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Hey, there!
I'mJimmy Kim
Founder & CIO of Sendlane
Why do | matter?

e Digital Marketer: Specializing in Email Marketing since 2009
e  Former Retailer: eCommerce (Shopify) and Retailer
(Brick & Mortar)
° Sendlane: Founder & CIO of the unified email, SMS, reviews
and forms marketing platform
e  ASOM: A podcast that offers four unique perspectives

foundr cLicK . T2 Techcrunch [ cheddar
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Today'’s Step by Step
Action Plan

Segmenting with the 20-60-20 Rule with MVC
(In 2 Minutes)

Driving Goals leveraging A.O.R.
(in 11 minutes)

Getting Personal via Hyper Personalization
(in 20 minutes)

Your 2024 Holiday Event Based Marketing
Roadmap (in 30 minutes)

Slide Download + FREE GIFT at End!

ELEMENT

You Forgot This!

ELEMENT

=)
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Remember:

* It's 25x times harder to acquire than to retain

* An existing customer will spend 31% more on
purchase.

* After 1 purchase: 27% will come back for a 2nd.
A 2nd time buyer is 45% likely to buy a 3rd time.
A 3rd purchase is 54% likely to buy again.

* Repeat spend 17% MORE per transaction.
(25% during holidays!)
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Segmenting with the

Rule Using MVC



Don’t Forget the Subject Line!

33% of People Open Your Email Because of it!

2 sendlane



Segmentation:

Finding the ideal customer, developing

your pool of people Segmentation

Leveraging MVC

* Understanding your MVC -
Most Valuable Customers

* Typically based on Total Spent 20

* Other ways:
° Engagement (or lack of)
° Sign Up Source (pop ups vs buyers vs abandon carts)
° Demographics (gender, age, location)
° Product Interest (category or interests)
° Purchase History (repeat)

® sendlane



Segmentl:
20% non profitable

(one time buyers & lowest CLTV)

Spending less than your average
Average Order Value (AOV), and doesn't
engage often with your emails.
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Segment 2:

(Average CLTV)

The Majority of your customers fall under this.

Happy with product, spends average AQV,
engages with your communication, and may
buy again.
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I Segment 3:

(repeat buying + highest CLTV)

Your VIP’s and your Brand Ambassadors!

These are your highest and most loyal fans.

® sendlane




The Full Picture
The 20-60-20 Rule

Understanding your MVC: Most Valuable Customers

* 20% non profitable
(one time buyers & lowest CLTV)

(Average CLTV)

(repeat buying + highest CLTV)

Every business has this split.

® sendlane




Taking it one
step further

Get more “hyper-targeted”

» Getting more granular (hyper-targeted) by using each
of those segments and breaking it down further

o

o

By product or category segment
By frequency of order/visits

* The best segments are hybrids of both CLTV and

o

o

o

o

o

Engagement (or lack of)

Sign Up Source (pop ups vs buyers vs abandon carts)
Demographics (gender, age, location)

Product Interest (category or interests)

Purchase History (repeat)
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Driving Goals Leveraging

A.O.R.
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Leveraging MVC to
for each
segment

Goal #1: Acquisition
Getting new customers with goal to make them profitable

Goal #2: Optimization
Moving customer up to the next segment

Keeping your buyers in the tier they are in

® sendlane




Acquisition: Finding the RIGHT Customers

Your goal is to acquire a customer and get them to repeat or
maximize your at cart value to become a best buyer

Having a fully defined customer onboarding strategy

WEBSITE VISITOR CONVERSION

sendlane 16



Acquisition:

A properly set up store should have...

O 0 O

Using Pop Ups or a Rock solid email Product purchase
Funnel — Coupons or copy with strong Targeted Unique Customer
Spin the wheel, Exit CTA's FOR the new communication and Journey with Goals
Intent etc potential buyer products. Brand. Story. Mission.

® sendlane



I Setting Goals for

* Experimentation Goals

° Open
° Clicks
° Revenue & Conversion

Total Clicks

3,557

Campaign

20% 0 12% o

880
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Retention to

Goal:

Keeping the user engaged with
your brand with great customer
experience throughout the time
with your brand.

Automations

Contact visits product page

6

Email sent

Automation

7

3 " S Hey Anika,
‘ o ready to take
o another look?

We've added a 15% discount Hey James!
to the products in your cart! Ready for a restock?

