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Safe Harbor Statement

The following is intended to outline our general product direction. It is
intended for information purposes only, and may not be incorporated into
any contract. It is not a commitment to deliver any material, code, or
functionality, and should not be relied upon in making purchasing decisions.
The development, release, and timing of any features or functionality
described for Oracle’s products remains at the sole discretion of Oracle.
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Thanks for your money.

Now buy some more stuff you
super-handsome devil you.
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CUSTOMER JOURNEY
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CUSTOMER JOURNEY

- S
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CUSTOMER JOURNEY

What if | don’t Do | get a win-
come back? back campaign?
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Can you win back someone you
haven't won?
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POST-PURCHASE MESSAGING

* Enhances the customer

experience. _ —
Keep Your Energy Suanpg:
. Nurtures CUStomerS' Reorder Today and :'.;.j."_"l. ;i;:;;-r"’
Adreaal Formmla belps rechsis | Sia
- Engages and helps. ol

* Differentiates.

» Should increase, not cannibalize.
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AGENDA

Examples of post- Better understanding
purchase messages your purchaser data
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POST-PURCHASE
MESSAGING
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POST-PURCHASE MESSAGES

* Purchaser sign-up welcome » Offer reminder

* Thank you w/wo incentive + Gif-reminder services

- Customer service reinforcement * Refer-a-friend * Loyalty Messages:

* Product care/Insider tips * Program invite

+ Cross sell/'recommendations Social-Driven Messages: « Program welcome
» UGC/photo sharin ,

« Shoppers club/loyalty card signup P 9 * Benefits message

_ , * Product care/How-to channels . .

* Product rating & review message « Spend tier incentives

* Partnerships

» Site resources

» Social previews/teasers
* Reorder reminder

» Live/Story reviews or sharing
» Update preferences

ORACLE Bronto



PURCHASER SIGN-UPS

@ ROCKLER HalloweenCostumes com

SHOP | My | Wormsns | Kids [T

Home New Outlet My Accaunt BO0-IT9-4441 WE LCOMEI

Thanks for your order and signing up 1o recelve Hallowessn happenings in
jour inbox!

Thank you for your purchase and

WELCOME!

What you can expect from us:

¥ mne now part of B0 sothe community of over 1,000,000 costurme-cisd, fun-having, sometmas
seocky sultscribars whi Shwirys dress 10 impreea! Yiou will Row B tunad N o B Aewes] pradec!
EEELAE, OU e SHES, and some of B Dest comtume-nelsted consent on he was. Thanks
or joning!

Thi HalloweenCostumes.com Team

Mow thal wou've gol an ofder on
its wayy, check out our blog! It's full
of creative ideas, humaor, and DIY
articies 1o help you gel the most
out of your cosuma.

Wy

Follow Rockler On: i racebock () YouTu

VIEW OUR BLOG
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Crate&Barrel

JACK S JONES'

JUST SAY THANKS

Abercrombie

& Fitch

WE'RE HONORED

THAT WHEN IT COMES TO STYLE,
YOU THINK OF US
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BE HELPFUL

ow To

' PROPERLY WASH "
YOUR LINGERIE

WATCH NOW >

PARACHUTE

RIS BATH HCOR

We've Got You Covered |
Trark you for shopping our Bedding Collection
Mgk Ui ot out of sleeping with thi beat_

HOW TO

Care For Your Bedding

An evential read on maintaining your Bedding, from

aundefing and folding te Mo

A and replacing

YES PLEASE

/0 LEATHERMAN

" l.. By

L i

GET TD KNOW YOUR LEATHERMAN

® O

REGISTER YOUR TOOL MAINTAIN YOUR TOOL

Wi o gt owe Mool AT LpMr s [ B T B
Pkt Tood o0 Frife with i, Yo 0on Fraffatiured from 100% Righ-grate

Pt ikl bl ey Ul DB o P it ALkl el Four Ledihaifian
OOty B SRy g [T proddu] shaukd b € aned, draed
DOl Bl el s Ll B0 DG ard ro-oded perodealily Bo mhidl
rhake Bhaes dvbd Delflir runl dnd Sorronsn
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FYERLAST L

AS OUR WAY
SALES FOCUSED e | OF SKYING THANKS
WINDSOT . THANES FOR CHOOSING TINY PRINTS :

232

+ Free Shipping
on your next order

0 e | SHOP NOW
SHOPPING WITH.LISE "Vour shuaning eaed CODE: TRHCPRIHE
IERE'S REQRDER CARDS » M= e
i [

FREE —— Den't forget coordinating styles for your card —

SI-IIPPINGI e w‘%‘foi:F

ON YOUR NEXT

ONLINE ORDER -t 3 il TR L it ot ]
OVER $50 Adares Lot it Tags Custom Evvicpss || LR | .1 i
: é' _ . USE CODE.
USE CODE Keep the cheer going with
[ ) | chic seasonal and year-round favorites SHOP NOW
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Tent 4c1 .
EVERLAS] L0

CONTINUE ENGAGEMENT

WInNnDSOr 9 WANT MORE
‘ EVERLAST?

64% of Millennials
recommend a product or
service on social media at

least once a month.

