Spanning the digital divide
throughout the customer lifecycle

Ruth Cheesley - Mautic Project Lead @ Acquia
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Consumers Expe SM ore From
The:r Interactions With Brands
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& bought that product in store two
weeks ago, why are you telling me
about special offers for it now?”

“Your call centre rep has no clue |
that I'm a loyal customer”
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higher transaction
rates with personalised
emaills.

Source: Marketingland, 2013

719%

of consumers are more
likely to buy from @
retailer that recognises
them by name,
recommends options
based on past
purchases, OR knows
their purchase history.

Source: EConsultancy, 2020

895%

of consumers, where
the homepage was
personalised with
promotions that were
directly relevant to
them, were influenced
to make a purchase as
a result.

Source: Kibo, 2017




Why personalise?

ACQUIRE

<l Acquire customers at a lower
cost; boost effectiveness of
digital advertising
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Why personalise?

ENGAGE

Increase customer engagement
@RCheesley & increase sales volume




Why personalise?

RETAIN

Target the right offers and
messages to maximise
margin and retention
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Acquire customers at a lower
cost; boost effectiveness of
digital advertising

ENGAGE

Increase customer engagement
@RCheesley & increase sales volume




How Do We Deliver
Consistent Expenece S
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AVERAGE ANNUAL TRANSACTIONS - GROUP
2 - 3 orders/year

AVERAGE ORDER VALUE - GROUP

S 500+

RECENT EVENTS

Cortex Discovery

5_‘-'-‘13 24,2019 Name: oval serving dish glass melt

545 PM PDT Source Product Number: 101203358
Product Browsed

Sep 23, 2019 Name: Blue pasta bowl

3:50 PM PDT Source Product Number: 101203357
Cart Updated

Sep 23, 2019 Name: Calcos Sarah Maria

2:39 PM PDT Source Product Number: 101203364

Revenue - Lifetime $2,840.00

RECENT TRANSACTION ITEMS
AR -




M;We need a strategy for

'*m mentally gaining
- delive ing meaning
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Ve neea tools that ailow us to rapialy
experiences

segment

Click a
‘slot’ to

ersonalize e R
P 0

dihital experience using
sefcquia Piatiorm

Search and find
the perfect digital
experience for that

segment

Your site




We need a centralised way to create
campaigns that span multiple
channels
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MESSAGING

e Special occasion campaigns

e Personalised recommendations

e Localised invitations to in store events
e Loyalty card scheme

e In-store personalisation

e Intent-based offers 9
!:*\;f .
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CONTENT

Personalised website content

Cart abandonment campaigns

Browse history informing content

Location-specific content

‘Personal shopper’ profile

Customer wishlist/favourites
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OFFERS

Drive in-store visits with exclusive

offers to ‘'warm leads’

Deeper discounts to customers you
may lose, lighter offers for regular

customers

Tailor offers based on behaviour - cart

abandonment, browsing behaviour etc




Ruth Cheesley

Mautic Project Lead, Acquia

ruth.cheesley@acquia.com
mautic.org
acqguia.com

noti.st/rcheesley for slides & resources
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