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Deliver the Pitch:
Getting the Message
Timing Right

4

ACXIOM



LET’S PLAY A LITTLE WORD
ASSOCIATION GAME...

WHEN | SAY TRIGGER, YOU THINK....




AN EVENT THAT SPARKS OTHER
EVENTS

Driven off a change in the household, a specific action or inaction, or
even a potential action — triggers in marketing are designed to act or
react based on specific inciting events

S aaom.



DRIVING CUSTOMER ENGAGEMENT
FROM THE INCITING EVENT

& Customer Value

= Current state
Events — = Desired state
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» Store Opening
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* New Category
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« Interests & attitudes » Proper audience selection and recognition across media
« Monetary indicators » Fusing insights for unique treatments (creative/copy/offer)
Social indicators » Personalized & coordinated engagement (omni channel)
‘ Acy » Automatic recalibration based on actual consumer behavior
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Email investments continue to grow

Creative

Integration

Analytics

Delivery

$2,500
$2,000
Email
marketing
spend $1,500
(USS millions)
$1,000
500
0
2011 2012
Creative $319 $352
Integration $223 $247
Analytics $383 5444
Delivery $583 5651
Total $1,510 $1,694

Source: Forrester's Email Marketing Model, 2011 (US Only)
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2013
$383
$269
$506
$717

$1,875

2014 2015 2016
$417 $451 $486
$293 $318 $343
$569 $635 $706
$787 $858 $933

$2,066 $2,262 $2,468

Email marketing spend will grow

at a 10% CAGR between now
and 2016.




About 1/3 of marketers plan to increase emalill
budgets

How will your Interactive Marketing budget in 2011 compare with the 2010
budget for each of the following channels?
Email marketing (including email for acquisition and retention)

Will stay the same Willincrease [ Will decrease [l Don't know/we do not use this channel
Equally split between B2B and B2C 57% 37% @ 0
3%
Mostly consumers (B2C) 53% 39% m

3% 3%
Mostly businesses (B2B) 65% 30% i

Base: 252 interactive marketers

Source: December 2010 US Interactive Marketing Online Executive Panel Survey



Many marketers don’t apply email best practices

Which of the following e-mail marketing tactics
do you currently use?

B2C mB2B

Clean e-maill lists of inactive users ‘_
Segment and target users on interactions with our site _

Segment and target users on past purchase behaviors I

Coordinate our e-mail with promotions on our web site I

Coordinate our e-mail and online display advertising__

Run welcome routines for newly registered ISCm

Coordinate our e-mail and mobile marketin

0% 10% 20% 30% 40% 50% 60%

Base: 252 interactive marketers

Source: December 2010 US Interactive Marketing Online Executive Panel Survey



The result? Most emall marketing programs fail

The distribution of all emails reviewed

10

Number ©
of emails

© 2011 Forrester Research, Inc. Reproduction Prohibited

8 The average score is 0.

Overall score

Base: 64 marketing emails

Fail

Pass
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What do we mean by triggered messages?

Outbound communications which
automatically deploy when a pre-
set condition Is met.



What “triggers” right-time messages?

User behavior

— E.g. A shopping cart abandonment email; Responding to a call into a call
center; Emails timed to product or decision lifecycles

= Marketer activity

— E.g. A follow-up to a previous email or direct mailing; An alert when a product
comes into stock

= Market changes

— E.g. Alerts about changes in stock portfolios; Emails promoting Boston Bruins
gear immediately after they won the Stanley Cup

= Community activity

— E.g. Response to a volume or type of buzz; The Wynn Resort announcing that
it would ban Paris Hilton after she was arrested on cocaine charges

= Calendar occurrences

— Emails from TurboTax 6 weeks before April 15; Annual “anniversary” reminders



Starwood triggers a confirmation email after | book a
reservation online

Welcome Shar, From Starwood
We're pleased that vou'll be staving with us at Element Mew York Times Square Preferred Guest
West. We've created a relaxed, modern environment where vou can settle in, get
work done, socialize and just be vourself. If there's anything we can do to
enhance vour Element experience, please let us know.

