Why Strategy (vs. Technology)

Should Lead the Way

March 19, 2019

1:00to 2:00 pm ET

Presented by: Kath Pay & Karen Talavera

We hope you enjoy today’s webinar. The speakers’ presentations and comments represent
their own viewpoints and do not necessarily represent the views of the ANA or eec.
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Why Strategy

(vs. Technology)
Should Lead the Way
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Karen Talavera, Founder
Synchronicity Marketing
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Synchronicity Marketing proudly serves brands across many
Industries with clients including:
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Too g“en we start with theftechnology,
)ut if our end goal is to help eur

customers make decisions, meet needs and
achieve goals, then shouldn’t we start with
the customer: 4




Key to the Inbox: ENGAGEMENT

Consumer Time
& Attention Span

/

Email Volume &
Channel
Engagement
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Only 45% of email marketers have a
definitive strategy

45% 0(45%) Yes

o
55% 0(55%) No

) Email Marketing Vendor Satisfaction Report, download at
HQLISTIGC

http://bit.ly/2TNOQzx



We are blessed with amazing
technology!




It it's easy to get
ny object syndrom




However, relying on technology is like the old adage:

“When all you have is a
hammer; every proble m
looks like a nail.”

Abraham Maslow, The Psychology of Science, 1966. \Q




Gartner CMO Spend Survey puts martech at 29% of marketing budgets (excluding agency fees) vs 24%
on staff payments.

CMO Budget

Percentage going to people and programs

27
25 o

Labor Paid Media Agencies Martech

B 2017 W 2018

gartner.com/SmarterWithGartner

Gartner
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Role of technology is to support and
bring strategy to life
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Only 56% of marketers let business needs lead their
strategy rather than new features

O(56%) | keep up-to-date with all the latest
technology features but will only use them
if they can support my strategy.

O(35%) | keep up-to-date with all the latest
technology features and tactics and see if |
can use them.

0 (9%) | don't keep up-to-date with all the
latest technology features | just use what
my current technology provider has
available

e Synchronicity
IE:! Z'T? Héﬂg Email Marketing Vendor Satisfaction Report http://bit.ly/2TNOQzx @ Marketing
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Boss: Create an email strategy N‘ r 1
Me:
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...Is it because Email Marketing
consistently delivers high ROI?

Figure g: How do you rate the following channels or disciplines in terms of return
on investment?

Email marketing 30% 44% 21% a

SEQ (organic search) 25% 45% 24% %
Paid search (PPC) L
Offline direct marketing R 30%

Mobile marketing gg3 38% 41% 14%

Social media gEA 32% 41% 20%

Online display advertising &L 29% 40% 24%

Affiliate marketing [§3 34% 42% 18%
0% 20% 40% 60% 80% 100%
m Excellent mGood = Average = Poor

Respondents: 402

Meaning we don't have to work very hard to get good results

Synchronicity

P
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Or because email is under-budgeted & we
don’t have the time or resource?

US Interactive Marketing Spend 2016 Orders by Marketing Channel 2016
ORDERS BY MARKETING CHANNEL

SHARE (%) OF E-COMMERCE ORDERS BY MARKETING CHANNEL
Figure 1 Forecast: US Interactive Marketing Spend, 2011 To 2016

$80,000 Soclal media 100%

$70,000 Emall marketing
Moblle marketing
Interactive 960000 °'9°"}i,‘
marketing 50,000 seard
spend
(Us$ millions) ~ $40,000
:i?;: el ! : - 155 184
$10,000 Search marketing - .
$0 2015 2016
2011 2016 CAGR
Social media .~ $1,590 $2119 $2,760 $4,217 $4995  26%
Email marketing 2,066 10%
Mobile marketing ~ $1,65: $2,777 5,697 $8237  38%
Display advertising 860 $23,91 $27,600 20% Affiliate Display
Search marketing  $18,756 $30433 $33319 12%
Total $34,457 $41,003 $67,888 17%

’
e et 193G TG (25967 (oG | g asnen)

Source: Forrester Research Interactive Marketing Forecasts, 2011 To 2016 (US)

