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Brand New ‘ELG’-Strategy Reveals The
Secrets To Building Lasting Customer
Loyalty At Scale

E-commerce is undergoing a MASSIVE change right now.

The current economy is creating one of the greatest e-commerce
opportunities since 2010 when Dropshipping became a “thing”.

Our customers are already taking advantage of this massive change
and we’re sharing EVERYTHING they are currently doing (including
numbers)....

In fact... the biggest brands that everyone calls “slow” are currently
laughing their way to the bank using this new ELG method that you’re
about to learn.

Meanwhile, 90% of all “fast growing” cool D2C brands are holding on
for dear life to their outdated playbooks:

* 80-90% of ad budget goes into customer acquisition

* Begging customers to buy using endless one-for-all promotions

e Use micro influencers as a “unique” tactic (like everyone else)

* Recoup losses from initial sale by blasting their list with
promotions 5x a week

e Blindly launching new product variations which only results in
heaps of unsold stock

To compete in 2024, 2025 and beyond... you need a new playbook.

And it’s exactly what you’re going to get in this workbook.
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But before we divein...

Thisis NOT a course on how to build or market an e-commerce brand.

If you have (or work at) a brand doing >€1M/year in sales or with more

than 1 000+ customers...

This is an advanced workbook that reveals the secret strategy used by
giants like Zalando, Amazon, Sephora to drive unlimited customer
loyalty and keep customers coming back again and again.

Hundreds of brands before you have already used this exact strategy to

generate millions of euros in sales.

Key terms:

First-Party Data

Information collected by a
business from its customers
through interactions on owned
platforms, such as websites, email,
or apps. Ex. “Visited pages”.

Loyalty program

A customer club that rewards
customers for repeat purchases or
other desired behaviors.

CRM

Software for organizing and
managing customer data,
including email, to enhance
communication and relationships.
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Zero-party data

Data voluntarily shared by
customers to your company, such
as preferences, intentions, and
other personal details.

Ex. “Favorite Brand = Levis”

Customer Lifetime Value

The predicted net profit attributed
to a customer throughout their
entire relationship with a business.

Retention

The ability to keep existing
customers engaged and coming
back to make more purchases in
your store.
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The ELG Strategy explained

ELG stands for “Experience-led growth”. The strategy revolves
around collecting valuable data about your customers and using that
data to create tailored and personalized interactions at every step of
the customer journey.

The thesis behind ELG is that a better customer experience will
positively impact your business growth. In fact, experience leaders

grow their revenue 2x as fast as their competitors.

Here are the 4 main pillars (or “layers”) of ELG:

o Your audience Tae
1_’:: _______________________________________________ ::‘_x
1. Build your 2. Profile your 3. Create 4, Generate
audience audience experiences retention
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Impact of a +20% increase in Customer Satisfaction

+15-25% +5-10% +20-30%
Increase in cross-sells Higher Share of Wallet  Higher engagement
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What you need

You really only need a way to make use of the data you collect. Most
brands love to talk about how data-driven they are. But in reality they
only track conversion rates and traffic trends in Google Analytics.

In our experience, most brands just lack a way to use the customer
data they already have, and a way to turn it into targeted content.

You need these two types of software:

CDP/CRM/Marketing Automation. Any software that can be used to
communicate with your audience when they’re not on your website.
It’s not uncommon for brands to use their email marketing software as
their “CRM” or “CDP” since it’s where they store all customer data.

* Emarsys
* Rule
Klaviyo

Mailchimp
Voyado

Onsite Experience Platform. This software is what you’ll use to
design, build and publish “experiences” on your website . These
platforms lets you capture first-party data with individual-level tracking
and collect zero-party data with forms and signups.

* Triggerbee (CRM Targeting: Emarsys, Rule, Klaviyo, Mailchimp and
Voyado)
e Optimonk (CRM Targeting: Klaviyo only)

Note: Make sure your Onsite Experience Platform has “CRM Targeting” so you
can sync and target your existing segments from your marketing automation
platform, when those contacts return to your website.
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https://triggerbee.com/

Most brands don’t even have a strategy to grow an owned audience
(let alone retaining them). If they do, they use a 10% welcome discount
popup or rely on new purchases to grow their email list.

“ELG” is how ELITE brands like Amazon, Zalando, and Sephora
operate. They lead with experience. As a result, Sephora reported in
2018 that more than 80% of their purchases came from existing
members.

