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Executive Summary

In the age of the always-on, digitally savvy consumer, people are
constantly bombarded with marketing messages from multiple
channels and, as a result, many are tuning out. To combat this trend,
smart email marketers use different personalization strategies to
deliver relevant content to their audience and drive sustainable email
engagement. But many still struggle with the what, why, who and how
of effective email personalization.

This lookbook zooms in on best-in-class campaigns from leading
brands that illustrate different types of personalization and can help
marketers create a truly tailored customer experience.

Readers will discover:
e Various ways to personalize email communications

e What types of data marketers can use to get started

e What are the building blocks of effective email personalization
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The most commonly used types of data to personalize emails

Demographic Data
Gender | Age | Income | Residence | Presence of children | Education level

Psychographic Data
Personality traits | Interests | Lifestyle choices | Beliefs

Browse Data
Web pages visited | Browsed items | Items added to/abandoned in cart

Preference Center Data
Personal details (name, birthday, ZIP code, etc.) | Preferred type of email content | Email frequency preferences

Email Activity
Open rates | Click-through rates | Opt-in date

Real-Time Data
Local weather | Sporting events | Real-time location

Purchase Data
Purchased items | Order value | Purchase frequency



Email components that can be personalized

Subject Line
Using name, purchase history or loyalty data to enhance the relevance of a
subject line can be instrumental in getting subscribers to open.

Dynamic Content Block

Dynamic content blocks are sections within an email that dynamically
populate content and can be informed by various consumer data points in
order to optimize the recipient’s experience.

Timing

In addition to determining email content, subscriber actions and data points
can also inform the timing of an email. By timing a delivery to correspond
to specific consumer actions (opt in, recent purchase, etc.) or preference
center data (name, date of birth, etc.), marketers are essentially delivering
the right message at the right time to their audience.

Dynamic Image

Dynamic images are similar to dynamic content blocks — they use
subscribers’ demographic data, lifecycle stage or behavior to display a
visual that's most relevant to them.
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Featured Product Category

Product recommendation module displays
content tiles of product name, images, and
direct links to recently viewed products
and product recommendations.

©

Local store address

Closest in-store location as shown on a
map is based on the subscriber’s shipping
address from a previous purchase.

0 Demographic Data

Subject Line Dynamic Image
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Patagonia

Outdoor clothing company Patagonia uses gender to personalize their campaigns’ hero image, the featured product category and the call-to-action button.

Subject line Subject line
Out of the ordinary Out of the ordinary
patagonia
Hero Image - ‘W Hero Image
Male hiker Female climber

o O

The Crosstrek™ The Crosstrek™
Collection Collection
'Pflh!-:rwr-lﬂ'::;u MIMWI‘H'::;H
Mintereleimsisskiturminibirobs ot Call-to-action TR SS Ay A ak Corify Smets Call-to-action
G ey e Directly links to the men’s collection G ooy ert s Directly links to the women's collection

0 0
Men's Crosstrek™ Women's Crosstrek™
Fleece 1/4-Zip Fleece Bottoms

[T R— [T pe— [T — Wamn 1 Prrwreak T R —— Wamre 1 Craeew
Mo Rabuads =~ || s tes b || e e = [ [Twrr=—y Fiwin 1rd-Tie

Featured Product Category Featured Product Category
Men's collection (displayed via a rotating GIF image) Women's collection (displayed via a rotating GIF image)
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Dynamic Image Dynamic Content Block




Express, Inc.

As a retailer that caters primarily to young men and women, Express differentiates its brand by offering quality fashion-forward pieces suited for every occasion.

While all of their campaigns share a sleek and modern look, their copy and imagery change based on their audience’s gender.

-

Subject line
Personalized to appeal to female
subscribers.

O

Hero Image and Copy

L

Female version of the ‘suit’ — a.k.a.
‘the jJumpsuit.

O

Featured Product Category
a large selection of jumpsuits with
trendy cuts and colors.

O

0 Demographic Data Subject Line

It's jJumpsuit season! Time to find yours...

Dynamic Image

OF S shoulder Lo, B bl Sieped, Wil 5 Mo of your fawe. | View: Wiah Versaon

EXPRESS wen women sae

Jumpsuit
season is here.
Cuestion is...
which one
suits you?

Dynamic Content Block

When in doubt,
wear the blue suit
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TIE IT TOGETHER
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Subject line
Personalized to attract male subscribers.

O

Hero Image and Copy
A sharp and versatile blue suit.

O

Featured Product Category

Nine takes on the classic blue suit helps
communicate the variety of styles. Highlighting
complementary items like ties at a discount is
a great way to drive additional revenue.

O

TIE IT TOGETHER

Subtle florals just-in for spring.

All Ties
Buy 1, Get T 50% Off

SHOP ALL TIES »
£ nriudies Chsarancea.
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West Marine

For their welcome emails, boating and fishing supply retailer West Marine uses their audience’s psychographic preferences to target different segments of life-on-the-water enthusiasts.

Subject line
Subscribers who do not own a boat
receive a default welcome email
with the first name personalization
included.

-
L

Hero Image
Default image for non boat owners.

Timing
Welcome emails are sent several

minutes after each subscriber opt-in.

Preference Center Data Subject Line

Welcome Aboard Alexis!

2 West Marine

Alexis, welcome to West Marine! We're
glad you're here.

Thank you for raking W Matne i it of your sewl shverure,

Char sl 1 b Pueip et Probion The serit ol yout e o The water, Thit's why we'se got

S0t Ereat LHIngs Comng your wiry!

Ten and dacowrh on Amrin pbout The produch inborreat.on sbout
o bl e ke i b o il i e

W

MCRE FROM WEST MARINE

WEST ADVANTAGE REWARDS"

i rerrbege, e inleee bl b dn e b
deanoasnis b spaciod offers. Thacee froen Gold o0 Sl
epmibsrthia.

WEST ADVISORS

Fired mupsert dstuice anliae or in peron, tips and do-B-
yoeerpid progecey S Ward Avivar by, Lk thes
I'“ puE o finfirg ha b Lig el

o BULEFUTURE"

W' commitied 50 holptg JuppodL yuth on d
sl Tht ity i1 Desth SeCriational and
O] farflts, Paiging e e s st il b

Welcome Aboard Lisa: The Wind is With Us... :l—

2 WestMarine

Lisa, welcome to West Marine! We're
glad you're here.