GotoyourCart B
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What You Should

Be

* Experiment and Test
° Subject Lines
° PreHeader
° Body
° CTA
° Timing

(o]

Sender Names

Test i@

Subject

You won't want to miss this... 4@

Preheader

Take advantage of our Summer 6

Content

5 HUGE 74
¥ g|manacp

Edit Email -

TestiED

Subject

VIP Members Save 20% Off

Preheader

Take advantage of our Summer %

Content

« Edit Email

Test i
Subject

& # save Big This Summer With 4@
Preheader

Take advantage of our Summer 4@

Content
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Ways to

a4
Cai)
1. From the initial at cart experience, to . " i
shipping, to the communications, create a J—
fully cohesive, communicative experience.
48 Hour Flash Sale

2. Share the Brand, Mission, and Story early 50% Off Our Entire Selection
and often. : -

3. Be clear and consistent.

4. Create value with every message.

® sendlane



Getting Personal via
Hyper Personalization

sendlane
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Goals to Hyper
Personalization

* Send emails with purpose

* Make them feel unique and
appreciated

* Tell them something about
themselves - a purchase, a visit,
a preference

How about a new plant?

® sendlane




Here’'s How

« Automations @

e Don’t email to email (or sms) People already get 100+ Contact visits product page
emails a day. (Unified Email + SMS is a MUST- no delays
in data!) ¢
Email sent

* Segment Further: Customer visited a page, they made
a purchase of another product, they haven't done X or |
did Y)
It’s Your Kind of Sale!
* Leverage Data. Use the data to segment your audience
to drive personalized product recommendations.

* Make them feel special. Communicate to them as they
are your ONLY customer, by sending the right message
at the right time.

® sendlane



Wrapping It Up:

* Use Segmentation. To understand
your customer.

e Acquisition. Optimization. Retention.
To have a purpose and goal.

« Hyper Personalize Your Messages.
To maximize your conversions and
create repeat buying cycles.

sendlane 25
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Your 2024 Holiday Event
Based Marketing
Nelolegglefe
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Prepare with an

* Keyword: Event

* Aneventis a single instance or behavior taking place
on a website. Personalized communications based on

behavior (or lack of).

m

2nd Event
(optional)

« Automations @

Contact visits product page

¢

Email sent

Black Friday Sale

® sendlane




The

* Memorable - Colors, Design and Feel Shop Best Sellers
* Create Brand Awareness - Education of the brand

* Revenue - Generate More & Shorten Purchase Cycle
* Trust - Build It!

* Retention - Prepare for 2nd Purchase!

® sendlane
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Pre Sell

Segments:

Current Customers
Bottom 20% MVC
Middle 60% MVC
Top 20% MVC

Subscribers - Recently
engaged/active (not in
automations)

Messaging:
Introduction

Reminder of Brand and
Mission

Why is it Special (Hype)

When it launches




Introduction Email #1

Introduction
Email #1

Segments:
Current Customers
Bottom 20% MVC
Middle 60% MVC
Top 20% MVC
Subscribers

Recent Engaged/Not in
Automation

Messaging:
Clear & Direct

Remind them about the first
email

Sell the Sizzle
Clear CTA’s

® sendlane




Introduction Introduction Introduction SMS #1
Email #1 SMS #1 Segments:

Current Customers -
DID NOT BUY

Bottom 20% MVC
Middle 60% MVC
Top 20% MVC

Subscribers -
DID NOT BUY

Recent Engaged/Not in
Automation

Messaging:
Reminder of the
introduction email
Clear CTA's

Send as EMAIL if no SMS #
is available

® sendlane




Email #1 i Education Email

Segments:

Current Customers - Recent
Active, Did not Buy

Bottom 20% MVC

Middle 60% MVC

Top 20% MVC

Subscribers - Actives only

(60 Day)

Messaging:
Sell the mission and brand

Focus on HOW or WHAT the
products do

Sell the Outcome or Benefit

® sendlane




Email #1 SMS #1

Segments:
Current Customers - Who
engaged to Email + SMS, did
not buy (of the sale)
Subscribers- Who engaged
to Email + SMS, did not buy
(of the sale)

Messaging:

Recap of the offer/sale

Give them a coupon
Give them a time frame

Send as EMAIL if no SMS # is
available

® sendlane




Introduction Introduction Closing Soon Email
Email #1 SMS #1

Segments:
Current Customers -

Closing Soon
Email

ALL (non buyers)

Recently engaged on site or
communications (window
based on company)

Subscribers -
All Engaged Only

Messaging:
Time to build urgency
Clear CLOSING/EXPIRING
Recap of Offer
Reminder of Last Chance

® sendlane




Introduction Introduction Closing 24 Hours Email
Email #1 SMS #1
Segments:
Closing Soon
Email