The biggest mistake we see brands make is they communicate with
100% of their audience, in a way that is only relevant to 2-3%.

As your customers progress in their journey, different tactics should be

used.
1. Build your 2. Profile your 3. Create 4. Generate
audience audience experiences retention
G G G
] ] ]

» Email signups e Product quizzes » Recommendations o Discount reminders
o Member signups o CSAT /NPS surveys » Personal promos » Login nudges
» Welcome offers » Login nudges » “Continue shopping” e Anniversaries
« Cartabandonment « Exitintent discounts » Geo-targeting » Refer-a-friend
e VIP Access » Preference collection » Tailored USP’s » Birthday greetings
» Raffles » Behavior data insight » Saved searches » “Continue shopping”
* Gift with purchase » Web activity » Login nudges

« Interest profile areas » Anniversaries

o Purchase feedback  Gift with purchase

» Email visits

» Visitintent
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Here’s a real-life example what experience-led growth can look like:

Layer 1
Audience-building

Goal: Identify audience
Methods: Signup forms,
purchases, natural
interactions (i.e. out of
stock, pre-signup, etc.)

Layer 2
Profiling layer:

Goal: Collect data
Methods: Behavior
tracking, surveys,
competitions, quizzes

Layer 3
Experience layer:

Goal: Create habits,
begin to create loyalty
Methods: Login nudges,
reminders,
recommendations,
tailored navigation.

© TRIGGERBEE

Type: Email sign up

Trigger: After 2 pageviews

Goal: Identify visitor

Security: Email validation to ensure only
NEW customers / prospects gets a discount
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Type: Membership sign up

Trigger: After 2 pageviews or high-intent
behavior

Goal: Identify visitor

Security: Account log in validation

e N\

IATACK, PAMPRN S

Type: Out of stock notification

Trigger: On-click

Goal: Identify visitor (by making them sign up
to receive a notification)

Security: Email flow filters

/

Type: Abandoned cart sign up

Trigger: Exit intent, only in checkout

Goal: Identify visitor

Security: Email validation to ensure only
NEW customers / prospects gets a discount

Type: SEO Firewall

Trigger: Instant, embedded form

Goal: Identify visitor

Security: Email validation to ensure only
NEW customers / prospects gets a discount

Hurska du anvinda soskyddots
= ()
°
Type: Embedded product quiz

Trigger: On-click
Goal: Engage visitors and get them to submit

segment-worthy data /

Type: Embedded profile quiz

Trigger: None, instant

Goal: Capture zero-party data and engage
members

Pl o e

Type: Membership raffles
Trigger: Returning visitor
Goal: Member engagement and giving them a

reason to come back regularly

/

~

Type: Self-categorizing interest survey
Trigger: Instant
Goal: Make visitors self-submit their interests

and most important categories /

-

-

Type: Choose your device / brand / etc
Trigger: Behavior

Goal: Use product filters to let users self-
segment

/

e N\

x
Hur skulle du betygséita din kipupplevalse?

Type: CSAT Experience survey
Trigger: Post-activity or post-purchase
Goal: Get feedback on the overall experience

from specific users.

\

Du har en bonuscheek | kassanl X

Logga in for att se den

Type: Log in nudge
Trigger: Instant
Goal: Create a habit. Make returning

members log in to see their offers.

&

oo i
a harbonoet

Sedin bonus pa
mina sidor

Type: Unused discount voucher reminder
Trigger: None, instant

Goal: Remind members of things they want
to remember and build goodwill.

-

J

Type: Birthday greetings

Trigger: None, instant

Goal: Surprise and delight existing and loyal
members.

/

Pk up whee youleftoff
)., —

oe

Type: Resume shopping
Trigger: Instant
Goal: Make it easy for returning customers to

get in to “shopping mode” again. /

/

| We recommend size 31x32 Why?

|3w(nrif2w v|

I

Type: Size recommendations

Trigger: None, instant

Goal: Remove friction for returning
customers and help them make a choice.

Type: Personalized hero banners
Trigger: Embedded
Goal: Use customer data to tailor the website

based on each visitors customer profile.
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And hereis a illustrated funnel demonstrating how and where elements
of ELG is used in a funnel.