Welcome Aboard Kevin: Full Speed Ahead!

£ West Marine

Kevin, welcome to West Marine!
We're glad you're here.

Timing Dynamic Content Block

Subject line

Sailboat enthusiasts receive a
welcome greeting that includes first
name personalization and identifies
their interest in sailing.

Hero Image
People on a sail boat.

Subject line

Power and fishing boat lovers receive
a welcome message that includes first
name personalization and references
their boat's speed.

Hero Image
A family enjoying their powerboat.
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Community Coffee

Community Coffee is the largest family-owned and operated coffee roasting company in the country. The brand stays connected with their audience by tailoring their product
recommendations based on psychographic data like favorite beverage and coffee-related interests.

Subject line
Your Perfect Blend

Subject line
Your Perfect Blend

<

JUST FOR YOU

A peleciion of Brews and biends, Baved on mvarylhlsg we

know about you

S@fﬂﬁﬁ

LCROTSAAMS BLERT EVANCILINE BLLND ™ POUSOLATS. BLDAD
IL:-I' ROW BT WDW | BUN WOW |

LCRATURE BLEWD ERAEET WD [EuPe ELTY HE L]

BT ROW BUT RDW BUT HOW |
|

MOCH| MADMESS

Lipaim horw $o b therias
e it Rivali

SEE THE BEEIPR

wiERETAEE auaLITy Giwing BALE FRGBUETS

00000

—— Featured Product Category
Recommendations highlight a
variety of tea blends that match
subscribers’ preference of both
coffee and tea.

Preference Center Data

Dynamic Content Block

<

JUST FOR YOU

A peleciion of Brewn and biends, Baved o mvarylhlag we

know about you

SCRATURE BLEND HIAE BLERD BEEALIARE By

MUY NOW BUY HDW BUY MOW

— II
= '““"ﬁ &h
=

RCRRL T R T WD THA PO RETIT LACK, TEE ORI i T CEITR TILA

ot wew Wur WD || BUT MOW |

COLD 15 THE NEW
HOT

Doy delicioun oold brew in
Ihecemiort ol your ows
ewvie with DL s
Commenitg* Cold Brew
Loffer

BEGIM YOUR
BREW

—— Featured Product Category
Recommendations highlight
specific coffee blends that match
a subscribers’ preferred brewing
method and taste.
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West EIm

West Elm’s browse abandon emails prominently display a discount offer designed to incentivize a purchase.

Subject line [ We noticed you noticing us...

The short subject line specifically S

references the relevance of the email. e Local store

e west elm Based on a subscriber’s shipping address from previous
o> o i purchases, the email displays their local store.

THANKS FOR
WVISIT YOUR LOCAL STORE
Eome Barh fie annlher liak Betio 06 seld il

Chbeage « Linstodn Park, Chilcage, 1L

RET IT RDW =

Hero Image wepet plm

Showcases an image of the product
. . - category the subscriber browsed on
These emails typically highlight

her most recent website visit.
products that a site visitor browsed
but didn't add to his shopping cart @
or items that are similar to the
ones he browsed. Browse abandon
communications aim to remind
subscribers of what piqued their
interest and nudge them toward
making a purchase. To the right are
some great examples from West
Elm and Williams Sonoma.

Picks For You

Featured Product Category
Items viewed by the subscriber as well as similar products
that match her recent browsing activity.

@0

Timing

Browse abandon emails are sent the
day after a site visitor browses West
Elm’'s site.

@0

Browse Data e Purchase Data e Subject Line 6 Dynamic Image @ Timing 0 Dynamic Content Block pg. 11




Williams Sonoma

Sister brand Williams Sonoma illustrates another approach to reminding recent site visitors of products they browsed. The brand utilizes dynamic content blocks within their standard
marketing messages. This tactic makes Williams Sonoma’s standard, everyday campaigns that much more relevant and engaging because they feature items that have piqued

subscribers’ interest.

Subject line

Introducing... Buy Online, Pick Up in Store—Skip the Lines!

Your Holcey Shoppeg st Gol Esser - Shop hos | Find a Siore | Ve small wilh images

WILLIAMS
SONOMA

CALAFDEMNIA

SHDP MEW | BALE | FIND A& STORE

. —
YQUR HOLIDAY SHOPPING
JUST GOT A LITTLE BIT EASIER..

'BUY ! PICKUP|
ONLINE 7 IN STORE.

SKIP THE LIMES!
ENJOY SAME-DAT PICK UP1

I
BUY ONLINE + PICK UP IN STORE

FOR THAT FEELING WHEMN...

You remember Lo
thaw the bird, but
lorzol the roasler,

Browse Data e Purchase Data

WELLIANMS
SPARA

2 D_D‘.'D.

Dynamic Content Block

Forna Toscang Mangheriis Do
Puya Oven

Pizrena Proni Ouldoor Piihs Cheen

Birscrism Pars Chves el Corigry Crusd "urrs Misker wilh
Willuame: Tonoma Porra g Conihonk

Come See Us In Store

Linsada Park,
1550 W Frsmont S1, Chasage, IL B2
LiForo Ll k]
e T -

Oep- i

+ Tachrigus Tl Apr 37 - rmtard Pot 101 Dassureg heom Mo Paisa
+ o et Mgy . Sewwan Ui {laeien e Fabie 30 reduion @ ooy o Bemeaiee Giefy Ciriie b Tallim

+ Comibewoh Oty Ao 11 - Clcia's Maly - B0 paw poeser irchoten o ooy of Okaca's Ry

Featured Product Category

Product recommendation module displays
content tiles of product name, images and
direct links to recently viewed products
and product recommendations.

Local store address

Closest in-store location as shown on a
map is based on the subscriber’s shipping
address from a previous purchase.
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Loft

Loft's approach to converting cart abandoners into purchasers employs two emotions that are powerful action drivers - scarcity and urgency.

Subject line [ We'd hate for you to miss out...

