 



 

  

     Tip #19: Get your timing right 
 

We all know that timing is everything. And that’s also the case here. In 

more sense that one. 
 

Firstly, your product or service might have a season. Wool slippers and  

cashmere gloves are perfect for winter; less so in a heatwave. 
 

The message medium can also influence timing. Whilst a website is live 24/7, 

an email or social media message can “land” at the most opportune time. 
 

For example, if Friday is your busiest day for orders, you might want to  

communicate key offers on a Thursday. 
 

Your timing should also consider mood and general habits.  
 

An email to business owners might be better received first thing in the morning, 
or at the back-end of the day. And if you’re communicating to the whole family 
(a holiday perhaps) the weekend could better, when they’re all together to  
discuss it. 

 



 

  

    Tip #20: Use tried and tested psychology 

There are lots of psychological biases that drive our behaviour. Large  

advertising companies have been tapping into them for years. And you 

can too. Here are a few to get you started. 
 

 

Time and volume limits 

You know the sort of thing. A 20% discount for this week only. The first ten  

people to respond will get a free audit. We’re suckers for this type of message. 
 

I’ve seen some businesses use it on price increases recently. They’ve spent the 

last month reminding me that their prices are increasing by 10% on X date. All 

with the intent of me buying before this. 
 

The primacy effect 

Our memory has its limitations (some more than others). Tests have shown that 

earlier messages are more readily recalled.  

 

 

 

Likewise, the earlier your message appears – in a magazine, within a directory 

– the more likely they’ll remember it. Aardvark really does have a purpose. 
 

Social proof 

If everyone thinks it’s great, it must be. Whether it’s “eight out of ten cats”, or 

“80% of architects recommend it”, social proof is powerful. We’re too busy to 

research every decision we must make in life.  
 

If the general consensus suggests a certain choice, it’ll sway many to take it. 

 

It’s a case of your best foot forward. If you’re going to lead 

with a key value or attribute, make it your best one,  

followed by the others. 



 

  

      
 

 

Price relativity 

Have you ever wondered why so many businesses offer a selection of  

packages and prices? They’re harnessing price relativity, whether they know it 

or not.  
 

We all like to compare our decision before making it. And the sweet-spot is a 

comparison of three. With this number, we’ll most commonly plump for the 

middle option. The cheapest is, well, just that. Can’t be great. And the most  

expensive - they’re over-specifying it perhaps?  
 

Three is definitely the magic number. 
 

Habit 

It’s perhaps no surprise that almost 50 percent of our behaviour is habit-based. 

We cruise along on autopilot, buying the same brands, doing the same things. 

How on earth do you grab attention? 
 

Because that’s what you must do to break a habit. You’re looking for  

opportunities to disrupt, interrupt and jolt them into doing or buying 

something different. 
 

Research unveils a couple of interesting points on this. After a life event - such 

as marriage, a new baby, house move, wedding, divorce, retirement – habits 

can be more easily changed. We’re open to considering different ways of  

doing things. Get in there! 
 

Another fascinating discovery concerns nine-ender ages. 29, 39, 49 or more. 

These years are ones of reflection and habit change. We might decide to join a 

gym, eat healthily or travel more. Can you target any nine-enders with your 

message? 

 



 

  

    Tip #21: Communication is not just selling 
 

Nobody wants to be bombarded with sales messages, day in day out. How  

exhausting.  
 

We’re in the age of something called “relationship marketing”. Call it 

what you will, your warm target audience would much prefer to build 

a relationship with you first.  
 

It’s an opportunity for you to demonstrate your strengths and get to know them 

better.  
 

Be sure it’s a two-way thing. 
 

Businesses build relationships in many different ways. Much depends on your  

audience and product. You might do it directly (email marketing and social  

media for example) or indirectly (advisory editorial for instance). Most  

commonly, it’s a mixture of many activities - with a consistent message. 
 

So, don’t just sell.  
 

You won’t get to your end-point any faster. And you might not get there at all. 

 

 



 

  

     Tip #22: Know where they hang out 
 

If you’ve got to grips with your target 

audience (see tip #1), you should 

start to know where to find them.  
 

Communicating in the wrong place 

is wasteful. Of your time and your  

money.  
 

Targeted communication will  

always win the day. 
 

It might not be possible to get it  

pitch-perfect, but some thought and 

insight will take you a long way. 
 

Consider social media, for example. If 

you’re looking to target high-level  

professionals, you cannot beat 

LinkedIn.  
 

But if your audience is people living in 

your local region, Facebook might 

work better for you. And a younger 

audience? Maybe Instagram.  
 

That’s a simplified example, but it 

makes my point. 
 

The same can be said for media  
outlets; be that magazines, blogs or 
even outdoor advertising.  
 

Once you know your target  
audience, you’ll be able to better 
assess the reader and circulation 
profiles such media providers  
offer. 

 



 

  

     Tip #23: Communicate somewhere new 
 

There’s a lot of noise out there. Sometimes it’s worth looking for a new 

way to communicate. Something that might cut through it all. 
 

Be open to new ideas. They’re always worth trying once.  
 

Just like your customers, you’ll have your own habits entrenched. Try 

breaking a few and see what happens. 
 

So, what does this look like? 
 

Depends on your market really. You might send a mailed postcard instead of 

an email. Or partner with a complementary business. Identify some relevant 

bloggers and look to work with them. It all depends what your “normal” is. 
 

The key thing is to keep your blinkers off and consider every method of  
communication with a fresh light.  
 

Would it work for you? It’s worth a try... 

 

 



 

  

    Tip #24: Keep an eye on your competitors 
 

You can always learn from your competition. What they’re doing well and what 

they’re not doing, for example. 
 

Remember: just because they’re doing it, doesn’t mean it’s working. 
 

Critique their communication and their activities. Ask your customers what they 

think. Consider what they’re doing against my many tips. What can you learn? 
 

An little-used area of competitor information is feedback from their  

customers. What with website testimonials and case studies, Google  

reviews, and social media comments, there’s lots in the public domain. 
 

 What are their customers saying about their products?  

 Are there common threads?  

 What can you learn from the language? 
 

Your competitors’ customers might well be your ideal customers too. So, what 
they’re saying matters. Rest assured that any competent competitor will be 
looking at your feedback too. 

 



 

 

So, there you have it. 
 

24 useful and practical tips to help you make your business  

communication work harder (and win more customers).  
 

Even if you action just a handful, you’ll be in a far better 

place than many businesses. 
 

Need some help? You thought I’d never offer! 
 

Helping businesses do a better job of their communication – it’s 

what I do every single day (when I’m not walking the dogs, relishing 

the weekends and cooking nice food). 
 

Send me an email or pick up the phone. Perhaps it’s high time I 

helped you too? 

Anna 
anna@cantaloupemarketing.co.uk 

01299 832161 

Find me on LinkedIn        

Have a poke around my website: cantaloupemarketing.co.uk 

 

mailto:anna@cantaloupemarketing.co.uk?subject=I've%20just%20read%20your%2024%20tips%20download...
https://www.linkedin.com/in/anna-metcalfe-464798a/
https://www.cantaloupemarketing.co.uk