Dis
advp‘etat)l'slng

Forrest Custora 4 »
HOLISTIC e G inchronicn

EMAIL MARKETING




Spend vs Orders by Email Channel

Spend Orders
OSocial OEmail ODisplay OSearch 0OOther OSocial OEmail ODisplay OSearch 0OOther
11% 6% _, 2%
2 18%
37%
1%
36%

44%

3% spend 2% 18% orders
E Mﬂg M ;!\é(!:lgt:a @ a::khert?:édty




How to get started
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Server:
Order:
Receipt:

Card Type:

Approval:

Card Number:
Card Holder:

Monty’'s On The Square
801 Decatur St

New Orleans, LA 70116-3305

504-525-4478

Erin B.
53
19398
Amex
XXXXXXXXXXXX1002
PAY/KATHERINE
75098161

Amount :

. Ting
= Total:

%4+ NERCHANT COPY s+

Suggested Tip

15% = 13.35
18% = 16.02
20% = 17.80

03/28/2016
01:01PM

$94.20

)18
IPM

Synchronicity
Marketing



Download link here
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Customer Experience
Email Marketing

&5 Getting Ahead of the Consumer
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Helpful, Personalized &
Customer-focused emails
increase read rates

67% of brands with emails that scored over
their average score, achieved higher read rates
than those who scored lower than the average.

The increase in read-rate ranged from between
102% and 468%!!!

Horw's everything you need to know | Qe view

nalional express

Hi Jennifer

You're off to Blackpool

Are you il packed and ready for your jouney on
13 Septembar 20177 We'rs looking forwsrd to

erererererererererer

P
L o 4

[t will be partly cloudy r
Clqudy° Sunny? Plan for both!

S

Find my stop > Teack my cosch >

Synchronicity
Marketing
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amazon g,

@

2. Which retailers are best at sending you personalised marketing messages?

12% (e

42.3%

MARKSE
SPENCER

11.1%

dazrres innhion pnlne

271%

B

8%

19.5%

John Lewis

6.6%

172%

6.2%

Sainsburys 169%

5.6%

ASDA 14

54%

* Percentage reflects people who rank retailer in their top three from a supplied list of more than 30 retailers

ISTIC

ARKETING

2
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Coincidence? Or planned?

1. Which retailers are you most loyal to because of the marketing messages
you receive from them?

amazon .4y ASDA

MARKSE,
349% SPENCER

28.1% Iceland

19.7% r( 5

19% John Lewis

Sainsburys 183%

@ 14.5%

* Percentage reflects people who rank retailer in their top three from a supplied list of more than 30 retailers
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Optimize Subscribe Forms
PPC ad
Replenishment Program
Cart Recovery Program

Social Media Promotions

/-- - .
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Too few email marketers know
where they're going

./‘ L.

However, if you don‘t knoew where you're going...

Synchronicity
Marketing
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Business
Goals

A Synchronicity
Marketing




Sample business objective:

Increase revenue by 15%
over 12 months

HOLISTIC
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How could you do that?

Acquisition: Acquire new customers
Retention: Sell more to existing customers

Win-Back: Win back lost customer

Y .
0 ISTIC @ a’:rckhetc?:g“ty
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Acquisition > Strategy

To acquire new customers...

Drive more traffic to the website -SEM & SEO

Convert more visitors into subscribers

Convert more subscribers into buyers

y .
0 ISTIC @ a’:rckhei?r?émy
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EMAIL MARKETING

Acquisition > Strategy > Tactics

To convert more subscribers...

v Develop a First Purchase Programme

Continue the journey on the Subscribe Thank You page

Develop a Browse Recovery Programme

4 .
0 ISTIC @ a’:rckhei?r?émy




Increase

revenue by 15% WATKYl-AXR Lo )]+]]
over 12 months

Acquire new
customers

Acquisition Objective

Convert more

subscribers into Strategy
buyers

Develop a First

Purchase Tactic
Programme

&5 Smsnionicy




Increase revenue

WALV LCS VI Business Goal

months

Sell more to
existing Retention Objective

customers

Enhance
customer
experience and
increase loyalty

Strategy

Develop a

Loyalty Tactic
Programme

0 ST I C /f} ar::kher;?:écity
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Increase revenue by

15% over 12 months BUSineSS GOGI

Reactivate lapsing and

win-back lapsed Win-BaCk ObjeCtive

members

Use personalization
& psychology to
win the customer Strategy
back

Develop an

Automated Win-back TaCtiC

programme

0 IST I C &) iflygrf:khe':c?:gjty
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Optimize Subscribe Forms
PPC ad
Replenishment Program
Cart Recovery Program