The direct, first-person language aims to
drive action by subtly invoking FOMO (fear

of missing out). LO FT

e MEW ARRIVALS | BMOST LOVED LODKS | PETITES | SALE | [ElelAsETe]o="

saln. (Thropgh 12.26!) Take n peok »

ABANDONED
CART

Main copy
Email is sent a day after a visitor leaves

items in their cart unpurchased. Concise,
to-the-point copy urges cart abandoners
to complete the checkout process before
items in their carts sell out.

Your cart’s about to expire.
Checkout now before
your favorites are gone.

Abandoned cart emails are
particularly effective because they
target subscribers with the highest @
intent to purchase. With an open g

rate that is twice as high as that

of regular emails, this triggered

message is a must. The campaign

examples from Loft and Native

Remedies show two great tactics OO0 0 0 APPLY FOR ALOVELOFT CREON cas » [

for converting cart abandoners into
purchasers.

CHECKOUT NOW »

SEE MY ITEMS »

ETORE LOCATOR CUSTOMER SERVICE EMAILUS LOFT CARD PRIVACY UMNSUBSCRIBE

SENT FROM LOFT, T TIMES SQUARE. NEW YORK, NY 10034

IZ1) Browse Data e Subject Line @ Timing pg. 13




Native Remedies

Similar to Loft's abandoned cart email, this message from health and wellness online retailer Native Remedies, also banks on urgency to drive action. But instead of hinting at
product scarcity, the health brand offers two limited-time incentives to motivate cart abandoners to complete their purchase.

Subject line [ Your Cart Expires Soon

Urgent and to-the-point in explicitly

referencing abandoned items in 190 O ard Foes St Enia Bt || Vi P Sa it
subscribers’ carts. ﬂﬂnwaﬂ@ve

Q@0

" Your Shopping A

! Hero copy
Cart Expires | *

Email is sent several days after a site visitor leaves items in their

Soon! cart unpurchased. The pressing tone, corresponding clock imagery
el bt and double offer (15 percent discount plus free shipping) imply a

rare limited-time incentive for subscribers to purchase.

%
15 OFF e

|+ FREE SHIPPING

Lifeguard Goose
Outiit

T e et Bk i 0l Wi
EFEG OF Ive By GuEsTons,
pheariay el s 8 1-B00-583-1734

Wi hopes & ey o sgain wocr

We Wih You Good Health, |
Naturally!
et Promotional Code
= To vecolvs acvertiend spocisl, bo sro the prorotionss | 70648202101
code appears in the shopping cart.
Promotional Code Promotion code
e e i AR T Auto-generated code is unique to the specific subscriber.

@0

IZ1)  Browse Data @ Timing e Subject Line 0 Dynamic Content Block pg. 14
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Lands’ End

For their Christmas emails, Lands’ End elevated their first name personalization game through beautiful, design-forward email components.

PN Subject line
Deck the halls with 30% off home

THE HOLIDAY SHOP
IS NOW OPEN!

Get free personalization on all needlepoint steckings and find
everything you need to deck the halls, from greenery to tabletop décor.

FIRST
NAME

Hero copy

Seeing their name monogrammed onto a
beautiful Christmas stocking delivers a wow
factor to subscribers and helps them connect
to the featured product.

-

Name is arguably the easiest data
point for brands to collect. That's
why first name personalization in
email body has become fundamental.
To breathe new life into this type

of personalization, brands can use
subscribers’ names in their subject
lines or implement sophisticated
design tactics to stand out.

SET A FESTIVE MOOD

All you need to prep your home (and tummy) for holiday merriment.

1) Browse Data Dynamic Content Block pg. 16




TD Ameritrade

Monthly newsletters for Td Ameritrade typically feature content based on a subscriber’s investor profile. This version covered retirement planning - a topic of great interest to
clients with a profile of private long-term investors.

Subject line r John, are you taking the right steps to
Using the recipient’s first name to L plan for retirement?
ask a question before they even open
an email instantly builds rapport T e e s s
and sets the stage for a one-to-one Rasiemment Planning * Long-Ten Investing * Weing a Wil
conversation.

i3] Ameritrade a—

Dietabar 2017

Employer-Sponsored Retirement
Savings: Take Advantage Early

Hero image and copy

Both header and image convey the value and usefulness
of email content as it relates to account holders who are
investing for retirement.

1 your job ofiers an empicye-sponscred reSroment pian, it can pay o
inke advanéage of i, Leam about the various Types of plans, why you

=hould consider a plan o contribule as eardy and &8 much as possibla,
ind how you shauld detarming your monthly contrbutions.

Read mom

Know the Ropes of Long-Term Investing

i

Browse Data Subject Line pg. 17



BIRTHDAY

Birthday emails are effective
because they acknowledge and
celebrate a subscriber’s personal
milestone — be it with a discount,
special gift or just a fun postcard-
style email.

Huggies

Huggies sends a reminder to prompt subscribers to start planning for their child’s first birthday. Fun visuals and copy are complemented by a
coupon offer to save on a product purchase.

Timing

Birthday planning reminder
emails are sent several days
before a child’s birthday.

@ 0o

Subject line

Happy 1st Birthday from Huggies®!

frosting!

@Y S50 wild

Why Huggies?  Coupons  Rewads  Buy How

Your baby's first birinday s jusi around the comer. Time for cake, frosting
and Nstuis of fun! Belore the festivities stan. get ready win & coupon 1o
Save 0N yOUT nésd HUQQIES® wipes purchase They'ne (real for faces
fingpers, edbows, bedfytutions and all the obher places you'll be finaing

REWARDS

C BUY PUGOIE S8 OMNL L )

0 Dynamic Content Block

Hero image

Derived from subscribers’ preference
center data, the hero copy acknowledges
an upcoming first birthday for the
subscriber’s child.

@0
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Southwest

In keeping with the brand’s quirky yet friendly voice, Southwest’s birthday email recognizes subscribers’ special day with playful copy and imagery. The message’s mysterious

call-to-action invites subscribers to ‘start the party.”*

Subject line r Alexandria, we're taking your birthday to new heights.
First name personalization in the I—
subject line immediately captures the

. , . HI Adomandria 2,889 peints | FRS 59243708
subscriber’s attention. B !

