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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
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CUSTOMER JOURNEY

What if I don’t 
come back?

Do I get a win-
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.

• Nurtures customers.

• Engages and helps.

• Differentiates.

• Should increase, not cannibalize.
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Better understanding 
your purchaser data

AGENDA

Examples of post-
purchase messages
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POST-PURCHASE 
MESSAGING
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POST-PURCHASE MESSAGES
• Purchaser sign-up welcome

• Thank you w/wo incentive

• Customer service reinforcement

• Product care/Insider tips

• Cross sell/recommendations

• Shoppers club/loyalty card signup

• Product rating & review message

• Site resources

• Reorder reminder

• Update preferences

• Offer reminder

• Gif-reminder services

• Refer-a-friend • Loyalty Messages:

• Program invite

• Program welcome

• Benefits message

• Spend tier incentives

Social-Driven Messages:

• UGC/photo sharing

• Product care/How-to channels

• Partnerships

• Social previews/teasers

• Live/Story reviews or sharing
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PURCHASER SIGN-UPS
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JUST SAY THANKS
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BE HELPFUL
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SALES FOCUSED
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CONTINUE ENGAGEMENT

CrowdTap, Social Influence: Marketing’s New Frontier, 2017.

64% of Millennials 
recommend a product or 

service on social media at 
least once a month.
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MAKE REVIEWS DO MORE

85% of consumers trust online 
reviews as much as personal 

recommendations.

BrightLocal, “Local Consumer Review Survey 2017”, 2017.
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TRANSACTIONALS

• Reinforce brand-voice
• Include product recommendations
• Make CS info prominent (be helpful)
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• Try subtle, purchase-related reminders

• Ask how things have been since their purchase

• Provide value-adds for past customers

• Test recommendations as enticement

REWARD EMAIL CUSTOMERS
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PURCHASER DATA 
AND 
PROMOTIONAL 
SENDS
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FIGURING OUT POST-PURCHASE

Segment 
purchasers

Aggregate 
data

Analyze 
data

Start 
planning

INPUT = OUTPUT

- Lots of people, I guess
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SEGMENT PURCHASERS

Segment 
purchasers

Aggregate 
data

Analyze 
data

Start 
planning

Purchasers among email 
subscribers

# of 
Orders Lifetime TTM TTM % of 

Active List

0

1

2

3

4+
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SEGMENT PURCHASERS

Segment 
purchasers

Aggregate 
data

Analyze 
data

Start 
planning

Isolate recent purchasers

Last Order Date

1-7 Days

12+ Months

29-59 Days8-14 Days
60-89 Days

15-21 Days
90-365 Days?

22-28 Days

1x 2x 3x 4+
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AGGREGATE DATA

Segment 
purchasers

Aggregate 
data

Analyze 
data

Start 
planning

Segment promotional sends

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

• Capture data on normal KPIs (open, 
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

Segment 
purchasers

Aggregate 
data

Analyze 
data

Start 
planning

Analyze behavior

• Who is unsubscribing at higher rates?
• Who is converting at higher / lower rates?
• What incentives are each of these groups 

converting on at higher clips?
• How are your 1-14 and 15-28 day purchasers 

converting?
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PLAN THE POST-PURCHASE

Segment 
purchasers

Aggregate 
data

Analyze 
data

Start 
planning

Determine a timeframe

• 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. 

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

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.

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.

POST-PURCHASE RESULTS

3 Messages: CS thank you, 
Product care for item purchased, 
Style guide (all w/ offer).

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.
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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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