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OVERVIEW

e What's different about customer acquisition during BFCM this
year

e How to keep your channels and campaigns profitable

e Optimizing timing for launch, time of day, day of week and more

e Customer segmentation for successful holiday email marketing

e How to identify the best products to lead with

e Monitoring performance so you're ready to pivot in real-time

e Our favorite customer acquisition hacks, including customer tags

and creating lookalike audiences




BFCM 2020

Facebook advertising costs are 50%
higher during cyber week, and
competition is likely to be higher across
all paid channels.

Source: Human Agency




CHANNEL + CAMPAIGN PROFITABILITY

Takeaways:

Have a Plan - do a quick audit on best
performing campaigns (i.e.: highest
AQV, Conv %) as well as highest LTV
Be ready to adjust your budgets and
strategy as needed. Closely monitor
ad spend and ROAS across paid
channels.

If CPMs are climbing too high, double
down on your high-performing,
lower-cost channels (content, email,
referral/affiliates)
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LTV Profitability by Channel
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Compared to your traditional transaction-based ROAS of $5,154.46, your LTV-based ROAS is $5,510.46 -

with your New Customer Acquisition Cost at $6,991.51.

& AllChannels v 3= AddFilters =~ Q Channel v Search Channels

& First Order Attribution

Channel + New Customers = Repeat Customers +

recharge 255 829
email 178 919
facebook

marketplace 372 36
affiliate 686 14
direct 550 828
referral 854 535
organic

search 59

social 235

coc - acoale 282

Ad Spend +

$250.16

$621.74

$884.18

$400.04
$410.35

$438.57

$327.21

Revenue +

$194.07

$607.84

$913.69

$915.37

$570.76

$580.34

$426.67
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$881.03

$721.80

$689.97
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BFCM 2020

Email will be the highest- converting
channel - but with more than 100
million emails sent on Black Friday, you
need to stand out.

‘v

Source: Human Agency




WIN EMAIL WITH CUSTOMER SEGMENTATION

Takeaways

Use customer segmentation to target +
personalize your emails - VIPs, holiday
shoppers, never purchased, X months
since last purchase, AOV = $X

Promote exclusive offers early to beat the
rush and stand out in crowded inboxes
Sync valuable segments automatically with
Mailchimp + Klaviyo
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Predefined Segments v Create Segment

Segments s Customers s Orders s Revenue + AoV s LTV
Twelve Months 27,740 51,823 $5,805,852 $112.03 $20
Since Last
Purchase
@ Twelve Months Since Last Purchase Klavigo Mailchimp Shc:Setings
Disabled Disabled Edit

Customers who have purchased once or more but have not made a repeat purchase in the last twelve
months. (Date picker is not applicable)

«~~/ Line Chart v

| Performance Number of Customers Revenue from this
e 27,740
Products 99.4% of Customer Base

Purchased

Number of Orders



BFCM 2020

BFCM shoppers who buy for the
first time from a retailer make
their first visit, on average, 41

days prior.




OPTIMIZING CAMPAIGN TIMING

WY mma Last 365 days
Glew. @ Highlights ] 0ct 22,2019 - C

W Demo store Revenue
-« Through 3pm today, you generated $32,522.90 (up $2,956.63 and 10% from same hours last Wednesday).

Highlights X
Selected DateRange v lil BarChart v Group by Time of Day v

Perfc
Tfakeaways: wremence
Customers

s Oct 21, 2018 Oct 21, 2019
Products Soessi DOR RS Oct 22,2018 Oct 21, 2020 Oct 21, 2018 Oct 21, 201

e |Launch campaigns early and consider st Swos  MeAstews 0554

s Cumulative Previous Year
Subscriptions

your sales cycle =
Use historical data to time your campaigns [ -

This Week

$54,205 +17

Maximize efforts by identifying your most :
profitable times of day and days of week oS | |ttt
by channel (i.e.: cpc-google might be D ARy

Mondays at 3 pm whereas Bing is e ] e
Sundays at 8 am)




BFCM 2020

This year, shoppers are
prioritizing both quality and
price, with a 60% increase in
searches for “best affordable.”

Source: Google data




LEADING WITH THE RIGHT PRODUCTS

Glew

Demo Store

Highlights

Takeaways

Performance

e Look at what people tend to buy from you
during the holidays

e |dentify your best products for acquisition,
retention, upselling and bundling

e Find your top-selling products by channel
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&) Products » Segments

High Volume
Top products by quantity sold
a Kelly Clutch o
SKU: SKU00O1S

Jane White Hat
K sK

U: SKUOOO1:

Volum Average Volume Volume Average
193 54 184 54

Showing 1- 3 of 25 products

High Gross Margin
Highest gross margin percentage products with at least 2 sales

o Black Faux Snake o Meredith Heel
Pump SKU: SKU00022
SKU: SKU0006

Marg Average Margin argin
88% 73% 79%

wma Last 7 Days
] Oct6,2020 - Oct 13,2020 ¥

Variant = Configurable = 3

o Erin Black Patent
Wedge
s SKU: SKU0OOH
Volume Average Volume
168 54

View All >

Variant = Configurable = §




BFCM 2020

This holiday season is full of
unknowns - agencies are
recommending their clients
reserve up to 10% of budget for
unforeseen events. ,-.‘-:-.:;-..: X