Southwest®
Rapid Rewards

Book MNow | Redesm | Buy Pointa

Timing
Birthday emails are sent on the
month of a subscriber’s birthday.

p ]

Alexandria,

what's a party without music?

s your birthday, so the Rapld Resards Team is throwing a cns=of-a-kind party at 35,000
fadl in your Banor And wa'vs imitsd our Rands Judah & Eha Lisn b5 T it up, Wiy up

Start the party

Fapid Rowsards Conmegt with us Mohila app

Reward Flight Tacker ¢ © Q@ Q@ O ®© []

Wiihiere will poarts (aios you'?
UoUTwL Cm Hiipsd Rawards Lredd Cadd | Uiidate Fraferences | Vs 8 offo’s | Privecy | Lanisd Ua
T mrrrard oo i o e m oy an memets b g wmefe i i, P i
ot i L By I Lo Py i) L 15 R S el P Lt LA
T P, AL R L

A Fned Pt N

Browse Data Subject Line Dynamic Content Block Timing

Member loyalty details
provides a personalized snapshot of the subscriber’s
loyalty status.

Hi Alexandria 2669 points | RR# 451243796

*Spoiler alert

As a reward for clicking on the call-to-action button, a
video recording depicting a lively ‘in the air’ birthday
party celebration pops up. It includes a rendition of the
birthday song by a mystery band along with the airline’s
cabin crew and passengers.

pg. 19
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ANNIVERSARY

Anniversary emails celebrate a
milestone in a brand’s history or its
relationship with a subscriber. They
typically showcase content informed
by each subscriber’s interactions
with a brand over a specific
timeframe. In these anniversary
campaign examples from theSkimm
and Zappos, both brands express
gratitude and make consumers feel
appreciated.

TheSkimm

TheSkimm's b-year anniversary email starts by highlighting the brand’s milestone but the meat of the content focuses on each subscriber and her
relationship with the brand over time. Various animated GIFs emphasize the data and make the email stand out.

Subject line
Birthday suit, on

theSkimm

| Th=d
It's a big week for us at theSkimm. We're
turning 5.

Jhnd g ong of our besl Subscribers, W Wk 1D TR0 TS T 10
oninerals mrwd mwy thank yoo. Thank you for weking us with ue. You'm o
i el o Bkisveni BRady. Hisde's wheati l &1 dlsitid..

-4y
U L O LSO A oL
Feb 26, 2015
Tled Madis W el mdom Ul SSEete 5! lnd we neve Rogied the
OITVETE. YOU TR ‘WisC DT .

[{{

546

Wt i i 10 A e Lot I i Sl Bl T it

546

‘eve gl & e O Tevee LOgEtTr, VR Sk P Tl b Gl

Wr're Triniking Thin Pt Seen 25 9oad For yow i ity Desn for i And il
e wanl fof G Brthelny Bl et 15 ahare Thi Socnm wil oo e

Thin wibsk, whih YU s UeSkErm ywou Sl Brederty. AN ek
s (al's youl ane getting cash money or sigring friends ) far
1 Skimm,

Ty, you o b one ol 5 people wioning SLOD0 ¥ you gt o one
pirmoniia sige up. Cne sgnug e eniny e win, And il carties over ol
wosk. Even for @ shol ol 818,000 om Fridey,

@ Email Activity 0 Dynamic Content Block

Main Copy

Informed by each subscriber’s history of
email behavior, including sign up date and
number of opens.

00
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> Zappos

The online retailer treats their subscribers’ anniversary as an opportunity to get more personal. The brand uses humor to make subscribers feel like they are a part of the family.

Subject line
It's Your Zappos Family Anniversary!

Thisted Ao irtateiig wolh sl VAR 108 TAT Bhcat wita DROOOE 0 Wty el e T o0 Seaiir

247 Cumtomar Servioe 1-0TT-513-TiZ8

Zopgos 365 |FREE | 24/7

WEGASSTRONG DAY RETURKE SHIFPING BOTH WAYS CUBTOMER SEAYICE

HEW ARRIVALS CLEARANCE

| 51 1 Hero Copy and Image

l Z.__s; 1 Personalized to celebrate the opt-in
: i | anniversary of each subscriber.
. OH, HI THERE... : @

' We heard it's your |

! Zappos anniversary. |

! So Happy Anniversary |\

! and stuff! | ]

|

. LOVE, :

I Us '

! |

@ Email Activity Timing pg. 22



ACTIVATIONS

Activation messages use email
activity to target subscribers who
have opted into a brand’s database
within the last 90 days but have not
interacted with the emails they've
received. By creating an onboarding
experience that addresses this
consumer behavior and is designed
to reverse it, activation emails help
motivate lapsed subscribers to
re-engage. The following examples
illustrate two approaches to
activation programs that marketers
can use.

Blue Apron

Meal-kit subscription service Blue Apron targets early inactive subscribers with a value driven email highlighting the quality and

care that goes into each Kit.

A. Standard program email

Subject line
A brighter take on weeknight
chicken—save $40

L1

MEDITERRANEAM MOMENT

Fres mmen nmmted e w—hen i et e
b i e e b 8 s e E e
e b g e e gy e b

B. Activation program email

Subject line
How about free meals

R =
D_'u:] You Know? . : :
__ CONVENIENT
DELIVERY
1"’1 A Car 5l‘:|F: tl‘ll." ll:l".':':}' I:] 1S

because we offer free nation-
wide L‘]E‘|:w|:r:.' WY week from

Monda}- - Sun-da:.r.

2

CONVERIDNT
DELIVERY

Main Content

In a creative departure from meal suggestion emails of their
standard program (example A), the activation themed content
(example B), specifically customized to emphasize added
benefits, aims to motivate recent subscribers to convert.

006
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@ Sperry
Informed by email engagement and purchase data, this activation message from Sperry is sent exclusively to an audience group of recent email subscribers who have been
active for some time but have not purchased.

Subject line
Get a $20 e-Gift card with your next purchase!

SPERRY ©

WOMEN MEN CLOTHING  SALE  CUSTOM

i Y e A FEW REASONS TO SHOP SPERRY.COM

. Shup the largest ossortment ﬂlr SP!II'}L

» Online exclusives & limited edition products
you won't find anywhere else

+ New arrivals every month

An exclusive birthdoy offer

. SOMETHING TO GET
YOU STARTED

Just far yeu.

