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Even Though Shopping Habits Are Changing

Consumers

are Still Spending



Consumers are responding to promotions by buying more for less. 

Traffic and transactions are up, but average orders are down.

Every Day is 

Black Friday



STATE OF THE INDUSTRY: RETAIL



STATE OF THE INDUSTRY: RETAIL



Marketing Cost Comparison



STATE OF THE INDUSTRY: HOME BUILDERS

16-Feb 23-Feb 1-Mar 8-Mar 15-Mar 22-Mar 29-Mar 5-Apr

All Traffic: User Visits

2019 2020

16-Feb 23-Feb 1-Mar 8-Mar 15-Mar 22-Mar 29-Mar 5-Apr

Direct + Organic Search: User Visits

2019 2020



STATE OF THE INDUSTRY: HOME BUILDERS

• Fannie Mae announced yesterday that home sales would 
decline by 15% in 2020 due to COVID-19 coronavirus.  Driving 
the decline will be a downturn in existing home sales. 

• Homebuilder confidence index takes the biggest monthly dive 
ever as coronavirus slams the economy. 

• The National Association of Homebuilders/Wells Fargo Housing 
Marketing Index, builder confidence for single-family homes, 
plunged 42 points to a reading of 30 in April



Paid Search AdvertisingTOP
TIPS



#1 - 5
Picking the Right 
Programs to Optimize

✓ Brand Search
✓ Non-Brand Search
✓ Remarketing
✓ Shopping
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Optimization Areas

1 Automated bidding

2 Devices
Mobile

Desktop
Tablet

3 Competition Auction Insights

4 Audiences

Demographics
Location

Customer Lists
Google Remarketing Lists

Affinity/Custom Intent

5 Networks/Apps

Search Network
Partner Networks
Display Networks

Apps

PAID SEARCH ADVERTISING TIPS



HOW TO: OPTIMIZE APPS

A B

D

EC

Clicks CTR CVR CPC

-10% 11% 29% -6%
Initial results



#6 – 7  
Choosing Keywords to 
Go After or Suppress
✓ Brand Search
✓ Non-Brand Search
✓ Remarketing
✓ On-Site Search
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Keyword Areas

6 Search Query 
Report

• Review reports for high 
cost, no conversions 
terms (negatives)

• Create a COVID19 
negative keyword list

• Test campaigns on top 
converting keywords

7 On-Site Search
• Set-up tracking
• Create new campaigns 

to test

Example: 
COVID-19 Negatives

• Viral
• Virus
• Wipes

• Toilet paper
• Thermometer
• Paper towels

• Surgical masks
• Surface cleaner
• Social distancing

PAID SEARCH ADVERTISING TIPS



 Find out what visitors 
are searching for using 
on-site search tracking.

 Create new test search 
campaigns based on 
these highly converted 
terms.

Bonus: You can use for 
remarketing as well.

HOW TO: SET UP ON-SITE SEARCH TRACKING



#8 – 10  
Utilize 
Audience Lists
Audience lists is a section in 
the Audience manager where you can 
create and manage your 
remarketing lists.

You have control over 
which audiences see your ads across 
YouTube, Gmail, Google Search, and 
the Google Display Network through 
remarketing campaigns.
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Type Usage

8 Customer Lists

House file: Upload your house file to 
Google Ads and layer onto your 
campaigns. Be sure to include FName, 
LName, eMail, Phone, State, Zip 
code. The more info, better the 
results. Segment house file by 
recency, high value, reactivation, etc.

9 Google Remarketing Lists
Review existing remarketing lists, 
updated/create new lists.
• Google ads remarketing lists
• Google analytics remarketing lists

10 Custom Affinity/
Custom Intent Lists

Review, Layer & Test:
• Custom Affinity lists target users 

based on search history
• Custom Intent lists based on same 

history, but more granular

PAID SEARCH ADVERTISING TIPS



HOW TO: CREATE ON-SITE 
SEARCH AUDIENCE

Remember those on-site search keywords?
Here's how to create an audience list to 

remarket those searchers

A

B

C



HOW TO: CREATE ON-SITE SEARCH AUDIENCE

D E F

G



#11
Enhancing Shopping 
Feeds - Disapprovals
For ecommerce sites, shopping feeds generally 
drive a high percentage of new visitors to websites.

 Review your merchant center error messages 
for increased disapprovals due to Offensive or 
inappropriate content (Capitalizing on sensitive 
events)

Algorithms have changed and you'll want to stay on 
top of disapprovals.
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PAID SEARCH ADVERTISING TIPS



#12
Enhancing Shopping 
Feeds - Optimizations
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PAID SEARCH ADVERTISING TIPS

 Product Titles
 Product Descriptions
 Priority Level
 Automated Bidding
 Product Segmentation
 Locations
 Smart Campaigns



Shopping Feed Title Optimization



Shopping Feed Product Segmentation



Top 10

Email Road Map



#1 
Review Automated 
Emails

As customer behaviors continues to shift 
(especially geographically), be sensitive and 
mindful of the tone of your automated emails –
they aren’t updated as frequently.
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#2 
Automated Feeds 
– Are they On?

You’d be surprised about how frequently feeds go 
“down”. 
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Abandon Cart



#3
Segmentation

24

Abandon Cart



Core Print Principles

Catalog 
Segmentation 

Disciplines

Recency

Frequency

Monetary

Categories

Intent

ChannelIncorporate 
Traditional DM 

Tactics with Email 
Segmentation.