Engaged Customers to this
Campaign + On Site
Engaged Subscribers to this
Campaign + On Site

Closing 24

Hours Email .
Messaging:

Clear Final Call
Clear Time
Clear Offer
Clear CTA

® sendlane




Introduction Introduction 12 Hour Wa rning
Email #1 SMS #1
Segments:
Closing Soon
Email

Engaged Customers, to this
Campaign + On Site

Engaged on this email or
sms series Subscribers

Closing 24

Hours Email .
Messaging:

Warning/Fomo/last Chance

12 Hour Warning Images and
graphics
Send as EMAIL if no SMS #
is available

® sendlane




Introduction Introduction 3 Hour Wa rning
Email #1 SMS #1

Segments:

Active Customers - last 4
emails/SMS, did not
purchase

Closing Soon
Email

Subscribers - engaged last
4 email/SMS, did not
purchase

Closing 24
Hours Email

Messaging:

Direct link

Message is clear, this is last
chance. 3 Hours left!

Send as EMAIL if no SMS #
is available

® sendlane




Introduction Introduction
Email #1 SMS #1

Closing Soon
Email

Take a 24-48
Hour Break!

Closing 24
Hours Email

Close down any website changes,

coupons or popups!
TAKE A 24-48 Hour BREAK

® sendlane




Introduction Introduction Encore Email #1
Email #1 SMS #1

Segments:

Customers- Engaged with
series, did not buy + non
buyers

Closing Soon
Email

Subscribers - Engaged in
Closing 24 series did not buy

Hours Email

Messaging:

TAKE A 24-48 Hour BREAK Tell Story

Share this is the encore, truly

1last chance
Encore Email #1 Direct Sale - no tricks!

® sendlane




Email #1 SMS #1

Segments:
Active - Engaged with
Encore Email

Closing Soon
Email

Subscribers- Engaged with
Encore Email

Closing 24
Hours Email

TAKE A 24-48 Hour BREAK

Messaging:

Quick Recap

Clear terms

Clear CTA

Clear Final Chance

Send as EMAIL if no SMS #
is available

® sendlane




Email #1 SMS #1 qut chqnce
Email

Closing 24
Hours Email

Segments:
Engaged with any emaiil,
SMS, or website visit in series,
did not buy

Messaging:
Last Chance message

TAKE A 24-48 Hour BREAK Clear CTA and offering

Sell the benefit

Clear Closing/Last Email

EXPIRE all sales in a given time.

Final Call/Last Last Chance

® sendlane
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It all starts with
the message

to send at the time
to the person

42



Designinga Great Email
The 3 E's of a Great Email

2 sendlane
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The Body of a Great Email

01

Excite

Excitement. What makes them
CONTINUE to read your email.

Opening an email is
based on subject line.

02

Educate

Logic and Understanding.
Tell them the WHAT and WHY.

The more educated the buyer,
the more likely they will click!

03

Edify

ASK. Don't be vague.

Focus on your CTR and
Revenue Tracked.

® sendlane
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7 Examples of Great Emails
WITH Great Branding

2 sendlane
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BLUME

Meltdown & Stargirl—consider
them the ultin:late acne fighting
uo

I Example #1 -

Product Personalization

—_— Excitement!

B

Sell 2 productsin 1! =

After applying Meltdown to all blemish areas, spray Stargirl for a —. E d uca t IonN !

seriously nourishing effect. The combo works together to keep skin
clear-as-can-be.

— e Edify!

® sendlane



Beardbrand@

HOME PRODUCTS BEARD OIL

JEFF HAS
HIS EYE "

—_— Excitement!

ON YOUR
REWARD

] Example #2
Don't forget your well-deserved Tree

Product Personalization Ranger Beard Softener! - Education!

We can hang on to it for another 48 hours. After that, Jeff or
another beardsman might get to our limited supply.

Upsell as an accessory!

USE YOUR CODE
SMLS-DVS65

SHOP PRODUCTS

® sendlane



Example #3

Behavior Personalization

Subscription is coming up..
Add to the order!

YOUR NEXT BOX

1 item ships on 9/10.

{E EXECUTIVE CARTRIDGES 4 PK X1

TOSS MORE IN?

Add before we ship

DR. CARVER'S
SHAVE BUTTER
PRODUCTS

$8™ $10°

DR. CARVER'S CHARLIE
POST SHAVE ONE WIPE CHARLIES

$9° $4°

® sendlane

—_— Education!

—_— Excitement!