$20 E-GIFT CARD

with your first purchose
of 100+

SFL'r.i-:rf access to sales & email 5ubscr5her—nn.‘r oﬂ’ers

-

Extended sizes & widths, from narrow to wide

Hero image and copy

A FEW REASONS TO SHOP SPERRY.COM Email content is tailored to nudge already engaged subscribers towards
+ Shop the largest cusartment of Sperey a purchase. It acknowledges the subscriber’s interest in the brand and
» Online exclusives & limited edition products addresses the streak of not purchasing with a sizeable gift card offer and

you woa't find snywhere else extensive list of benefits that Sperry.com shoppers enjoy.
+ New nrnwh ey manth

+ An exclusive Birthday offer @

+ Special acoris to soles & emodl subscriber-anly affers

+ Extended sires & widths, from norrow to wide

@ Email Activity Timing pg. 24



REACTIVATION

Marketers use email activity to
inform reactivation campaigns,
designed to re-engage subscribers
who have been inactive in some
time, but have not unsubscribed.
Reactivation messages typically
employ playful tone and eye-
popping design to call out the
subscriber’s inactivity. Their goal
often is not to necessarily drive
sales but instead to encourage
subscribers to update their
preferences, submit feedback,

or indicate that they still want to
receive brand communications.
Philosophy provides a great
example of a reactivation series.

Philosophy

Instead of a single message, Philosophy created a reactivation series to seize different opportunities to re-engage email
subscribers at various points in their tenure and activity. Each subsequent message advertises a larger discount for shoppers,
thus making the incentive harder and harder to turn down.

Subject line Subject line
Enjoy 30% off, we miss you 40% off! we miss you

I vhilose ri"||‘|_‘.'

philosophy

s because .
long tlme? —— Copy and offer W€ IT11SS You

no see... Sent to subscribers who have recently eniov 40% lb‘ff
come back and enjoy 30% off become inactive, this email’s friendly o m{ﬁfmmc_simwidu
vour next purchase. tone and 30% offer serve as key ' code: metabavon
conversion drivers. m

@ @ o . e et AP A i Y.
K

Copy and offer
Sent to subscribers who have been
inactive for a while, this email delivers
even shorter copy, emphasizing the
brand’'s sentiment and an even more
generous win-back offer.

oocome9

- g o CUStOmcr care
cuskomer care L8000, B4R 10 51 pehilimecgebypca oot rime oo
1400, SN 5D phikinegiyoacsBooyan sim " 1

ilosaphers
in i oo e =
T et L TR T il Rt Jir o g
B froe sawmplei with wenry phier A frow iirgrlas wislh wvery ivde il Ty e gl ooy i o B o oy

ety LRRATL wre mCDOUWT DA e DrpRl Bithbd TRAATE dis WO00a8 " SHATal  SAFED

philosophy: sheence makes the heart grow fosder. phibosophy: dwerce makes the heart grow fonder.
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Animoto

Cloud-based video creation service, Animoto uses a simple and straightforward message to prompt inactive subscribers to update their email preferences.

'~

Copy and image
Sent to subscribers who have not opened
an email for up to a year, both header and
visuals clearly and quickly communicates
the brand'’s intent to reconnect.

006

Subject line
Did you still want to hear from us?

It's been awhile

Did you =till want to hear from us?

'Wa want o ansuno thal you conlinis 1o recahs contant
fram Animoto thal's interesting and rebevant to you. B you'd
hmmmnﬂ.p}ﬂm taka a momen o choose
which typas of communications you'd Bk ta recaive in cur
email praferance canler,

‘ W osd et Wil i reoRE S T, o G il enchecE B boa Sobacrite
%, 10l ey ] e C8CE Sen

WY VIDEODE  ACCOUNT FRICING REFER & FREEMD  HELF

. T S

Thha 1 BOCO 11 LGN VU ST rplerenin e .8 DT

B

BLOG

ST T TR TS TS TS S T TR T

UPDATE EMAIL PREFERENCES

if you dont want to receive our emails, you can just uncheck the box Subscribe
to all emaile and then click Save.

Call-to-action (CTA)
The prominent CTA button conveys the single action requested
and links directly to the brand’s preference center.
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NFL Shop

With the help of preference center data, the NFL Shop deploys relevant and timely messages for fans of each NFL team.

Q Real-time Data

Preference Center Data Subject Line

Subject line

It captures subscribers’ attention with the
mention of their home team’s victory and
communicates urgency with the one-day

only flash sale

&

Timing

The brand uses preference center data to
determine a subscriber’s preferred NFL
team. They then use that information to
send subscribers post-win special offers to

capitalize on the excitement and drive sales.

&

-
_

Dynamic Content Block

A Cowboys Win Calls for Savings up to
25% Off!l - Today Only!

ﬁ NFL SHOP
WF R oM
4"F Fonatics Experience

SHOP BY TEAM

FEATURED

PICKS FOR THE WIN

Pl £3oE [T Ty g, 1358
Bt Price: 30099 BEs Pris: 100 B Prive: EHLAW

phbif,
WBETE l

s s’

Roasiguior - 338 88
Sale Price: $29.99

Featured product category
Informed by the subscriber’s
favorite team.
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Dunkin Donuts

Members of Dunkin Donuts’ loyalty program enjoy frequent email offers triggered by events in their location.

Subject line [ Hey, Kyle. When the Bears win...you win!’
Includes two points of personalization — the

subscriber’s name and his home team - and T
hints at a surprise gift. o s S ieaing this emet yiea Eanine

THE BEARS

WON!
Get excited foothall fans! When the Bears win, you win. Gat a FREE Medium Hot Coffes
today because the Bears won yesterday. Pay with your enrolied DD Card™ and you're 3l set
o Baz

Timing

Similar to the NFL Shop, Dunkin Donuts
uses preference center data to determine

a subscriber’s local NFL team, enabling the
brand to deliver member offers the day after
the team wins.

&

Hero image and copy

Emphasize the subscriber’s reward as a result
of being a loyalty member and providing his
favorite NFL team.

Q Real-time Data Preference Center Data Subject Line Dynamic Content Block pg. 29



GrubHub

When the temperature drops or when it starts pouring, food delivery orders spike. GrubHub capitalizes on this trend by using location-based weather triggers to send
personalized messages to various micro-segments of subscribers, thus creating demand and ensuring the brand stays top-of-mind.