Ad —_— Website visit Members.hlp signup *Leaves site*
15% discount

Welcome email =———> Retargetingad =———> Promotion email ——> Website visit

J

Discount reminder
15% discount

Add to cart Abandoned cart email =——» Promotion email

Login nudge Login — Visits product —_

¢
Discount reminder
b o . o « - 9 H
Website visit —> “Resume shopping” —> Personalized banner —>» 15% discount
¢
Add to cart —> Membership offer in checkout —> Completes
purchase
The Blue, Green, and touch points are where ELG is involved.

Most online brands only use a static one-for-all customer journey
giving everyone the exact same experience.

But brands using the ELG strategy have an edge because they can
present content that is highly relevant to the customer and their history

with the brand.

Now, let’s dive into some examples and results from each pillar.
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Pillar 1: Continous Audience Capture

Pillar 1: Continuous audience capture

Most brands are spending millions on advertising, but make ZERO
effort to capture their visitors emails. Big mistake!

The audience-building layer is how you capture and build your 100%
owned audience (based on first- and zero-party data). Continuously
building your list means a never-ending stream of new customers.

Yes, I’'m talking about capturing emails. Building your email list or SMS
list. Simple as that. And there are COUNTLESS ways of doing it.

| Audience Building

~

13 Ways to build your owned audience
| |

@ TRIGGERBEE

Retail [ In-store

| Digital (website) ‘

A A

‘ N r A .
SEO-targeted discount code Raffles, giveaways, and In-store sign-up at the Member-exclusive sales and
landing pages sweepstakes register (in the POS system) events

Product quizzes with pre-set
recommendations

Pre-launch /VIP sale
campaigns

Back-in-stock
notifications

Browse abandonment /
abandoned cart capture

I

I

Membership-exclusive
prices

Email/SMS list signup
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Free wifi registration

Raffles, giveaways, and
sweepstakes

o

Send receipt via email
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Pillar 1: Continous Audience Capture

The SEO “Firewalling” strategy

Firewalling means stealing back traffic that belongs to you, completely
for free, and protecting your brand at the same time.

The bigger your brand is, the more companies will try to capitalize on it.
Coupon scrapers, comparison sites, deal sites...

. eeen s vo ol ¢ Here are the results for the search term
oo om0 “Adidas discount code”.

Adidas.com is nowhere to be found. It’s all

.| coupon sites and deal sites. Huge mistake.

| already know Adidas offers a 10% discount
on their site for new members. Look, here’s
the banner they use (as of Dec 2023):

JOIN AND GET 10% DISCOUNT*

45% Off adidas Promo Code | November 2023 - WIRED

@ 74,797, TLECHANGED REGISTER FOR FREE —
35 adidas n November 2023. Top adidas coupon + sales: Extra 5%

OH Exclus + Sale llems.

@ edeon
it o wireid corm 13 & Ousdoars

The search term “Adidas discount code” has an estimated search
volume of 6,900. The real volume is probably 10x higher. So Adidas is
losing customers every second. Here’s what they should do instead:

“ Publish a landing page with a title that matches the search
term exactly: “Adidas discount code”.

e Add a signup form directly under the header and offer new
signups a 10% discount code.

e Make sure the signup form has email validation to avoid
existing customers taking advantage of the discount.
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Pillar 1: Continous Audience Capture

This is exactly what our customer Bubbleroom does. They rank #1
for the search term “Bubbleroom discount” (100+ searches every
month). And by capturing the emails of HIGH INTENT visitors, they can
use Triggerbee’s software to personalize the experience upon return.

bubbleroom rabatt ®0-®NA-X L & Q Bubbleroom Discount Code
Powered by [ SURFER Here you will find cumrent discounts to use when you shop with us. Toke the opportunity to
renew your wardrobe with the season’s news, dresses and trends you don't want to be
Images Vi News Maps Books Flights Finance witheut. In addition, you will find shoes and occessories that create a parfect whole for your
hook.
About 144 000 risults (0.43 seconds)
Sponsored |
o i *
—r — — 15% on entire purchase
When you sign up for the newsletter
; JJ “
'
>
r
Goddiva - Lace Christian Koehlert - -
Bodice High Lo... - Tulle Evening... Occasion - Eni... Perry One. .. Lucinda satin..,
889,00 kr 980-kr 4 769,00 kr &5-.. 269,00 kr 599,00 kr 245,00 kr 3484
SE SE SE SE
Free shipping Free shipping 30 kr ship. +a9,00 kr ship.
By Precis By Precis By Precis By Precis By Precis
bubbleroam. se
Ptpsi v DbRTO0M 50+ Bubbl...
Bubbleroom Rabattkod — 15 % pa din forsta order & Nya ... @
426 440 [t}
e ¢30/:|[FmEehiom 15% on your first purchase!
Bubbleroom Rabattkod ger dig 15 % péa din forsta order! Se aktuella kampanjer & shoppa Sign P for newletters.
shisongens nyheter, kidinningar och trender du inte vill vara utan.
slanup
g OXPrEsSENSE N S —
hitps:rabatikoder axpressense » bu... I

