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Are you constantly chasing new print jobs while 
past customers quietly driŌ away? Many print 
shops invest heavily in sales outreach but 
overlook one of their most profitable assets, 
exisƟng clients. Email markeƟng for print shops 
provides a scalable, automated way to drive 
repeat print orders, strengthen print customer 
retenƟon, and create predictable revenue 
through strategic segmentaƟon and reorder 
campaigns. 
 

Most print businesses already have the data they need. Purchase history, reorder frequency, 
industry type, and product preferences all tell a story. When that data powers automated email 
workflows, you move from hoping clients return to systemaƟcally increasing repeat print 
business. Instead of relying on sporadic follow ups, you build a B2B print markeƟng strategy that 
keeps your shop visible at exactly the right Ɵme. 
 
Why Email Marke ng for Print Shops Is the Missing Revenue Mul plier 
 
Most print shops prioriƟze acquisiƟon. While new business maƩers, customer retenƟon prinƟng 
strategies typically produce higher margins and lower cost per sale. Repeat customers already 
trust your process, understand your quality, and require less price negoƟaƟon. 
 
A structured print email campaigns strategy ensures your company stays top of mind when 
customers need to reorder business cards, brochures, packaging, signage, or promoƟonal 
materials. 
 
Here is where the opportunity oŌen gets missed: 

 Automated reorder reminders Ɵed to real buying cycles 

 Segmented email markeƟng for printers based on industry or order type 

 Post purchase sequences that guide first Ɵme buyers toward their second and third 
orders 

 
When email markeƟng aligns directly with print purchasing behavior, it becomes a revenue 
driver rather than a generic newsleƩer channel. 
 
Automated Reorder Reminders 
 
Instead of waiƟng for a client to run out of materials, use print shop CRM automaƟon to trigger 
reminders based on typical reorder Ɵmelines. For example: 

 Business cards reordered every 6 to 12 months 

 Restaurants refreshing menus seasonally 



 ConstrucƟon firms updaƟng job site signage per project 

 Nonprofits preparing annual event materials 
 
By reaching out before the need becomes urgent, you posiƟon your shop as proacƟve and 
organized. 
 
Lifecycle Campaigns for New Clients 
 
The first 90 days aŌer a purchase are criƟcal. A new customer who places one order and never 
hears from you again is unlikely to return. Create a sequence that includes: 

 A thank you email with reorder instrucƟons 

 EducaƟonal content about related print products 

 A follow up reminder Ɵed to expected consumpƟon 
 
This approach strengthens print customer retenƟon and builds trust early. 
 
Building Automated Print Email Campaigns That Drive Repeat Orders 
 
EffecƟve print email campaigns are behavior driven and data informed. They are not built 
around random promoƟons. They are structured around buying paƩerns. 
 
Start by analyzing your CRM or order management system. IdenƟfy common reorder intervals 
and product clusters. Once you map those paƩerns, build automated workflows that trigger 
before the typical reorder window closes. 
 
What to Include in Your Emails 
 
To increase repeat print business, every automated sequence should include elements that 
reduce fricƟon: 

 One click reorder links that pre populate previous specificaƟons 

 Personalized product suggesƟons based on prior purchases 

 Time sensiƟve incenƟves aligned with reorder Ɵming 

 Short case examples showing how similar clients maximize results 
 
SegmentaƟon is criƟcal. Segmented email markeƟng for printers improves open rates, 
engagement, and conversion because the message feels tailored. 
 
For example: 
 
Healthcare PracƟces - Focus on appointment cards, compliance forms, and branded staƟonery. 
Real Estate Firms - Highlight lisƟng brochures, yard signs, and open house materials. 
Retail Businesses - Promote seasonal signage, packaging, and point of sale displays. 
 



By aligning messaging with industry specific needs, your B2B print markeƟng strategy becomes 
more persuasive and relevant. 
 
Measuring and Op mizing for Long Term Print Customer Reten on 
 
Email markeƟng for print shops should be evaluated based on revenue impact, not vanity 
metrics alone. Open rates maƩer, but revenue from repeat print orders maƩers more. 
Track metrics that directly reflect growth: 

 Repeat purchase rate 

 Customer lifeƟme value 

 Revenue generated from automated reorder reminders 

 ReacƟvaƟon rate of dormant accounts 
 
Over Ɵme, refine your segmentaƟon as more data becomes available. A client who iniƟally 
orders business cards may later purchase trade show materials or direct mail pieces. Adjust 
their placement in your segmented email markeƟng for printers system to reflect evolving 
behavior. 
 
A/B test subject lines, send Ɵmes, and calls to acƟon. Even small improvements in response 
rates can significantly impact revenue when applied across your full customer base. 
 
Reac va ng Dormant Customers 
 
One overlooked opportunity is re engaging past clients who have not ordered in 12 to 24 
months. Create a targeted campaign that: 

 Acknowledges their past partnership 

 Showcases new capabiliƟes or equipment upgrades 

 Offers a simple path to place a fresh order 
 
Many dormant clients simply moved on because no one reminded them to return. 
 
When you implement print shop CRM automaƟon correctly, you shiŌ from reacƟve order taking 
to proacƟve revenue generaƟon. Sales pressure decreases because automated systems 
consistently nurture exisƟng accounts. 
 
Email markeƟng for print shops is not about sending more emails. It is about sending the right 
message at the right Ɵme to the right segment. With structured automated reorder reminders, 
thoughƞul segmentaƟon, and performance tracking Ɵed to revenue, increasing repeat print 
business becomes predictable rather than accidental. 
 
Print shops that prioriƟze customer retenƟon prinƟng build compounding growth. Instead of 
constantly replacing lost customers, they expand lifeƟme value, stabilize cash flow, and turn 
past buyers into long term partners who return again and again.  