Hey, just dropping in about the rainy weather _I Subject line ¢ Today's forecast: Staying in and ordering out

Don’t worry,
our bags are

waterproof.

Bright idea for a rainy day: stay dry and order in.
We'll bring the best food in town right to you.

It's raaaaaaaaining,

Don't take a raincheck on delicious food.
Order your favorites and stay put. We'll bring them to

you.

Order now

Q Real-time Data

Subject Line

Dynamic Content Block

Dynamic Image

Language that addresses weather conditions
currently affecting the target audience makes
the subject line highly relevant.

®

[ ]

Hero image and copy
All three versions are dynamically
populated with content that addresses the
specific weather conditions a subscriber is
experiencing in her area.

&

Timing

GRUBHUB

The weather

outside is frlghtful E- 0

When it comes to food delivery, snow time is go lime.
So order the food you're craving now, and we’ll take
care of the rest.

Timing

Prompted by weather changes in a specific area,
GrubHub typically deploys the email on the day of
expected bad weather.

®
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Walgreens

Walgreens sends a personal thank you note, triggered only by an in-store vitamin purchase.

- N

. | |7
Subject line Erin, your vitamin purchase is helping
$ » First name personalization L children around the world
D —— — ol m

immediately followed by a
reference to the purchased item.

06

Your vitamin purchase is .
o 5 Hero image and copy

ThankYgu MAKING A The copy and image focuses on an uplifting

{

PURCHASE
CONFIRMATION

L DIFFERENCE story so recipients feel personally invested

and remain loyal to the brand.

Savvy marketers know understand
the importance of a proper 'thank
you. Instead of sending a plain
text email that resembles a paper
receipt, more and more brands are
choosing to highlight the impact of
shopping with the brand and frame When you buy vitamins at Walgreens, you

their customers as activists who are help provide life-changing vitamins to
. undermaourished children around the world
helping a cause.

Cristian lives in the high-altitude Peruvian
Andes, whare he receivas vitamins that
provide the critical nutrients he needs to
grow and develop. See how we're changing
livas everywhera.

See the change

Preference Center Data e Purchase Data e Subject Line @ Timing pg. 32




West EIm

West Elm provides another great campaign example, this time for their heartfelt thank you note.

Local store address

Subject line

Wanna see the power of your purchase?

Using a subscriber’s previous purchase, the

email includes t

he closest store to the customer’s

shipping address.

Jacksanville

VISIT YOUR LOGCAL STORE

= 8t Johns Town Center, Jacksonvills, FL

Hero image and copy

Prompted by a recent online purchase, the thank
you email not only shows gratitude but also
addresses the customer as a change agent for
sustainably sourced products.

e Purchase Data

Subject Line Timing

WENT V0N LODAL WA
M B e Toes Ceme o e fL

west elm

THE POWER OF YOUR

purchase

Wa'd ioew Mo el you 0DCul wivol's

msnrbomi Bo us - how youf purchose

maker o poalkive lmpach In the waorld

LODK FOR THESE ICONS QMLINE - IN
ATORES TO SHOP FOR CHANGE!

Owsomunn ) s taas

(7 A AR R

Q0L O oo

SHOF FOR CHAMGE

| u LEARN MORE ABOUT THE POWER OF YOUR PURCHASE

() nanpcrarten

MY [EELErYE

J RS TAIN ALY
S souRiED

e B bw L T2 0
Savings ey OF Mgrdors

Picks For You

Mlm
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Ulta

Ulta uses a subscriber’s recent purchase to request feedback about its products and engage with the consumers on social media.

Subject line [ Alexandria, did you love it? Do tell!

Includes first name personalization and a
reference to the subscriber’s action that
prompted the email.

LA

s AL

PAN
N
PRODUCT
REVIEW/CUSTOMER

FANDUS  FRAGHANCE BUNCARS  malCaRl  BAUTY 00
‘ e F L] 1
0 ks

g. g’ 15 1T LOVE? DO SHARE.

RATE REVIEW

FEEDBACK T
REQU ESTS The brand deploys message two weeks after B r— —
the subscriber’s purchase date, to allow time = hﬁﬁ"‘é ::mem“w
for consistent usage before the review. (L H.._..:':.JL
~ =
@ k“""l—-;-—"""'
Brands can use a purchase to get T
customer feedback on the purchase _q% L Featured Product Cat
process or the quality of their —— ESEET0R eatured Froduct Lategory
oroducts, B The message features images apd
links of the products the subscriber

purchased most recently.

A&mggu;&?ﬁ?” OFF! e 0 @

Twet o IPsfagram a phota win Multabesety. Or upicad
8 ERELE froen pons comEute, Facebots of Imtaram

VIl GALLERTY & WPuGADs

o MSTFings (Beaitl
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Home Depot

Using purchase history, Home Depot sends requests for feedback about the online shopping experience.

Subject line
Please Give Feedback on Your Experience at homedepot.com

Wie'd M R0 know about your expariances with your homedapal.com onder

@ Maore saving.
Mare doing: Wiew oa i page

Hero image and copy
Emphasizing the importance of customer
satisfaction is an excellent way to drive
response and identify any gaps in the brand’s
purchase process.

Dear Valued Customer,

Thank you for choosing The Home Depot! We hope your recenl purchase is
everything you wanted it to ba and your shopping experience was excellent. We
want o maka sure all our customers are compledaly satisfied.

Ploase take just a few minutes to complete our bref survey. Thank you in advance
for your time,

START HERE »

MOBLE [ ] LocaL [mil speclals M CREDIT ==&

e Purchase Data Timing

Timing
Deployed soon after a subscriber completes an online

purchase (while the purchase process is still top-of-mind).
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CROSS-SELL/
UP-SELL
CAMPAIGNS

Cross and up-sell campaigns
are typically part of a post-
purchase marketing program
that uses purchase history to
provide personalized product
recommendations and offer
incentives to recent buyers to

encourage them to purchase again.

Gap

Instead of widely used incentives such as percent or dollar off, Gap rewards recent buyers with store credit.

Subject line
The first name personalization makes
the subject line look like a personal
note to the recipient.