If you’re a brand that doesn’t work with discounts... this works too.
Nordstroms uses “Firewalling” and they do NOT offer discounts on that
page, but they do link out to their current offers.

nordstrom discount code @6500-®041-X & & Q NORDSTROM Q, Search for products or brands Signin~  [&] Stores  [T) Purchases  [0]

Powered by [ susres

Shopping  Images  News  Videos  Maps  Books  Flights  Finance
& Holiday Gifts. Sale Women Men Kids Designer Shoes. Activewear Home Beauty Explore

About 13000

nordstrom,com et
Heps:ishon.nordstrom com s About Us. £ pons, Promations & Deals

Coupons, Promotions & Deals - Nordstrom
@ 20941

About Us Coupons, Promotions & Deals

Find a.great slection of Goupons, Promations & Deals at Nordstrom com. Top Brands. New Advertise With Us COUPONS
Trends We don't offer Nordstrom coupons for sales or discounts, You may see references to "Nordstrom Coupan "Nordstrom Coupon Code” or "Nordstrom Discount
Our Stares Cade" an other sites, but they aren't valid.
R rewimenatcom )
s et com v parctom Store Locations, Hours &
60% Off Nordstrom Coupons, Promo Cedes, Deals Events
@ 86711350 3 PROMOTION TYPES
C Future Store Openings Gifts with Purchase: Some of our maest popular promot ¥ gifts with purchase. ypically associated with a specific

Save at Nordstrom with 13 acth & fed by s, Free shi
T FU R O SRS ERS SRR brand, item or minimum order amaunt, a3 indicated on relevant pages of our site. Shop Gifts with Purchase.

offers & deals starting from 25% to 70% off for Decembar 2023! Nordstrom Rack
Buy & Save: This promation allows our customers to receive a discaunt by purchasing two or more of one item or specified group of items. Shop Buy & Save
Nordstrom Restaurants items.
wethiftcom tems.
M. com  nordssom  § Spa Nordstrom
50% Off Nordstrom COUPON CODE: (12 ACTIVE) Dec 2023
Nordstrem Local
@ 6562195 APPLYING A PROMOTION
is INSTASO" This code 8 % of. Nordstrom NYC Promation Code: Some offers iated with a specific p Promo codes will be available to you on the promotion or product details page;
How do you got 50% offat Nardstrom? simply enter the proma code during the Checkaut process to add the gift to your order, Prometion codes are not case sensitive.
Our Website Autematie: Many promotions do not require a code. The promotion will automatically be added to your order during the Checkout process.
wp WReHngRonpost com
itpa-iwaw washinglonpostcom coupans ) nordst.. § Contact Nordstrom
40% Off Nordstrom Promo Code December 2023
Frequently Asked
@ 92,478,856 Gakiibne NORDSTROM SALE EVENTS
Nordstrom Promo Gode for December 2023: Savings p to $100 off with 34 acive Nerdstrom Our best sale of the year—the Nordstrom Anniversary Sale—oceurs every July/August. This event has become legendary smong Nordstrom customers who
Goupans. Check December Deals. Coupons, & enjoy \gs on the most exciting new fall merchandise, along with plenty of stuff for summer.
— Deals We also have a Half-Yearly Sale each spring and fall. These much-anticipated events, along with three additional seasanal sales, offer great deals on clothing,
Flose (5 9% o Hesderatn Sxupon shoes, accessories and mare for men, women and kids.
Nordstrom Apps
15 tharo any Nordsirom frse shipping cods avalabie taday? v In addition to these Nordstrom sale avents, we're always adding new items to the sale area of our site. Shop sale items for women, men, kids and home.
Our Company
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Pillar 1: Continous Audience Capture

This is just one of the strategies you can use to continously build an
owned audience. Here are 12 more tactics our customers are
currently using:

1.SEO Firewalling 7. Membership acquisition
2.Product quizzes 8. Pre-launches / VIP access
3.Raffles and competitions 9. Email/SMS signups
4.Smart discounts 11. Pre-purchase surveys
5.0ut-of-stock notifications 12. Abandoned cart capture
6. Transition campaigns 13. Gamification

7.Add to favorites

Depending on how aggressive you want to be, you can use popups,
callouts or embedded html to achieve these.