All the best,

without

FPeter McMamee
General Manager Take Flight =
Element Mew York Times Sguare West

Your Starwood

Confirmation: 355141758 T rererred Guest

Details
Your Schedule Member Mame:
Shar Van Boskirk
Check In 209-AUG-2011-3:00 PM * SPG
Mumberxxxxxxxx309
Check Out I0-AUG-2011-12:00 PM * Starpoint

Balance 54256 **

Login to Your Account
* Indicates standard hotel check-in and check-out times and does not .

reffect special arrangements made with the hotel.

T-day Weather Foracast

New York, New York
Fri Sat Sun Mon Tue Wed Thu
26 27 28 20 30 Ky 1

© 2011 Forrester Research, Inc. Reproduction Prohibited



Behavioral triggers can occur offline as well

Your account update confirmation is now available online

Turn here~

Please review your updated @Fideli
account information rwvesrmanre

Dear Shar Vanhoskirk,

The change you recently requested to vour account information has _

been completed. A confirmation of this change is availahble for you at View Account Records
Fidelity. comiAccount Records.

View Account Profile

Please review your updated account information carefully. If any of
the information is missing or incorrect, ar changes in the future, you Contact Us
can update it at any time by visiting Eidelity. comM ourProfile or by
contacting us at (=5~ 800-544-6666 3 . You may also request a
paper copy at no cost. Representatives are availakle 24 hours a
day, ¥ days aweek, to assist you.

Thank you for choosing Fidelity. Fldellty trlggers an emall When I

Sincerely,

Carolyn . Clancy change my account settings with
Executive Vice Fresident
an advisor in-person

Fidelity Investments
Fidelity Broksrage Services LLC

© 2011 Forrester Research, Inc. Reproduction Prohibited




Internal activity or business changes can also act as
triggers

Zappos sends emails
Zappos@ FREE Shipping Both Ways - 365-Day Ret _
ey u%@’p CUSTOMER SERVICE 1-800-927-7671 - 24 Hours & 364§ When prod UCtS Come Into

Shoes | Clothing | Bags And Handbags | New Arrivals | Clearance | Brands | Mor 't k

You Wanted It...Now Zappos.com Has It!

Hello Ashley! TheSe emalls generate

Guess what?! The item you requested is back in the warehouse, so get it while the ¢

PRI CONVersion rates that are
15x greater than any other
Nine West: Getby Zappos emall

SKU# 7604067
Size: 6.5

Color: Black Leather
Width: M

Here's the deal:

1. A lot of people get these emalls.

2. Maple syrup should be its own food group.
3. If the product sells out before you buy It,
4
5

. then you can sign up to be notified again.

1 View Entire Collection

. Music Is a nice way to end the day.




Travelocity sends emails when airfares for preferred
routes drop

Generates 300% higher click

4 through rates than
" :
travelocity Travelocity’s average emails

seorgann, still shopping for your flight? Hurry, because SAVE

right now fares from Boise to Phoenix are 40%' lowel upto

than the average round-trip ticket sold on Travelocity

during the last 30 days ON TOP HOTELS

when you _
book a vacation

Silver
Lining

Sale

Boise (BOI) to Phoenix $129+ Sooknoy

Boise (BOI) to Phoenix (PHX)

Flight Hotel (per night) Flight + 3-night hotel package

$108+ WWW $314+ ww
$323+ WWW

Save up to 40%* on this flight! Book your flight + hotel together and

$129+

Search Flights + Hotels

ddd this to your FareWatcher Plus for price change updates >>




Red Envelope automates gift reminder emails

Don't delay, Shea's 5pec|a| day wr:mtwmt SEVE 10%

= Shea's birthday gift . o
£ S 1.877.733.3683 0
< ShareThis Join us Follow us

P69ENVELOPE shareThis [ C

the place for unique and personalized gifts baby for her for him jewelry sale

Save 10% On All Birthday Gifts

Don't Let Time Run Out

Shar, Shea's birthday is almost here. If you wait too long, you'll miss out. Our great
selection and easy ordering process makes getting the perfect gift simple. Shop
now and have it delivered in time

10% off

pacific cookie (IR carnival of color (N

pocket LS japanese bird
coempany $49.99 compass hells
birthday cookies 589-95 $79.99 $39-85 $29.99

$34.95

Shop All Birthday Gifts »
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How to support a triggered messaging approach

1. Look outside of marketing for help

— IT, customer service, sales, ebusiness can all help determine critical
triggers and responses

2. Map out your customer lifecycle

— Specifically to flag key touch points for you to influences

3. ldentify the data you need

— What is it, where and how do you get to it?