06

Preference Center Data e Purchase Data

—
L

e Subject Line

Erin, you've earned $25 in GapCash. Congrats!

R

Women  GapFit  Makemity Men Gids  Boys  Toddler | Baby

Congrats!
You've earned

$25
GAPCASH

to spend on your
purchase of $50 or more.!

Spend from 9/13-9/18.

Online:
Use PYGX1JHJPIL3Z
at checkout.

In stores:
Print email with barcode
and present to cashier.

PG RUPRLY

Add to s+ Addto

By

@ Timing

Offer

Gap's credit is only available to buyers
who spent at least $50 so the amount
of a subscriber’s recent purchase is
used to determine their eligibility. Sent
within minutes of purchase, the award
is available for six days after, indicating
the purchase date as the basis of
personalizing the offer timeframe.

00
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PetSmart

PetSmart's cross-sell campaign uses the brand’s unique ‘products’ and their fun nature to infuse personality into their message.

Subject line
$5 coupon to welcome home your
new pet!

Thasnsa 04 CROOENg LA

S PETSMART
e phaf Liovet B e
REp oogE [ [ 1)

start fresh
WITH A COZY
HOME

get savings

‘W love them as much as you do.

save $5
off 530 amall animal ponchase®

get answers

Here's our expert twd-cents

croale the partect homs
Habial sebup i5 a5 easy &8 1-2-3 with this guida,

tewding your furry frisnd

From hay ba nuil, ind oul what you foed 1o keen your pel
woll-lod.

get goodies

Dynamic Content Block Dynamic Image

Hero image and copy

Image of a subscriber’s new pet followed by

a store coupon, expert tips and dynamically
populated product suggestions are all informed
by the consumer’s original purchase.



RE-PURCHASE/
RE-STOCK
CAMPAIGNS

These smart email triggers use a
combination of purchase history
and predictive modelling to
encourage customers to re-stock on
items that may be running low. They
feature previously purchased items
that serve as a helpful reminder

of what subscribers might need to
replenish.

Chewy

Chewy's replenishment reminder is a great example of a unique way to use purchase history to personalize communications and
drive incremental revenue.

e Purchase Data

Subject line
Running low?

FREE 1-2 DAY SHIFPING ON ORDERS OVER $48

0 Dynamic Content Block

@ Dynamic Image

@ Timing

Reorder your pet's top picks

Bilue Buffalo Life Protection
Formula Puppy Lamb & Oatmeal
Recipe Dry Deg Food, 30-Ib bag

SHOP HOW >

Save an extra 5%
on this item with every
Autozhip delfvery

Featured, Product Category

Chewy sends out a replenishment reminder based on when
a purchased product is expected to run out. The product
section provides a visual checklist of previously purchased
items for an easy reference.

00006
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Walgreens

Despite having thousands of locations around the country, Walgreens is able to seamlessly integrate their in-store transactional data with their online purchase data.
This enables the brand to personalize communications based on cross-channel purchase data.

-

Subject line
Includes the subscriber’s first name to
announce new personalized offers and
coupons curated to fit her needs.

Preference Center Data 9 Purchase Data

L

Lisa, Personalized offers + $560 in
coupons for you this week

n

Big Saviﬂpgs

Headed Yo

Buy 1get 1
50% OFF

M il O i frce
il gl By i B G
Wislgrean, Solot

2 for $15.00
or $7.99 ea.

Veith card. R durtrmin

Just 0.89¢

Ve card, Tachard &
Dt G 12 i 86
pewen Do ? vt

Walrvd i+ i

Just 53.99

Subject Line Dynamic Content Block

Dynamic Image

Just 0.89¢

With card. Trident or
Dentyne Gum 1210 16

pieces. Select vaneties.

View offers »

Hero image and copy

Weekly deals email features products that a

subscriber has either purchased in the past — in-store
or online — or items in the same product category.
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Olive Garden

For its pasta day email, Olive Garden targeted known ‘dinner date’ guests with a personalized version of this themed campaign. It incorporated different
tone and imagery that conveyed a ‘couple’ vibe in the main content block, secondary content block and sticky content section.

N ™ }

» Subject line [ Grab your pasta lover...
Informed by a subscriber’s dining -
history, the subject line prompts Ol Gangien.

— the recipient to bring along their
i EPT

NATIC NAL

pasta lover.

STANDARD 06
CAMPAIGNS
PERSONALIZED

g5

soe all the combinations

WILL YOU BE MY

Posic Lover

~HAPPY NATIONAL PASTA DAY-

BY CUSTOMER
PROFILE

BCTRRER 11, 1900

Ask your pasta-loving friend to join you to celebrate
Naticmal Pasta Dray with this download.

download invitation

In addition to powering post-
purchase programs, purchase
data can be used to personalize
business-as-usual emails. Brands
can use purchase history to inform
dynamic content blocks within

Image and copy
Subtle variations in the copy and sticky content

= e oy e m e g v
e R W T R gy

e stae] GerrUAeE i enE e speak to subscribers who have dined in pairs
deliver relevant content and offers — in the past.

to each subscriber. These Olive E’:ﬂ:"_% ‘ e 0 @

Garden examples use purchase
data to further personalize standard
communications.

e Purchase Data e Subject Line 0 Dynamic Content Block @ Dynamic Image pg. 40




Olive Garden

On the default version of the pasta day email, Olive Garden’s broader focus on content for pasta lovers still shines. Instead of a dinner date invitation, this version offers a downloadable
checklist to encourage repeat dine-in visits from subscribers.

Subject line r Love pasta? Today is your day.
Default subject line is targeted for all L
remaining pasta lovers.

Celebrate with Never Ending Pasta Bowl

pwer onding pastas

tarting at just §9.99.

aai all e comEinaions

How many combinationy
howe you ceateds?

El DOWNLDAD QUR CHECKLIST TO REEP TRACK
OF ALL THE OPTIONS YOU HAVE TRIED.

Flows sy pombinations
Haue ysis chented? Default email

B it e This version does not include a reference to

a second guest, providing broad appeal to all

subscribers.

——LETL B
ek . o et oy B

Tty e Lifs s 08 sk g Gness Tl
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Marriott Rewards

Marriott Rewards does a great job of including value-added content and incentives to standard status update emails for members.