Social Media Promotions

/-- - .
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Approaches and
Frameworks




Mindset Before Skillset

MINDSET IS
EVERYTHING

HOLISTIC
EMAIL MARKETING



Today’'s Mindset for Email Success

. .. = \\ : \ » ;\?;
- ' e - N -
Nurture budding | Segment and i Sell by Way of Conversation vs. Think “Long Term
relationships personalize Serving First Broadcast Relationship”

0 I_ I ST I C _5__ a::khe':c?:;dty
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Remember: It's About THEM Not YOU

Choice &
Control

Be
Surprise - Listen &
& Delight AUd ience Respond
Centric

HOLISTIC
EMAIL MARKETING



Channel Strategy First, Then
Messaging: Three Approaches

Lifecycle Stage

Marketing Objectives

HOLISTIC
EMAIL MARKETING



1. Map Email to Customer Journey

Journey mapping is a tool companies use to help them see what their
customers truly want — the ways in which customers go about achieving

their needs
Soclal Ads Nm.
—."m osend >
Email O ,o-s

fu‘--o

/- . .
OIEISTIC @ a’:fkhe':c?r?émy
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ACQUIRE » OPTIMISE » CONVERT

A customer’s journey

SEES YOUR PPC/SOCIAL/BANNER AD

VISITS YOUR WEBSITE ..

»

L
(]
[
[ ]
.
. .
A 7 Is your Iaqdmg
. page consistent
e, ® \withyourad? ~
. .
., o*

HOLISTIC

Dear Sophie, ARKETIN
® WE MISS YOU! - =
... Get 15% off your &% °

$ee., .‘ T \k. next arder s -..

OR DOESNT MAKE A PURCHASE

MAKES A PURCHASE

JOINS (OR DOESN'T JOIN)

YOUR MAILING LIST o LTS
. Are you N -t
Is your customer % 7 r'e-e_ngaging with O 8
journey optimised e e !apsingand lapsed

customers?

e through the buying ...
funnel?

L]
®eee ’ BECOMES INACTIVE OR STAYS ACTIVE o o0

Is your subscription
‘? process persuasive,
reassuring and
frictionless?

Do you have a
suite of lifecycle
automations

e Personalised to
your customer’s
behaviour?

&5 Smsnionicy



Email: It's Still Marketing

Know what triggers the customer journey

u Know the path to purchase
v Know what encourages the journey
v Know what discourages or stalls the journey

y .
0 L I ST I C @ a’:rckhei?r?émy
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All Journeys Follow 1 of 4 Paths

Do you know which typical
consideration path your customers
take — or that your product/service
requires?

Use email to accelerate, enable, or
streamline the customer journey along
one of these four types of paths

Y -
ISTIC D spmoni
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2. Map Email to Lifecycle Stage

 Each stage of the customer lifecycle naturally lends itself to specific types
of messaging

« Use email to shift and direct the dialog

* Lead nurturing * Thank-you * Product information and  Customer
* Welcome/onboarding

* Product use/follow-up tips
* Next purchase

education

* New product
announcements

survey/feedback/satisfaction
* Loyalty program
* Exclusivity and persona-

« Email subscribe
welcome/first purchase
incentive

» Cart Abandonment
* Browse Abandonment

recommendation

* Continuity communication
* Cross-sell/Up-sell

specific
* Milestone recognition
(anniversary, birthday, etc.)

H 0 L I ST I C @ a!:rckheici):écity
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3. Map to Marketing Objectives

Map your marketing activities by Branding
objective — Can email accomplish any of
these with greater cost, time, or o

resource efficiencies?

Communication

Retention

Renewal

H 0 L I ST I C @ a’:rckhetc?:g:ity
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Then it’s time for

Messaging Strategy

HOLISTIC
EMAIL MARKETING
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Variety is the Spice of Life

* We become immune to and ignore repetition

 Both predictability and unpredictability are effective; each is
appropriate for different communications

« Over promoting is self- vs. audience-serving
« Content “sells by way of serving”

* 1:1 messaging gets personal, and personal stands out in a
crowded inbox

* Variety increases utility

0 IST I C @ Synchronicity

Marketing
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Email Success Blueprint

Segmentation
1:1 PERSONAL

ENGAGERS

INFORMATIONAL

Send Volume

LEVEL S

LEVEL 4 Low

High

LEVEL 3

PROMOTIONAL
FOUNDATION

QLISTIC

EMAIL MARKETING



Email Success Blueprint

v | e .
I Opportunity!