Views: Views:

2.7M 2.4M ik g g m

Click-throughs: f AT e Y et Form Responses: ‘”‘MHH | b |I Ji lkl I&“ m'I

196.3K a2z 100 L 109.7K (a.52%) H I A ‘ | | “H
Membership recruitment offer to a Smart discount code signup bringing
loyalty program with a 7.2% CTR. in 100k+ new subscribers every 90 days

Total Views: Total Form Responses:

Total Views: Total Form Responses:

229K 10.2K was% 63.5K  16.5K uew)

VIP Signup converting 44% of visitors Another SEO Firewall converting 26%
into HIGH INTENT subscribers of visitors into subscribers
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Pillar 2: Audience profiling

Pillar 2: Audience profiling

Profiling your audience means collecting data about your newly
captured subscribers or members.

Usually these people are customers who are logged in, visitors from
email, or recent customers returning again.

These people can be engaged with helpful and relevant experiences,
content, and offers that 1) are relevant and 2) will give YOU first- and

zero-party data.

You need to start building customer profiles.

| Audience Profiling J

|
o~z Anatomy of a useful customer profile

| First-party data } | Zero-party data ‘
Activity & behavior p—— Personal information
Traffic sources, devices, time on page, channel - Email, phone, gender, address, sizes, pet,
engagement == birthday, family information

' i

Purchase history - Customer preferences
Average order value, purchase frequency, = - ) Favorite brands, sizes, styles, communication
lifetime value, store purchases, categories i frequency & channels, topics of interest, goals
Calculated weE Feedback
Location, time zones, customer “status”, = : : Reviews, ratings, survey responses, support

membership levels, segment contact, referrals
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Pillar 2: Audience profiling

One of the best ways to start building your customer profiles is by
quizzing them.

I’m serious. Product recommendation quizzes are a GOLDMINE.

If you want to know your customers hidden motivations and secrets...
Ask questions like “What is bothering you the most right now?”, “What
are your skincare goals?”

Offer them a tailored recommendation based on their answers, and
you’ll not only have a lot of more sales... But a GOLDMINE of data you
can use for creating content, segments, ads and more.

Product Quiz Example - Apohem

Att vilja solskydd far ansiktet kan vara svart, det ska bland annat vara ritt SPF, passa ens hudtyp och
livsstil. Gor vart test sa far du rekommenderade solskydd fran vara hudterapeutar!

Rekommenderade solskydd

Din hud behaver ett solskydd som skyddar och lugnar, men
samtidigt balanserar och later huden andas. Ett
vattenresistent solskydd med SPF 30-50 rekommenderas fér
sol och bad.

Guide: Solskydd fér ansiktet

Hur ska du anvénda solskyddet?

I
( City eller vardag ) -IlorC Sol och bad ) B

2 oz
- |
— i
-
™ | v %
(]

Apohem created an 8-step product quiz using Triggerbee’s
multi-step functionality. 15% of those who completed the quiz
went on to make a purchase.

Quizzes are great because the questions that are most helpful
will also give you insight into your customers hidden
motivations and challenges. You can use the responses to create
content, guide your marketing, and create segments.
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Pillar 2: Audience profiling

Here’s another example from Nudient who sell modern phone cases.

Instead of quizzing their users, they asked every visitor to select their
device before browsing their product category. Once a visitor selected
their preferred device, the category page was tailored to only show the
cases that fit that specific phone model.

The result? Over 80 000+ visitors selected their preferred device, and
that data was synced to their CRM if the visitor was identified.

This was a huge deal for Nudient, because it meant they could see how

many in their audience had an iPhone 12, Samsung S20+, or any other
model even if they didn’t purchase anything,.

Audience profiling example: Nudient

SELECT YOUR DEVICE

Choose your phone madel for the best possible expenience

Website visitors selected their preferred device in a popup, and
Nudient tailored the category listings based on the chosen
device.
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Pillar 2: Audience profiling

The best thing about the profiling layer?