Personalized with the Alexandrial!
member'’s first name.

TURK T FOINTS INTD
e

e GET READY FOR YOUR TRIP ALEXANDRIA

LOYAI.TY “:i“":* YOUR UPCOMING TRIP TO ATLANTA
UPDATES 1l e

Subject line [ Time to take a break,

One of the most popular loyalty
communications are status updates
and incentives specifically targeted
to members.

Sticky content

If a Marriott Rewards member has an approaching
trip in one of the cities covered by their in-house
travel magazine, her version of the newsletter will
include an “Upcoming Trip” module linking to an
article about that city.

000
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Marriott Rewards

In addition to status update emails, members also receive exclusive offers to earn bonus points and make the most out of their Marriott Rewards membership.

Hero image and copy
Deployed to Marriott Rewards members
(segmented through subscribers’ booking
and loyalty data), the message promotes a
members-only incentive of earning a free
night after two qualifying stays.

e Purchase Data

Dynamic Content Block

Subject line
You're Registered to Earn a Free Night

-IEI Mgl AEWARDL Fire &t Rasarvs O

MegoBonus

FREE NIGHT AHEAD.

¥ou're regiseted for MegaBonus® Alexandria Smply
complete two stays” by Januany 15, 2018, 50 eam your free
night — then unlock enin mone.

Book How

g i Sefiraied B9 COMBECUERA RGPS RPN A% o BETS ot regEndiRE ©f
R o e Ty o K (o IS B ey i (e

Al ia Stap T e
@ Wou'ne 2 nights from Siver Efe Status!

it KR 4 [P T
(LI LR rogety @

ety L P

Q
EXPLORE, BOOK. EARM.

Alexandria Stephanopoulis,
You're 2 nights from Silver Elite Status!

Account  JOOOO(A348 Status  MEMBER Hights to
Points 138,904 Kighis 8 Sihver

Activity » Use Poinds »

Sticky content

Member reward details are prominently displayed.

The graphic on the right contains a progress bar
which reminds members of their loyalty level and
gives them a goal to work towards.
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LOYALTY
YEAR-IN-REVIEW
CAMPAIGNS

Thanks to their brand-building
benefits and hyper-personalized
content, Year-in-Review campaigns
are reaching new levels of
sophistication. Many of the standout
campaigns combine online and
offline loyalty data, as well as
attention-grabbing design to delight
members with highly personalized
emails.

Sephora

In addition to rewarding shoppers, Sephora’s loyalty program functions as a hub that stores all members’ purchase and rewards redemption activity.

Subject line
We had a good year together &

o s e = o

—a—

INSIDER
Erin’s

Duauty Rewrind

Thanks for & great year i an iralder,
v are some of The was you made
brauty hapgen in J0T.

Wy o celebraie
Kiep B party going and
apgrade ko the full e,

SHOP TARTE »

oo I J
T

e points i rodes i the Rewards Basaar,
Wit e you wating for?

\  souwmomases, c?

L

Avred v lowod U comapaTy. Mewd time
VU EOIME i, 88 mon than thep—iry &
new ook with a FREE Meni Makecwer from
orer & Sur Ealenbnd Brssty Advidan.

LEARN MORL »

ruuad\mag;nrm:w.em ..15
brrited: lime markdorarn,, o
other offers you won T fied *-—__'_ 7
drspatieTe Far =

BROWSE BEAUTY DFFERS &

LOOK FORWARD
TOTHESE BENEFITS

INSIERE VIR NOUGE

oww! gt (sl pre [ E 150 10
Nirtheliy gif
Hawvands Haeaar

‘wwwss toihe Beoy
Niamis ot Uinimiimsiily

Fryw eaaiy Ulosses

Preference Center Data 9 Purchase Data 0 Dynamic Content Block

@ Timing

And we loved the company. MNext time
you come in. do more than shop—try a
new ook with a FREE Mini Makeover from
ane of cur talented Beauty Advisors,

LEARN MORE »

Main content

Content is informed by a variety of data points
spanning preference center information,
purchase history, and loyalty data.

000

Timing

Every December all the activity data from a
specific member is used to inform a swanky
and personalized year-in-review campaign.
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DSW Rewards

DSW's beautifully designed campaign features various online and offline personalization points.

Subject line [ You've saved $15.00!
Personalized with a subscriber’s
savings throughout the year. [ I g [ L —
o DSW e - U ey
L il e e [EPPEYe e 4 SHIPPING

HEY, ALEXANDRIA 1 ' o e | /Q} -
Want to talk about | R — I | e — | L bt LT L
saving and shopping? ; _
50 do wa JOUBLE £ A
YOUR SAVINGS ; \
HMNCE AT 300,

YOU'VE SAVED mSSS e N i THAMNKS FOR
Ky s cee®
Timing : = 9
Sent annually to each rewards en e mm IS %‘ﬁ \
member on the specific day of her ! | £ J —— YEARS OF MEMBERSHIP
k

program e.nrollment and email ; ’ _ ‘ i T (HERE'S TO MANY MORE]
opt-in anniversary. BEUBLE 1A A Se

© 06 =

THANKS FOR

Main content

DSW uses various components of purchase
data such as order value, items purchased
9 and purchase channel to personalize this
anniversary campaign.

ONLINE YEARS OF MEMBERSHIP
STORE TRIPS PURCHASES

HERES TO HANT HOAL
FikiD MY STORE | B | —
I— 1 ———— acterltemity —

e Purchase Data @ Email Activity @ Timing e Subject Line 0 Dynamic Content Block 6 Dynamic Image pg. 46




Conclusion

While the variety of subscriber data available to marketers has grown year-over-year, basic personal
characteristics are still instrumental in building personalized communications. Pairing personal data (as
provided by subscribers) with more sophisticated behavioral-based data highlighted in this lookbook, will give
marketers a comprehensive view of their customers to help deliver individualized content experiences and
generate consistent engagement.

It may seem like an overwhelming effort to take on, but if marketers simply follow a principle of observing,
understanding, and applying the subscribers’ needs and preferences within an email program, they will build
customer trust and brand loyalty.

1.877.937.6245 | sales@yeslifecyclemarketing.com | www.yeslifecyclemarketing.com
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