4. Determine your messages strategy

— What type of message? Through which channel? What is the
business goal and user need that the message will address?

5. Automate

— Use technology to run the program on autopilot



Intercontinental Hotels: A right-time messaging case

study “'G

[nterfonfinental Hotels Group

= The situation:

— IHG managed its outbound, loyalty and transactional emails from
different internal groups, using different databases and different email
vendors

— This created inefficient management and a disconnected customer
experience

— It also meant that they were missing opportunities grow customer
relationships
= The solution:

— Create a new approach to customer marketing which improves upon
and better leverages triggered messages.


http://www.ihg.com/

The strategy focused on five business priorities

IHS

Right-time marketing tnerContinental Hotels Group
Non-member

Glocal communications

Extend traditional campaigns

a &~ D PE

Channel synergy


http://www.ihg.com/

How did IHG create its right-time strategy? “_[5

InterContinental Hobels Group

1. Determined that this was a revamp of its CRM strategy, not just
about better emails

2. Organized sales, product, call center and marketing into a single
team now called “guest marketing”

3. Built a single customer database

— Allows access to data from all customers — whether they are first-time
bookers or loyalty club members — from the same place, and 2) the
ability to match new data — like website activity or purchased profiles
to existing customer information.

4. Unified campaign management and delivery under a single vendor


http://www.ihg.com/

Results?

IHS

[nterfonfinental Hotels Group

16% lift In revenue

Quicker production times.

— Injust three to four days, IHG can now develop and execute email campaigns
that used to take 22 days to deploy.

Dynamic, customized email messages

— IHG's dynamically triggered prestay email averages a 50% open rate and a
20% click-through rate.

Comprehensive and timely reporting


http://www.ihg.com/

Summary and recommendations

= Emalil marketing is still the most cost effective interactive tool

= But marketers don’t consistently apply the best practices needed to
create relevant messages

= Triggered campaigns can help improve email relevance and
results

= Plan triggers into a CRM strategy

= But! Don’t be afraid to start small
— Use the data you already have

— Create simple triggers



DOING IT WELL - A FIRST TIME
SHOPPER CONVERSION SERIES

Wine.com tg me

€] 5 Snnuno sieene

ﬁ Wine.com‘ WOME

wine shop | fine wine | gift center | gift baskets | wine clubs | corparate gifts |  Holiday Gift Guide |

Dear Haather,

Dwring this holiday season, we at Wine.com and ‘WineShopper wan sl- our appreciation for
YOu 85 u al :d cu..,rn-: Plta :t ch U g— fasl0 c't tfc an e S hc:p: l: d-:
E—lm:l' | I'u = I* om usermame and pa s:)\rc d nd =

befar: r-r:e dcfll D 1’ may redeem your £10 credit at relalpagecftl

chec out process

Don't miss today's S0 p rated classic ._I'empa Gnlr.et MV Brut Excellence at
':reshc |:e f-: the hesl. price on the wieb - anly $27.99 (38%: off). Plus, enjoy S0 shipping
with any order of £89 or more

We normally don't send you the daily dza = from our sister site, Wi "‘h p . But ]
manth, a da alr_ rmes alang that we think you wouldn 3rttcn15 cr'ecfll e.:las
If we got it wrong and you never \ant tc: know about these .r'eSh ppe Wimes, you can
unsubscnl ef em these deals bgre. You won't recerve any more of thes ECFfE"“:bU";."‘LII
cantinue to récéive our Wins.com emall I

'.‘-'lr'es-hc:DE' is an exclusive members-only ..el:si:e that fea:-'!s daily deals up to 70% off top
quality wines. It's free to jzin and you can get a $10 credit when you invite a friend.

