Book Summary
One and Not Done
Leveraging Customer Analytics to Address the One-Time Buyer Problem

80% of a brand’s future
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revenue will come from 20%
of their existing customers.*
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Retention is more important
than ever, and a critical step in
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building loyalty is effectively
converting one-time buyers
into repeat shoppers.

Source: Bain & Company

Weighing in at 133 pages, we can claim with a fair degree of confidence that our selfpublished book, One and Not Done, is the longest ever written about the one-time buyer
challenge for today’s retailer. Here’s a brief summary of what to expect.
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Download the book at
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