Active / Inactive Subscribers

Buyer 
• Recency

• Merchandise purchase 
behavior

• Male vs female
• Wholesale
• Consumer

• Activity
• Openers
• Non Openers
• Click through

• Geographic location

SEGMENTATION



• Buyers and subscribers comingled
• Product diversity and customer 

preferences were strongly categorized 
into 2-3 main areas, yet marketing 
couldn’t target.

Subscribers

Home Entertainers Subs

SEGMENTATION CASE STUDY

SOLUTION WAS TO SEGMENT



Home 
Product 
Buyers

Entertainment 
Product 
Buyers

Cross Over 
Buyers

Every Email

Home Emails
Promotions
Entertainment w Promo

Entertainment Emails
Promotions
Home w Promo

SEGMENTATION CASE STUDY

Subs

Only 
Promos



Year Delivered Orders Demand OPEN % U CLICK % AOV CONV % Profit PER

No Segmentation
34,084,633     18,766     2,489,311$   

11.31% 11.63% 133$        4.19% 0.073$        

Year Delivered Orders Demand OPEN % U CLICK % AOV CONV % Profit PER

Cross Over 5,112,695       4,363       719,911$      17.53% 18.03% 165$        6.49% 0.141$        

Home 8,521,158       5,864       979,351$      14.14% 14.54% 167$        5.23% 0.115$        

Entertainment 9,202,851       5,827       856,546$      13.01% 13.37% 147$        4.81% 0.093$        

Subscribers 8,945,612       2,931       366,913$      8.71% 8.96% 125$        3.18% 0.041$        

31,782,316     18,985     2,922,720$   11.11% 10.39% 154$        4.84% 0.092$        

-7% 1% 17% -2% -11% 16% 16% 26%

SEGMENTATION CASE STUDY



#4 
Shift Happens

.
Better align content with merchandise as behavior 
has changed. Be helpful, be relevant, be 
informative and be authentic.
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Aligning Marketing with Behavior!

31

46%

31%

23%

Category 1 Category 2 Category 3

41%

17%

42%

Category 1 Category 2 Category 3

Email sent as 

a percent of 
business

Demand as 

a percent of 
business





Merchandising is Changing



Embracing the Reality



Quarantine Living



Get them Dreaming Again



Engage with Activity



#5 
Abandon Cart

Generates the highest engagement and 
conversation rates.

Should equal to 1% of topline sales
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39

• Only one email
• No cross selling
• No incentives
• No branding

Case Study

39



40

Not One 
but Four!

End with 
Best Offer

Within 6 
Hours

Within 
24 hours

Within 
72 hours

Within 
96 hours

40

40%



Supersize it with another case study!

Monthly 

Traffic Conver %

Mo. 

Transations AOV Monthly Demand Annual Demand

250,000  5% 12,500          175.00$    2,187,500.00$   26,250,000.00$     

Email 

Capture

Monthly 

Sends

Monthly 

Transations AOV Monthly Demand Annual Demand

ESP Trigger 25% 3,125       156                175.00$    27,343.75$         328,125.00$           

ESP & 3rd Party 55% 6,875       344                175.00$    60,156.25$         721,875.00$           

120%



#6 
First Time Buyer 
Nurture Series

Do you know that nearly 70% of first time 
customers will never buy from you again?

The first purchase is just the start! Think of your 
customer lifecycle beyond that initial purchase.
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Think multi-channel perspective
30 window = low offer
60 window = middling offer
90 window = best offer
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Client  Delivered  Orders  Demand Marketing $ Net Demand OPEN % U CLICK % AOV CONV % ROAS

Email 253,019         261          45,635$         5,060$           40,575$           14.78% 9.31% 175$        7.49% 9.018     

Postcard 500,000         5,500       1,089,000$    370,000$       719,000$         198$        1.10% 2.943     

44

Utilize Both Channels



#7 
VIP Shoppers

Don’t forget about your best customers! Every 
company has its core group of returning 
customers, and you should do everything in your 
power to keep these customers happy and loyal.
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#8 
Celebrate Anniversary

Using only the first order date, you can automate 
an anniversary message to customers one year 
from the date of their first online purchase. This 
message should explain the anniversary, thank the 
customer and invite them to come back with a 
special offer. 
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#9 
Birthday
According to Experian, birthday emails are one of 
the most effective emails you can send.  They 
have 481% higher transaction rate, 342% higher 
revenue per email and 79% higher CTR.
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#10
Confirmation Emails
The upsell tactic is something every ecommerce 
business should incorporate into their 
transactional or confirmation emails. There is no 
wrong time to turn a first time customer into a 
returning one, or a visitor into a customer.

48



49



50

Be helpful
Be relevant

Be authentic!



WHERE WE WERE



WHERE WE ARE NOW



BONUS TIPS: Capture them on Arrival



BONUS TIPS: Engage when they are about to leave



BONUS TIPS:  Surface Your Reviews



BONUS TIPS:  Retarget Abandon Carts with Paid Ads

E-COMMERCE 
SHOPPING CART ABANDONMENT

LEAD FORMS 
ABANDONMENT



WHERE WE ARE HEADED



THANK YOU!

Phillip Mejia
Phillip.Mejia@BlueTangerine.com

Erik Martinez
Erik.martinez@BlueTangerine.com

Michelle Houston
Michelle.Houston@cohereone.com

Tim Curtis
Tim.curtis@cohereone.com