Use your existing Wine.com lagin at WineShopper and save 38% on today's 50 point Gosset N

Brut Excellence classic Champagna.

Cheeérs
Wine.com

DAILY WINE DEALS. UP TO 70% OFF.

join now -

}Ut M_'H‘J‘;LJ_FFH

Follow on offer, thanking the
shopper and telling them there is a
credit in their basket to shop again.

Trigger is tied to the holidays and
new customers, tied to a relevant
seasonal offer
-First time shopper
-Seasonal offer

Reminder about offer generated 2
weeks later
- Tied to 2M offer of expiration

AGKIOM



A DAY IN THE LIFE

Developing a New Customer
Trigger for Specialty Retail

Situation: 55% of new customers do not return after
their first shopping experience.

Challenge: Identify the different potential customer
groups and develop associated triggers to re-engage
them (trigger 1 of many)



LEVERAGING DATA TO DRIVE THE
NEXT ACTION

Transactional Data
*What did they buy, how much did they spend, did they

use a promo?

Location Data
*Where did they buy? Was it shipped? If so to billing
address?

Demographics
*How does it match or differ from the core customer and

what does that say about the potential?

Permissions & Interests

Email? Terrestrial Mail? Mobile?




IDENTIFYING THE DIFFERING
FACTORS THAT TRIGGER AN EVENT

Customer

co For Self

*-Bought full price,
across departments

The Style Maven

*Purchased sale
items, lower price
point

*Purchased item and
requested gift receipt
OR

*Purchased online,
having shipped

The Gifter

Demos &
Behavior

*35-54, married
*Highly affluent
*Opted in for email

*24-35, no children
or young children
*Opted in for email &
Mobile

*Older shoppers -
married

*Younger are single,
renters

2" Purchase
Threshold

*75 Days

* 110 Days

* 165 Days

AGKIOM



CONVERTING THE FIRST TIME
SHOPPER BY SEGMENT

30 Day Check In

Buy
again? >

First
Purchase

Segment Type
45 Day 90 Day 120 Day
No Shop No Shop No Shop
Product
> e+ Gift

>
Remind
L) + Gift
Finder




INCORPORATING TRIGGERS INTO
YOUR DAY TO DAY MARKETING

USING KPI’S TO IDENTIFY NEXT TRIGGERING ACTION

Is there a seasonal
Do their preferences / Established Customer Shopping occurrence or special
actions prompt a Frequency event coming?
?
follow up? £0.0% _
50.0% - AN
40.0% A
30.0% -
20.0% -~
. 10.0%
Are they online 0.0% ‘ . . : . ‘ :
s.hoppers and a store = Two Three Four Five SixVisits Seven  Eight Nine
just opened nearby? Visits  Visits ~ Visits  Visits Visits ~ Visits  Visits
—+—AllCustomers == MultiChannel =—Store =—=—Web
A
On-boarding New

Are they getting close
to an interaction or

shopping threshold
flag?

. Acxiom &

Ask them what they
want to know/watch
for! o,

000@

H"““’l M @a;:ﬂf_a

Retaining/Growing Active



TAKING THE FIRST STEPS WITH
TRIGGER MARKETING

: : FROM THE INCITING EVENT T
* Identify the triggers p =~
* Develop the = 5 |
naseline -
P AQUISITION  GROWTH & RETENTION
INCORPORATING TRIGGERSINTO ﬁ 5
THEREAL IO DAY MARRETING R wiom.4

USING KPI’STO IDENTIFY NEXT TRIGGERING ACTION

* Create business
rules based on
actions/preferences

* Measure over &
over & over




QUESTIONS?

Shar VanBoskirk Heather Hall

> 617-613-5845 > 440-250-9094

> svanboskirk@forrester.com > heather.hall@acxiom.com
> www.forrester.com > Wwww.acxiom.com




The Power of Direct:
Relevance. Responsibility. Results.

Direct Marketing Association




