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Handwritten Notes Still Relevant in Business  
By Marguerite McNeal, staff writer 
mwmcneal@ama.org  

When the economy took a turn for the worse, one of Kelly Weppler Hernandez’s B-to-B clients 
was forced to decrease his staff, losing some valuable sales in the process. Business eventually 
picked up and Hernandez, founder and principle of WH & Associates, an Orange County, Calif.-
based marketing consulting firm, told her client to write a couple of personal notes to the 
customers  he had lost. By checking in with a former customer, Hernandez’s client learned about 
an RFP from the company. Not only did he submit a proposal, but also he won the bid—and 
$65,000 in revenue. 

“B-to-B sales cycles tend to be a lot longer than B-to-C and that’s one of the reasons that 
handwritten notes fit really well into that type of sales cycle,” Hernandez says. “The handwritten 
note does offer a means of touching base to really keep you top of mind with that individual 
without seeming like a pest asking for a status update.”  

A self-proclaimed proponent of the handwritten note, Hernandez says that she has each of her 
clients write at least two per week and keep a few extras in their briefcases. Even though some 
clients protest that the practice is old-school, Hernandez says that such a note sends a 
personalized message that can’t be emulated through e-mail or social media.  

While the introduction to a prospect might have started online, most deals aren’t closed over the 
Internet. “People buy from people—people they know, like and trust,” Hernandez says. “You 
have to take them offline to get them to buy or actually close the deal and the handwritten note is 
a way to open up or extend that offline opportunity.” 

Even if you’ve been penning notes since your mother made you offer thanks for every birthday 
present, here are some best practices to incorporate handwritten cards into your business 
relationships: 

Spell the individual’s name correctly. It might sound obvious, but one simple spelling error 
could be the deal breaker. “There are so many ways to spell even common names today that you 
want to be sure to take an extra minute to get that right,” Hernandez says. “Otherwise, you leave 
completely the opposite impression that you were working for.” 

State the reason for writing your note. “It’s a simple, handwritten notecard, so you want to be 
very direct,” Hernandez says. “There really isn’t a lot of room on the card, so you want to 
provide something they can read and absorb quickly if they need to take action.” 
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If you’re sending a note of thanks, be sure to actually write the words ‘thank you.’ It’s 
surprising how often people forget this step, Hernandez says. Make sure that the reader 
understands your intent. 

Include a personal, but relevant, note. Don’t send the same mass message to every customer or 
prospect. “This is a great opportunity for you to make your note about them. Refer to something 
specific that you and that individual talked about, or something that you know is relevant or 
specific to that individual. If it’s something they asked you about, be sure to actually mention 
that in the note,” Hernandez says. 

Time it right. If you’re communicating throughout a lengthy sales cycle, how often should you 
put pen to paper? “As far as frequency goes, the cadence you want to keep is such that when they 
do get a note from you, it still feels special,” Hernandez says. “One note could be enough to 
encourage them to close the deal.” 

Don’t overthink it. Writing a personalized note doesn’t have to be an elaborate, time-consuming 
affair, Hernandez says. “This is the kind of thing that you can do when somebody you’re waiting 
to meet with is running a few minutes late. I don’t think this needs to be a big production—and I 
really don’t think people can afford not to be doing this.” 

 

 

 

 