You can show content, quizzes, and surveys to the members in your
profiling layer without ever asking them to submit their email.

How? Because software like Triggerbee remembers and recognize each
visitor. If they have submitted their email in a Triggerbee form, in the
checkout, or have clicked on an email from you... Triggerbee
remembers who they are and their browsing activity when they return
to your site.

The audience profiling layer should mostly have engagement-focused
content. You already know who those visitors are, so your main goal
should be to.

You will see EXTREMELY high clickthroughs and engagement rates.
Because the messages will be very relevant and targeted.

Total views: Total click-throughs: Views:

339K 46K wsa 106K

Click-throughs:

5.7TK (s4.02%)

Promotion reminder targeted to

returning and identified visitors. Targeted abandoned cart offer

onsite, shown to returning customers.

Views: Views:

449K , 3.1K

Click-throughs: M Click-throughs: . 1

16.5K 6.5%) . i 1.6K s0.50 A L)
Login nudge making 36% of returning Another abandoned cart offer
members log in to the members area. converting visitors into customers.
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Pillar 3: Creating experiences

The experience layer is how you activate and use the data from the
customer profile to create experiences and interactions that are
meaningful, relevant and individually tailored.

If you don’t know who your visitors are, how are you supposed to tailor
anything? How are you supposed to provide tailored product
recommendations to an anonymous visitor?

You can’t. That’s why you shouldn’t focus on personalization until you
have a customer profile. You can customize content based on location,

traffic source, and other things. But not personalize.

Create Experiences

How to create personalized experiences | @mccens::

Build an audience

Mew subscriber [ account

.

T <

From hiad 10 108

Zalando's personalized outfit recommendations
based on size feedback, favorite brands, and
previous purchases

© TRIGGERBEE

Amazon keeps you logged in to help you get
back into shepping mode by showing you which
praducts you browsed last time you visited

o

Collect data — Create Experiences
Accounts, web behavior,
purchase history, etc
- ®
Fartiitt dir du slitade Papullira erbjudanden Lngln @
= &l e —
HOOKED DEYINSLY " —
SIME I Hey! 2
=] ; 2| I Don't foaget ta log in 1o 588 your h
— & bonus & personalized offers
[ o !
1P
- FAK - =
E:..-,‘:.':...," £ 320,00 - {
| il

KICKS reminds {logged out) returning members
to log back in to see their bonuses and
personalized offers
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Pillar 3: Creating experiences

An “experience” is just an interaction with content tailored based on
your customer’s previous activity and stuff you know about them.

In reality, a lot of personalization is more or less based on segments.
True 1:1 personalization is only a bunch of dynamic tags (similar to the
ones you use in email. You know... “{FNAME}”).

Because the same principle applies to content on the website as well.

A software like Triggerbee makes it a whole lot easier as well. You don’t
have to write any code to be able to show personalized content to
different visitor segments.

-

Audience Building Audience Profiling Create Experiences Improve Retention

‘ A

[ 4 types of high-converting experiences ]

Fortsiitt dir du slutade Populira erbjudanden =
Hej!
Pick up where you lﬂl hl e T Duter s oresons Unused cn.:nupon
left off = code reminders
N pelpeq LR -
YR
L 1]
E“” o R
apo

T <
oy

- Product

. o .

Personalized bundle recommendation
suggestions quizzes

© TriIGGERBEE
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What you want to focus on in this stage is providing relevance.
Make sure that each interaction is intentional.

But you also need to consider privacy and the emotions. Go too
personal and you’re creepy. Go too broad and your message will be

perceived as generic.

The main interactions to focus on in the experience-stage are:

Reminders (personal vouchers if you have a loyalty program)
Outfit suggestions

Pick up where you left off

Nudges that motivate action (i.e. Log in nudges)

Nudges are especially important because they will help you create a

behavior.
Views:
Total views: Total click-throughs: 28K
Click-throughs:
33K 6.1K (1565 Lo
Incentive for community members to Personalized coupon code reminder
perform tasks with points as a reward. onsite, shown to logged in members.
fens Total views: Total click-throughs:
5.1K otal views: ghs:
Click-throughs: 400 1 18 29.5 I-E-"f:-:l
1.4K ps.08% '
Website birthday greeting getting 28% Another personalized coupon
of recipients to click and copy a discount reminder increasing redemption rate.
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Pillar 4: Improving retention

Pillar 4: Improving retention

The retention layer is where you keep your customers coming back and
expand your reach using your existing audience. Your retention
strategy is where you can truly gain an edge over your competitors, and
start turning customers into loyal brand ambassadors.