Source: Digiday




GATHERING THE DATA TO PIVOT

% Last 7 Days
= B
Performance Overview 5] ocrs, 2020 - oct13,2020 ¥ o

Revenue by Channel
Demo Store recharge is your top profit-generating channel at $2,666 (17% of total) and facebook paid is your bottom

profit-generating channel at $424 (3% of total).
e Create a flexible plan - Recommended
BECM checklist (source Shopify.com) & Pt Order Atetion
e Daily and weekly automated reports for
$2,666

channel performance

Takeaways

ull Bar Chart v Group by Day v

Channel Revenue Cumulative

@ recharge

@ organic search
®

e Revenue and profit by channel o e g
e New customers by channel " Oogues @sdes ) '

e Ad spend and ROAS by channel i

e Goal: Be able to identify opportunities and e e

pivot quickly a | o

Demo Account (8:6%)


https://cdn.shopify.com/s/files/1/0070/7032/files/ACFrOgA81Nw6QwrAel85oWUoxtysPl2WcFxzrYJWLBmLyVsXAEacOhBkdkTFiiJ1QGDQzXjK_38KJErQXG4QOFsXqyxr5Ucvc667h9FPKR7cZjPeiNBqEP-5Isfi_E-szw8Ks1PIVJ9mRdmVBxxz.pdf?v=1602782474
https://cdn.shopify.com/s/files/1/0070/7032/files/ACFrOgA81Nw6QwrAel85oWUoxtysPl2WcFxzrYJWLBmLyVsXAEacOhBkdkTFiiJ1QGDQzXjK_38KJErQXG4QOFsXqyxr5Ucvc667h9FPKR7cZjPeiNBqEP-5Isfi_E-szw8Ks1PIVJ9mRdmVBxxz.pdf?v=1602782474

TOP HOLIDAY SEASON HACKS

Glew 22, Customers » Tags ) Lasta Dows v
lew = 9 ] Oct 6, 2020 - Oct 13, 2020

Our favorite acquisition hacks:

Customer Tag

All Customer Tags v
BEM® Demo Store

Highligh
i Customer Tag KPIs

.
e Customer tags to solve complex reporting
Performance Customer Tag KPI's are pulled from your Ecommerce platform. Revenue and order calculations in this table

are based on orders associated with a/all customer tag(s). (A customer tag is a way of aggregating

Y Cu Sto m e r Seg m e nts a S I OO ka I i ke Customers customers that are similar in some way. For example, you may use them to distinguish between retail and

le cL orb j employees and external customers etc.)

audiences in Facebook n—

. . . . $5,168 +3.2% 134,845 +13.3% 9,583 r12.3%
e Diversify & consider different ad channels
(i.e.: Pinterest, Youtube, Bing, NextDoor, $9,699 +23.4% $22 rs2m $235

Products
Ve I‘I Zon M ed |a) orders Performance Breakdown

Metrics for customer tags based on the selected date range. Data is from your ecommerce storel

Subscriptions

e User Generated Content - blogs, social

Revenue v ulil Bar Chart v
Bl Tunnel

posts :
tore Settings Customer Tag ——
e Research the top 3 competitors in your

space. Are you set up for success?
o 10 tips on how to research your

competition



https://business.nextdoor.com/advertising-with-nextdoor?utm_version=1&keyword=nextdoor%20ads&matchtype=e&utm_term=nextdoor%20ads&utm_campaign=targetingtype_brand&utm_source=google&utm_medium=paid_search&hsa_acc=9884495327&hsa_cam=9548624811&hsa_grp=95100496222&hsa_ad=456637763173&hsa_src=g&hsa_tgt=kwd-753563080485&hsa_kw=nextdoor%20ads&hsa_mt=e&hsa_net=adwords&hsa_ver=3&gclid=Cj0KCQjw28T8BRDbARIsAEOMBcyaum7rwmQmACi5dIaQ3PbubAeHW25gex6gMa4sSnwtKMRgW4UMpBsaArEHEALw_wcB
https://www.inc.com/guides/201105/10-tips-on-how-to-research-your-competition.html
https://www.inc.com/guides/201105/10-tips-on-how-to-research-your-competition.html

QUESTIONS?

Current Glew user? Interested in Glew?

support@glew.io laura.brooks@glew.io
julie.morrison@glew.io
go.glew.io/free-trial
go.glew.io/schedule-a-demo

BFCM 2020 guide: https://go.glew.io/hubfs/Content/BECM_Guide 2020.pdf

Coming up:

® November 5: BFCM and beyond: Using data to turn holiday shoppers into longtime customers ©
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https://go.glew.io/schedule-a-demo
https://go.glew.io/hubfs/Content/BFCM_Guide_2020.pdf

