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Leading the Discussion

Legendary Brands to Digital Powerhouses

Joe Nicholas
Director, Partnerships & Alliances

« Tech Enthusiast

* Former Ecom Retailer

« Husband & Dad of 2
 Drummer & Music Lover
« Lives in Amish Country




It starts with email

EMAIL IS “STILL” THE KILLER APP




The consumer is moving channels/devices
but not email addresses




It starts with email

CONSUMER DIGITAL ID = EMAIL

amazon
~

Sign in
Email (phone for mobile accounts)

Password Forgot your password?

| I
ﬁnh I

~ Keep me signed in. Details ~

New to Amazon?

S O C I A L Create your Amazon account
SECURITY
N U M B E R Conditions of Use  Privacy Notice  Help

© 1996-2017, Amazon.com, Inc. or its affiliates
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120,000

sent emails
a month

202

7

24,000

emails bring no revenue



OMNI-CHANNEL ROADMAP : THE CONSUMER WINS
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Omni-channel Roadmap : The Consumer Wins

~
EMAIL

O

N

* #1 digital channel for ROI

* Global delivery and communications
platform

* Innovation with 100% targeting
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It starts with email

emarsys Dashboard Contacts Automation Channels Analysis Smart Insight Predict Add-ons

LifeStyleLabels Example

= ©uresTYLE

% MyAccount # MyWishist # MyCat # Checkout # Logln . Powerful personalization
- i . Global delivery

S . Constant Innovation

X

Qurestvie

New Designers are here
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Omni-channel Roadmap : The Consumer Wins

DATA
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* Every brand’s most valuable asset

* Data feeds automation, and interactions
feed database

* Segmentation engine
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It starts with email

Know and Segment customers based on

e Ecommerce data
* Browsing behavior

*  Where they came from

Leverage Automation (30%)

Dashboard Contacts Automation

Segments

Segment Details

Mame

Segmentation Group

Description

Source list

Allusers @ Based on contact list

please select a list

Filter Conditions

Predict Add-ons Admin

Filter results

Last updated: N/A
Total contacts in the database: 288928
Results

Total contacts: N/A
Contacts with opt-in: N/A

Segments are always updated automatically before they are used by Emarsys;

do not have to update them manually.

Display Contacts

Use the plus and minus signs to add or delete filter conditions. In standard mode all filter conditions are grouped with an AND operator.

For more complex conditions (e.g. nested and EITHER/OR operators) click Advanced Filter Options.
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It starts with email

PERSONALIZATION

* Customers expect it!

* Every email should be personal

= 8Marsys

¢ LifeStyleLabels Example
=] Blocks =Y

|e

Block targeting
£ [eaede By BQrernaIa

f cortad] inin
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It starts with email

Automation Channels Analysis Smart Insight >re Admin

Promotions - 18th of September, 2012 R | vicw Details

B
%

Missing the inbox is missed revenue

Leverage solutions like Return Path and @

others

2]

6

Deliverability Reporting

Better engagement means better deliverability!

You can improve your results by improving the engagement of your contacts. The
Total sent 37-41 7 Opened Deliverability Advisor can help you follow industry best practices for email conten

Deliverability Advisor

A Our monitoring tools indicate you have a deliverability issue with one or more I5Ps.

Distribution Engagement Inbox moniter
Domain [ ISP Sent Sent ratio Open rate Inbox rate Spam rate Missing
acl.com [ 3838 10.26% A A 0.00%
Deliverability per Domain Distribution of domains
Domain Delivered Open rate Click rate Bounce rate
- . Others: 17.33 %
yahoo.com 10810 12.51% 1.371% 0.00%
gmail.com 6404 24.87% 1.44% 0.02% yahoo.com: 2

livecom: 1.01 %

hetmail com 5379 16.25% 1.171% 0.44%

mecom: 151 %
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It Sta rts Wlth e m a I | < Dashboard Contacts Automation Channels Analysis Smart Insight Predict Add-ons Admin

Defecting Buyers Email 1 View Details

dill Currently showing: | [ May 30, 2017 - Jun 28, 2017 Last 30 days -

11

Total sent 296,227 Delivered
o 109 47N Opened h Clicked .
00 Revenue 1 [}4:’1 Ai (86.212) 10.8% (31.259) Unsubscribed
0.4% Opened on mabile Clicked on mobile Bounced
Purchased o : 5% (14,
Open rates of 20-30% are good. @ ol LI e—
BUT NOT GOOD ENOUGH. g
Opened

Opened on mobil
Clicked

Clicked on maobil

How do you reach the non-responders?

o © <

Purchased
= . Complained
|_ Unsubscribed
- 10
Sent
» o 0 &6 & & O o O Delivered
30. May 1. Jun 3. Jun 5. Jun 7. Jun 9. Jun 1l jum 13.Jun  15.Jun  17.Jun  19.Jun  21.Jun  23.Jun  25.Jun  27.Jun
Bounced

- L D@ """" @ < emarsys



Omni-channel Roadmap : The Consumer Wins

WEB

) B
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Reach customers at all lifecycle stages
across the web and bring them back to your
website

Entice shoppers to return to their
abandoned carts

Identify gaps in the online shopping process
to improve conversions
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Omni-channel Roadmap : The Consumer Wins

——

MOBILE

O

Mobile-first world shifting in areas to
mobile-only

Roughly 30% of ecommerce sales through
mobile alone

Options like Push Notifications, SMS, and
Apps provide new ways to engage
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Omni-channel Roadmap : The Consumer Wins

N @ SOCIAL MEDIA
O

* Huge influence on purchase behavior

* Facebook, Instagram, and Twitter alone with
a combined 2.78 billion pool of monthly
active users provide a giant potential
audience to reach

* 42% influenced by friends and family on
social media

Vs
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DELIVER ON THE PROMISE:

Every single consumer expects and
deserves a personalized experience

- Consumer is the winner




Use Cases




Tupperware

Key Challenges
« Data Poor

* Previous ESPs Were Primitive

Key Objectives

» Find a tool to help deliver
personalized interactions with
customers at scale

* Build an omnichannel experience

* Meet both the company’s B2B
and B2C needs

« Easyto use




Key Results

5X-7X ' ' 30% '

Email Revenue Growth Growth in CRM ROAS

+$8k ’

Revenue from email
recommendations
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Char-Broll

Key Challenges
* Previous ESP Wasn't the Right Fit

 Evaluating ESPs and Platforms
Takes a Special Skillset

« An Unscalable Email Program

Key Objective

* Increase engagement in their e-
commerce business through
better personalization




Replacements

Key Challenges

* In-house email & CRM systems
with no email automation

» No way of tracking abandoned
carts / revenue loss

« Weak online customer experience

Key Objective
* Increase email performance

* Drive up revenue with abandoned
cart reminders

» Strengthen online customer
experience by tracking web
behavior




Key Results

100% ' ' $101k '

ROI within weeks of In abandoned cart
implementation revenue in first 4 months

$26k ’

In browse abandonment
revenue in first 3 months
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Thank You!
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~ INTEGRATED
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Joe Nicholas
joe.nicholas@emarsys.com
267.357.3765
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