Unfortunately... There are no silver bullets. There is NOT one single
tactic, email template or experience that will improve your retention.

Instead, your retention rate will be affected by a combination of:
* Avg shipping times
* Browsing experience / membership experience
e Value for money / points (if you have a loyalty program)

There are however two things you need to do in the retention layer.
1. Keep your existing audience engaged

2.Use your existing audience to grow

Let’s start with number one...

Keeping your existing audience engaged

5 e X

“Refill” & Buy “We miss you” Browse Birthday
again emails emails abandonment emails
Aca, N
Co  w 1P
Retargeting Influencer Personalized Member-exclusive
ads marketing offers promotions
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Pillar 4: Improving retention

Keeping your existing audience engaged means being presentin the
channels where your audience spend most of their time (aka social).
And every time a visitor returns to your website, reminding them of
things they have forgotten. These things just needs to exist.

Use your existing audience to grow

When you have built an audience and profiled them, you are well on
your way to unlimited loyalty.

You have two choices to make when it comes to using your existing
audience to grow (and one is easier than the other).

1. Ask customers to recommend your brand to their friends
2. Spend millions over many years on branding.

The first option - Referral marketing - is definitely the easiest and

fastest way to grow. Especially since you by now have identified at least

20-30% of your website visitors.

Grow your audience with referral marketing

4 “ X\
3& ‘a:(?:" Join Anna, Benjamin, and 45,000+ others
Refer your friends, get €50 in CASH!

Give your friends a $50 discount on all orders over $199 and get
Congratulations on1year $50 in CASH when they shop with your unique link!
with us!

As a thank you, we're offering you a « Send linktoa friend
referral link to share 2 free months of

Premium with your friends.

Referral marketing is still used by brands like Spotify, Tesla, and
many more. Why? Because it works. But if you want to succeed
with it as an e-commerce brand, you need to wait to ask for a
referral until you are almost certain a customer is a TRUE loyal
ambassador.
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And that’s a wrap.

This is THE strategy to use if you want to improve your customer loyalty
and build a resilient online brand.

It’s this exact strategy that giants like Amazon, Zalando, Nordstroms
and many more use to stay ahead.

But now you may be asking yourself - how can | be sure that | actually
EXECUTE this strategy the right way?

Because it’s one thing to know a strategy...

...Butit’s an entirely different thing to actually EXECUTE that strategy.
And by this point you likely see how Experience-led growth has the
potential to add hundreds of thousands of Euros, if not millions to your
business.

So | would like to invite you to a request a demo of our software where

we show you exactly how how to boost your website conversion rates
and wow your customers with the best online shopping experience.

Request a demo Try Triggerbee FREE

View customer cases Visit triggerbee.com
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https://triggerbee.com/demo/?utm_campaign=ELG-book
https://triggerbee.com/?utm_campaign=ELG-book
https://triggerbee.com/case-studies/?utm_campaign=ELG-book
https://triggerbee.com/?utm_campaign=ELG-book

Who are we to talk about this?

Triggerbee is a SaasS (Software-as-a-service) company based in
Stockholm, Sweden. We’re a small team of 17 people, but we are
working hard to do the work of a company twice our size.

Our software is used by brands like KICKS, Bubbleroom, Maya Delorez,
Cervera, Efva Attling, J.Lindeberg, Apohem, Caia, NN07, Vita, Floyd, and
many more to personalize the website experience.

Every year we release a MASSIVE research report which involves
manually analyzing 150+ websites and scoring them based on how
good they are at using personalization. Each website is scored on more
than 45 different criteria, and we do this work ourselves.

We compile all the insights in a yearly report called “Personalization
Index”.

Thanks to the research project, we can see what the big brands are
doing. And we can see which tactics or trends shape the online
landscape year after year.

If you combine the research project we do with the communication we
have with our customers and users at a daily basis, we have a unique
insight into what’s working, and WHY things are working.

And the difference between the top 1% brands and all the othersiis...
You guessed it. Some form of ELG-approach. Whether they are aware of
it themselves, or not.