B sure to check out FTEAMEVERLAST to keep up-to-dabe with
naws and inbarviews, gl anclusive bahind the scenes content,

# W | N DS O R STO R E and optimize your strength & conditioning with Everlast F1.T

Share vour selfie with us! EXPLORE #TEAMEVERLAST ©

o b . Y O A ey e B o conceems, e o B ol o B0 s
e cow o TN s BT BO0GET) AT Mgy - Fridey, Ben - Spe G

CrowdTap, Social Influence: Marketing’s New Frontier, 2017.
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-Hé]lﬂWEEnG{]St-HD]ES. com

MAKE REVIEWS DO MORE T

WRITE A REWEW TO GET

YOUR NEXT PURCHASE
o $1 OF 50 OR MORE
85% of consumers trust online S ———
. AND A CHANCIE T? WIN $500!
. X T reviews as much as personal e e
P it My Rfanny .
e recommendations.
. BUYC® e
RE“‘BW ADULT TEEN KIDS ACCESSORIES DECORATIONS SALE  IDEAS ;
Your New EEET SHOW US HOW =

&Eﬂmf i e 2t s g Byt - WEA.F.{ .
mmahaﬂ%i |

Cat in tha Hat
Adull Costume

Write a review for ¢ prodhct on Cheanliste. com end asfer fo win
a froa Bat of yoar choior fug oo SA00 reloe]

SUEMIT A PHOTO WITH YOUR REVIEW

TO INCREASE YOUR

CHAMCES OF WINMING
i, L g
| - b -

BrightLocal, “Local Consumer Review Survey 20177, 2017.

ORACLE Bronto

Irantg DS wil

PReDiEs £F yOhw o COBALITH
oy Harging Ghast D01 barpe i
Write a Review on a Product from Your Latest Order Now ' =




So0g

e

TRANSACTIONALS

Your fums’ng order
has shipped.

P aw 5T busross deys lor foretic gelveny and -1 wepss lor miematony
ddwery B Do hirg palav] Panst Min med el b dalenp bl

 Reinforce brand-voice A

Sarved i wobide

* Include product recommendations T I

BpRETL B RO Tl S producnl il B S CONIRET! IERAEN 1D Fiu B ot ek

T Roeathing o weoiie B 10 i i L ot Deap an & R

« Make CS info prominent (be helpful)
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REWARD EMAIL CUSTOMERS B —

* Try subtle, purchase-related reminders [‘IA P H PERFECT FOR YOUR WARDROBE

» Ask how things have been since their purchase

« Provide value-adds for past customers for Friends & Family

1 H Mew through August &
 Test recommendations as enticement sl lhes g

LENSCRAFTERS @ G

Fawn, you've had your glasses for &
littte while now. If they aren't feeling

. corme See us. Adjustments
s are free. Simply stop

O Chear a
anmytime, at any store
¥ ere to help, - *
- AL Sauthpoint '
Le L .
PROGUCTS & STYLE | SAVINGS | FiND & STORE
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PURCHASER DATA
AND
PROMOTIONAL
SENDS
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FIGURING OUT POST-PURCHASE

Segment Aggregate Analyze Start
purchasers data data planning

INPUT = OUTPUT

- Lots of people, | guess
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SEGMENT PURCHASERS

Segment

purchasers

# of I TTM % of
Orders Lifetime ™ Active List
0
Purchasers among email 1

subscribers 5

3

4+
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SEGMENT PURCHASERS

Segment
purchasers
Last Order Date
1-7 Days
8-14 DayS 29-59 DayS
- 12+ Months
Isolate recent purchasers 15-21 Days 60-89 Days
90-365 Days?
22-28 Days
1x 2X 3x 4+
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AGGREGATE DATA

Aggregate

data

« Send to these segments in order to
gather independent segment results.

« Capture data on normal KPIs (open,
Segment promotional sends click, conv, RPE, and unsubs).

» Be sure to record any promo offered in
the messages — especially for recent
purchasers.
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DETERMINE TIMEFRAMES

* Who is unsubscribing at higher rates?
 Who is converting at higher / lower rates?

« What incentives are each of these groups

Analyze behavior converting on at higher clips?

 How are your 1-14 and 15-28 day purchasers
converting?

ORACLE Bronto



PLAN THE POST-PURCHASE

Start

planning

« Use 1-28 day purchase data to suggest how to
approach targeting recent purchasers.

« If 1-7 days converts at low levels, this is a good
brand-building window.
Determine a timeframe « Which incentive increases repeat purchases?
* In which week are you seeing the biggest lift in
conversions? Use this to determine timing for

cross-sell/prod rec emails or to help assess your
“win-back” campaign.
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CUSTOMER JOURNEY

- S
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CUSTOMER JOURNEY

- S
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POST-PURCHASE RESULTS

One Message: Customer service
“thank you“ 7 days post-purchase.

3 Messages: CS thank you,
Product care for item purchased,

Style guide (all w/ offer).

Lift over promo messages:
* Open Rate: +158%
+ Conv Rate: +327%
« RPE: +1,755%

*+ Message generates 1% of .
email revenue while
accounting for only 0.03%
of email sends.

Lift over promo messages:

Open Rate: +185%
Conv Rate: +183%
RPE: +884%

Series generates 4.3% of
email revenue while
accounting for only 0.45%
of email sends.

3 Messages: CS thank you, Website
resources, Club invitation/Blog
resources (all w/ no offer).

Lift over promo messages:

Open Rate: +152%
Conv Rate: +126%
RPE: +489%

Series generates 4.6% of
email revenue while
accounting for only 0.8% of
email sends.
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THANK YOU

Greg Zakowicz
Sr. Commerce Marketing Analyst
Host: The Commerce Marketer Podcast
@WhatsGregDoing

Info@Bronto.com
www.bronto.com
@Bronto
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