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The world’s largest 

portfolio of email 

solutions

● 70,000+ customers

● Mass market and niche solutions

● Offices in every region

● Hiring!



We believe that 

human connections 

matter.
Sailthru powers multichannel marketing and 

personalization for the world’s most innovative 

and fastest-growing retail and ecommerce 

companies, like TechStyle Fashion Group, 

Thrive Market, and Mail Online. 

jgrunberg@sailthru.com

Digiday Best

Email Platform

MarTech Breakthrough Award 

for Best Marketing Automation Platform 

for Enterprises

G2 Top 50 Marketing Products, 2020 TrustRadius Top Rated 

Email Marketing Software

Gartner Magic Quadrant for 

Multichannel Marketing Hubs 

(2017 - 2019)

Strong Performer in The Forrester Wave: 

Cross-Channel Campaign Management 

(Independent Platforms), Q4 2019

mailto:jgrunberg@sailthru.com


Overview of RevZilla

RevZilla, part of the Comoto family of 

brands, is a motorcycle gear & parts e-

commerce retailer. Founded in 2007, 

RevZilla serves millions of motorcycle 

riders with top-notch product selection, 

best-in-class customer support, and a 

deep library of content & videos.

FAMILY OF BRANDS



for all email campaigns 

and automated journeys

RevZilla Marketing Tech Stack

for customer data platform 

& external segmentation

serves as 

data warehouse

Business intelligence/data 

visualization

User behavior 

insights

Onsite product 

recommendations



Deliver personalized 

experiences for 

every rider type & 

customer preference

RevZilla Marketing / CRM / Email 

Goals

Incorporate relevant & 

engaging content into 

commerce journeys

Scale the presence 

of tailored product 

recommendations



Triggers Summary

177 active Lifecycle Optimizer flows

■ 80 abandon browse flows, 

minimum of 1 email, key 

categories have 5 emails in series

■ 16 riding style flows, some with 

up to 11 emails in the series

■ 12 bike manufacturer flows, 

4 emails in the series for each

■ 3 abandon cart flows, 3 emails



Welcome series: Before/After



Browse abandonment 

series: Before/After



Browse abandonment summary

Abandonment strategy

■ Top product categories

■ Top brands

■ Curated collections

■ Niche products / best 

sellers

■ URL specific

Product-based Gender-specific Exact-match URL



Customer clicks 

on helmets

RevZilla sends 

email

Detail on helmets 

abandon flow

■ Viewed any page with ‘helmet’ in URL 

3 or more times & +1 min on site

■ 6 day series, 1 email/day with 

purchase checks at each stage

■ This series accounts for over 22% of 

our abandon browse revenue (since 

1/1)

■ 50% higher conversion rate than 

batch-and-blast campaigns

■ Conversion rate peaks at days 1 & 6



RevZilla trigger email 

performance stat(s)

July through March 

(since launching user var flows):

■ 2x conversion rate compared to 

batch-and-blast emails

■ Automated experiences now 

account for ~40% of email revenue

■ Trigger email revenue +22% YoY

■ Site traffic from trigger emails 

+128% YoY



Roadmap for future 

trigger expansion

■ Audit/optimize existing flows

■ Identify new profile attributes (var 

changes) to pair w/ triggers

■ Lengthen series for key product 

categories

■ Collaborate with merchandising 

teams to prioritize brands/products 

with margin upside

■ Continue work on top-of-funnel click 

triggers



Proprietary 

recommendations

Why sailthru

Ease of use with 

custom data/API work

Customer success 

management

Collaborative partners 

with product development 

and roadmap 

andrew.lim@comotoholdings.com

mailto:andrew.lim@comotoholdings.com