I Example #4

Behavior Personalization

Demographic: Men

Generally like similar styles
in different colors

Solution: Offer a bundle after
first purchase!

B.Y.0.B

(BUILD YOUR OWN BUNDLE & SAVE)

—_— Excitement!

Build customized bundles of 3 mix or matched items
and save on your purchase! Choose 3 of your favorite

Drop-Cuts, underwear, and even joggers! E d u CG t i O n !

BUILD YOUR BUNDLE

DROP-CUT
BUNDLE -

Edify!

DROP-CUT
L/S BUNDLE

—@ Education!

® sendlane




I Example #5

Behavior Personalization

Urgency and Timing

feather
Use Code

by Midnight Tonight! .
Don’t Miss $300 off your e Excitement!

First Month of Furniture.

Transform your space into a summery getaway. Get all
the comforts of home delivered to your door.

Take $300 off when you shop Feather chairs, sofas,

dining tables, and more for all your summertime needs. é Ed uCGtiOn!

—@ Edify!
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Example #6

The Ethical Bribe

Overload of Value:

20% off First Order
Free Shipping
4 Pack Variety Bundles

\\\\\\

—_—  EXcitement!

FREE SHIPPING

& RETURNS Edify!
R = I
ON ANY ORDER 13%

$50 OR MORE

IT'S THAT SIMPLE.

Education!

® sendlane




I Example #7

The Ethical Bribe

Immediate “First Order” Gift

<HRIvg

- MARKET -

SHOP BY DIET BEST SELLERS NEW ITEMS BLOG

FIRST ORDER EXCLUSIVE

N e —_—) i |
Choose Your Free Gift Excitement
Just for you: Scroll to pick one of

these bestsellers (up to $24 value) é E d ify I
.

Orcdors $42+, piuss FREE shipping, whie suppiies last

Califia Farms Coffee Combo

Education!

As an exclusive new-member perk, you get to choose
one of our best-selling gifts with your first order.

$24 value (@
CHOMPS
Original
Grass-Fed Beef
Snack Sticks,
10 ct

PICK THIS GIFT

® sendlane




Sell the sizzle,
nhot the steak

® sendlane

Excite: Strong attention grabbing
word!

Educate: WHAT is in the emaiil
that they NEED.

Edify: WHY should they open this
email?

53



Examples

° Introducing Our New Red Shoes!
* Flash Sale: 20% Off (Last Chance)
* Must Have Shoes For This Summer

° Find Out Why Red Shoes are hot this
summer

° Get Your Red Shoes Today, Pay Later.
* [Today Only] Free Shipping & 20% Off

* Meet Our Best Red Shoes + Free
Shipping
* 20% Off Your Sunday Shoe Needs

® sendlane




Don’t Forget the
Preview Text!

It's your “sub headline”

From Name

Subject Line

Preheader text

® sendlane

il Telstra 5 5:23pm

Primary

Kevan from Buffer
You're invited! Join us for 25 days of soci.
Email not displaying correctly? View it in y.

Garrett from CoSchedule

21 Social Media Engagement Tactics To...
Hey there, | just wanted to share the latest

Kamil from Pressly

The no-bullishit guide to building a SOLID..

The week’s best content, curated with lov...

Robert Mills

Performance driven content

Friday
A
Friday
Yo
Friday

A

Friday

Hi Aaron, Do you know how your content i...

Alex at Groove
NEW: How we doubled our email subscri...
Hi there, I'm just writing to let you know th

Jon Morrow

(New post) The Ultimate Traffic Hack: Ho...

You know what? Sometimes you have to

Dropbox

Friday
A

Thursday
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Best Practices for
Holiday 2024

® sendlane

(1
@
O
(4
(5
6/
(7
(8

The one time of the year, they EXPECT emails
Plan Early and TEST a lot

Leverage DATES and TIMES
(Don't forget to check other channels)

The more holiday centric, the stronger the results

Add Optional SMS to each flow
(Especially for the urgency messages)

Leverage Segmentation.
Don’t just hammer everyone!

Make sure you are tracking everything.
This year's learning is next year’s optimization.

Have the right TOOLS in place (No delays!)




€COMMERCE
ACADEMY

FREE GIFT

$500 Value

Email | Basics Email | Advanced

Email | Novice SMS Basics

Email | Intermediate Reviews

Use Code BFCM for 100% off
ecommerceacademy.com

Expires MIDNIGHT - September 27th




Thank you

Here’'s how to connect

X @yojimmykim

g k@sendlane.com

Sendlane will send you the SLIDES via EMAIL!

® sendlane
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