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Montgomery Ward Catalog - 1872

2In the beginning…(not really)



1000 B.C. - Egypt

3Where it all began…(really!)



• Call to Action Sticker:

• Local phone #

• Local store address

4Sears Catalog



• Call to Action Cover Wrap:

• Local phone #

• Local store address

5Sears Catalog



• Call to Action Cover Wrap (not good enough?):

• Sticker over cover wrap

• Local store address

• Local phone # - 24 hours a day!

6Sears Catalog



• Call to Action:

• Drive to retail locations

• Buy…or else!!!

7Threaten the Customer



• Call to Action:

• URL on cover

• Visit us on….MySpace!!!

8Thank You Program



• Modeled Customer File

• Best customer – 13 Catalogs!!

• 17 Pounds of Catalog

9Data Driven Catalog Selection



HP Indigo Digital Press

• Best customer – 13 Catalogs!!

• 17 Pounds of Catalog Action:

• URL on cover

• Visit us on….MySpace!!!

10The Game Changer



• Targeting customers on a 1:1 level increases response rates up to 50% or more (DMA)

• A 5% increase in retention can yield profit increases of 25%-95% (Small Business Trends)

• Can drive revenue growth of 10%-30% (McKinsey)

• 79% of consumers only likely to engage if offer is personalized to reflect previous interactions 
(Marketo)

• 88% of U.S. marketers reported measurable improvements due to personalization (Evergage)

• 90% of retailers say personalization is a top priority (McKinsey)

• Only 15% believe they are doing a good job at it (McKinsey)

11Benefits of Personalization 



12Personalization Value Equation

• Customers see value as a function of relevance & timeliness relative to how much personal information has to 
be shared and how much personal effort it takes to get it. 

• Trust in the brand will boost overall value, though that can grow or recede over time, depending on the 
customer’s satisfaction with various interactions with the brand.



• The Customer Journey:

• the series of interactions with a brand from consideration, to purchase, to subsequent 
purchase

• Keys to Effective Implementation – the 4 D’s:

• Data foundation – ideally 360-degree view of customers

• Decisioning/if-then scenarios – identify & act of signals along the customer journey

• Data-driven design – crafting the right offers, messaging, & imaging

• Distribution – timely delivery & measurement to feed future decision-making

How effectively these elements interact is the real source of value to a brand

13Personalization and the Customer Journey



14Personalization – Operating Model



• Must have private label credit card program

• Receive available credit from bank (Synchrony/Wells/etc)

• Return address is local store

Expected Results

• 35%-45% lift in response over rest of the mail campaign

• 10%-20%% increase in average sale

15Open To Buy



• Combined self-reported & data overlay

• Monthly mailing

Expected Results

• 75%-100% lift in response over hold-out group

16Birthday Programs



• 14-30 days after purchase/shipment

• Personalized based on product line

Expected Results

• 15%-20% lift in response over hold-out group

17Thank You Programs



• One year after purchase (Anniversary)

• No repeat purchase since first purchase

• Variable imaging based on product purchased

Expected Results

• 45%-55% lift in response over hold-out group

181X Reactivation Campaign



• Daily trigger mailings based on web browse/cart abandon

• Model segments - mailed from top-down

• Customize creative & offer based on type of customer

• Variable promo codes

• Expected Results – 400%+ ROAS

19Boomerang Postal Retargeting



• A/B test of promotion vs. no promotion

• Free shipping vs. no offer

• Free Shipping works!
• +36% incremental response rate 

• 3.69% RR vs. 2.71% w/ no promotion

• +29% AOV ($187 vs. $145)
• 921% ROAS for free shipping
• 617% ROAS no promotion
• 131% lift in response rate for free shipping
• 80% lift in response rate no promotion

• Prospects
• Free shipping – 1.85% RR
• No promotion – 1.3% RR 
• +42% AOV to free shipping segment

20Promotion or no promotion?



• Personalization will have a significant positive impact to your bottom line 

• Establish business rules and internal rules around testing & decision-making

• Find the budget 

• Commit fully; test indefinitely

21Summary
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Thank You!
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