FOUNDATION

0 I_ I ST I C _5__ a::khe':c?:;dty
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Performance by Message Type

The higher up the pyramid
you go, the more & e ﬁ‘.

segmented and responsive 1 (B oo [N RO S
your audience, and the
stats prove it!

ORDER FOLLOW UP

EMAIL

INACTIVE CUSTOMER
EMAIL

ABANDONED CART
EMAIL

MEMBER FOLLOW
UP EMAIL

‘ Y, ..
'uv IS | I C Synchronicity
EMAIL MARKETING Source: https://websitebuilder.org /resources/119-facts-you-dont-know-about-email-marketing / Marketing



Keeping it alive
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Consumer’s are evolving their email
habits

After receiving an interesting email, what are the 3 most likely actions you would take?

Top 5 actions
1. Save the email for later 59%

2. Click alink 56%

3. Bear the information in
mind for later 54%

4. Go to website via search
35%

e 5. Go to physical shop 21%

Of the top five actions from an email, only one s a traditional “direct” marketing action - clicking a link from the emalil.
ly traditional email marketing metrics, The others are saving the email for

reference; bearing information in mind; visiting the website through another route; visiting a physical outlet.

The prevalence of these sorts of actions suggest that email serves a dual role as both a direct response medium and a

more traditional, broadcast medium.

C Synchronicity
IS!?T?'F!&D& UK DMA Email Consumer Tracker http://bit.ly/2TMR1ap @ Marketing



Living, Breathing, Evolving Document

The only thing constant is
change

Is your strateqy flexible enough
toyadapt to cﬁgnging :

 Consumer behavior

* Channel use

* Market conditions

« Company/business growth

 Tech or deliverability
advancements?

/ . .
O ISTIC @ a’:fkhe':c?r?émy
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. |dentify Target
Apply Learning Auc?i,enceg

Define

Stay Disciplined! deally a
Results Continuous ovaren
The DR Fundamentals

Improvement
Apply ‘ Process '

|dentify Test Determine Offer &
Variables CTA

Determine Timing Develop Creative

H 0 L I ST I C @ a’:rckhei?:édty
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Choose the correct success metrics as
your KPI's

Email Open
Email Click
Landing Page Bounce rate

Landing Page Clicks
ompletion
Abandonment of

HOLISTIC
EMAIL MARKETING
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In summary

* Don’t do an end-run around strategy — yes you need one and
will be more successful for it

» Start at the right place — the beginning

* Don't let technology distract you

 Adjust your mindset if needed, and apply mindset before
skillset

* Select an approach; stay consistent

- Don't "set and forget” — treat it as a fluid, living organism
constantly evolving along with your markets and audiences

» Make sure you're measuring the right thing

Y .
0 L I ST I C @ a’:rckhei?:éc'ty
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Questions?




Join the eec for Knowledge Sharing/Networking

@ Participate in Subcommittees

6 Annual Conference — Special Pricing

Free Online Resources — Global/Authentication/Accessibility Guides

Attend or Host — Webinars & Meetups

@& Contribute to eec Blog/Slack Channel

Contact Lisa or Jocelyn for more information: Lshosteck@ana.net or Jargarin@ana.net
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eec Events + Member Sign-up:

https://emailexperience.org/events
https://emailexperience.org/member-center/eec-membership-sign-
up/#join

https://www.ana.net/conference/show/id/DMAEE-APR19

EEC19 Conference + Membership
Packages Available:

It’s like getting your first year of eec
membership for free!

The State of Email Teams:
Complimentary Webinar

Thursday, March 28,2019 | 3 pm ET

Presented by: Dwight Sholes & Miles
DePaul

Dallas Meetup

Tuesday, April 9, 2019

5:30-8:30 pm CT

Hosted by Kickbox & Return Path
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https://emailexperience.org/member-center/eec-membership-sign-up/#join
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