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Deliver the Pitch:  

Getting the Message 

Timing Right 



LET’S PLAY A LITTLE WORD 

ASSOCIATION GAME… 

WHEN I SAY TRIGGER, YOU THINK…. 
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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 
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DRIVING CUSTOMER ENGAGEMENT 

FROM THE INCITING EVENT 
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Events  
• Relocation 

• Store Opening 

• New  Member 

• Renewal 

• New  Category 

• Job Change 

• Marriage 

• Family 

• Seasonal  

• Holidays 

• Death 

Conversations 
• Proper audience selection and recognition across media 

• Fusing insights for unique treatments (creative/copy/offer) 

• Personalized & coordinated engagement (omni channel) 

• Automatic recalibration based on actual consumer behavior  

Current state 

Desired state 

Events 

Segments 

Signals 

Signals 
• Referring search/URL 

• Website clickstream 

• Tweet/blogging 

• Display ad click-through 

• Transactions 

• Preference update 

• Call center 

• Inactivity 

• Site search 

• Email clickstream 

• Ratings/reviews 

• Login frequency/recency 

• Social sentiment 

Insights 
• Relationship profile 

• Interaction history 

• Brand advocacy 

• Product propensities 

• Media preferences 

• Channel preferences 

• Geodemographics 

• Interests & attitudes 

• Monetary indicators 

• Social indicators 
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How marketers use email today 

How triggered messages improve email performance 

A case study in triggered message success 

Agenda  
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How marketers use email today 

How triggered messages improve email performance 

A case study in triggered message success 
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Email investments continue to grow 

Email marketing spend will grow 

at a 10% CAGR between now 

and 2016. Source: Forrester's Email Marketing Model, 2011 (US Only) 
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About 1/3 of marketers plan to increase email 
budgets 
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Many marketers don’t apply email best practices 

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

Coordinate our e-mail and mobile marketing

Run welcome routines for newly registered users

Coordinate our e-mail and online display advertising

Coordinate our e-mail with promotions on our web site

Segment and target users on past purchase behaviors

Segment and target users on interactions with our site

Clean e-mail lists of inactive users

B2C B2B

Base: 252 interactive marketers  

Source: December 2010 US Interactive Marketing Online Executive Panel Survey 

Which of the following e-mail marketing tactics 

do you currently use?  
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The result? Most email marketing programs fail 



© 2011 Forrester Research, Inc. Reproduction Prohibited 13 

How marketers use email today 

How triggered messages improve email performance 

A case study in triggered message success 

Agenda  
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What do we mean by triggered messages? 

Outbound communications which 

automatically deploy when a pre-

set condition is met. 
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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 
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Starwood triggers a confirmation email after I book a 
reservation online 
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Behavioral triggers can occur offline as well 

Fidelity triggers an email when I 

change my account settings with 

an advisor in-person 
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Internal activity or business changes can also act as 
triggers 

Zappos sends emails 

when products come into 

stock 

These emails generate 

conversion rates that are 

15x greater than any other 

Zappos email 
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Travelocity sends emails when airfares for preferred 
routes drop 

Generates 300% higher click 

through rates than 

Travelocity’s average emails 
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Red Envelope automates gift reminder emails 
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How marketers use email today 

How triggered messages improve email performance 

A case study in triggered message success 

Agenda  
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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. Identify 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 
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Intercontinental Hotels: A right-time messaging case 
study 

 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/
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The strategy focused on five business priorities 

1. Right-time marketing 

2. Non-member 

3. Glocal communications 

4. Extend traditional campaigns 

5. Channel synergy 

 

 

http://www.ihg.com/
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How did IHG create its right-time strategy? 

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/
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Results? 

 16% lift in revenue 

 Quicker production times.  

– In just 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/
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Summary and recommendations 

 Email 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 
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DOING IT WELL – A FIRST TIME 

SHOPPER CONVERSION SERIES 

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 2nd offer of expiration 



Developing a New Customer  
Trigger for Specialty Retail 

A DAY IN THE LIFE 
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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 
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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? 

 

 



Customer 
Group 

For Self Gifts 
Demos & 
Behavior 

2nd Purchase 
Threshold 

 
 
 
 
 
 
 

The Style Maven 

•-Bought full price, 
across departments 

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

•75 Days 

 
 
 
 

 
 

The Bargain Hunter 

•Purchased sale 
items, lower price 
point 

 

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

• 110 Days 

 
 
 
 
 
 

The Gifter 

 

•Purchased item and 
requested gift receipt 
OR 
•Purchased online, 
having shipped 

•Older shoppers - 
married 
•Younger are single, 
renters 

• 165 Days 

IDENTIFYING THE DIFFERING 

FACTORS THAT TRIGGER AN EVENT 
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90 Day  
No Shop 

45 Day  
No Shop 

CONVERTING THE FIRST TIME 

SHOPPER BY SEGMENT 

First 
Purchase  

Pref/ 
Opt-In 

Email 
with 

Thanks 

DM W/ 

Thanks 
Buy 

again? 

30 Day Check In 

Segment Type 

Gifter 

Bargain 

Style 

Repeat 
Customer Flow 

Product 
+ Gift 

Sale + 
Offer 

120 Day  
No Shop 

Remind 
+ Gift 
Finder 



USING KPI’S TO IDENTIFY NEXT TRIGGERING ACTION 
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INCORPORATING TRIGGERS INTO 

YOUR DAY TO DAY MARKETING 

Do their preferences / 
actions prompt a 

follow up? 

Are they online 
shoppers and a store 
just opened nearby? 

Is there a seasonal 
occurrence or special 

event  coming? 

Are they getting close 
to an interaction or  
shopping threshold 

flag? 
Ask them what they 
want to know/watch 

for! 



TAKING THE FIRST STEPS WITH 

TRIGGER MARKETING 

• Identify the triggers 

• Develop the 
baseline 
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• Create business 
rules based on 
actions/preferences 

• Measure over & 
over & over 



QUESTIONS? 
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Shar VanBoskirk 

> 617-613-5845 

> svanboskirk@forrester.com 

> www.forrester.com 

 

Heather Hall 

> 440-250-9094 

> heather.hall@acxiom.com 

> www.acxiom.com 

 



Thank You! 


