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OVERVIEW

e Why it's critical to have a data-driven strategy for customer
retention after the holidays

e How to identify your new holiday customers and their buying
behaviors, including products purchased and attribution channels

e Using lapse point and customer status to develop smart
retention strategies

e The best channels and technologies for customer retention and
how to track them, including email, SMS and more

e How to set yourself up for stronger long-term relationships with

the right upfront experience



If you don’t focus on post-holiday

retention, you’re missing out.
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TURN HOLIDAY ACQUISITION INTO RETENTION

® Most merchants focus on acquisition
during the holidays, trying to drive the
maximum number of new customers and
profit between October and December.
But what happens to those new
customers after the holidays end?

e To drive the most value, identify the best
prospects and work to build relationships
with them outside of the holiday season,
turning one-purchase holiday shoppers
into repeat customers that drive LTV




BFCM 2020

The first step: how to identify your new
customers post-holidays




FINDING YOUR NEW CUSTOMERS

Takeaways:

|ldentify customers acquired during the
holiday season, isolating by first
purchase date or campaign
Use customer filters and segments to
identify unique characteristics

o Acquisition channels

o Products purchased

o AOV/spend
Narrow down to identify the best
prospects for retention - which
customers are the likeliest candidates
to buy from you again?




BFCM 2020

....
....
......
.......
.........
........
.........
........
.......
......
.....
.......
......
00000
.....
o0 0%
vey?
o 0.°
\...
O A
O
\."
AR
\...
a0 ©®




DEVELOPING A RETENTION STRATEGY

Takeaways:

6305 8554 $950,411 stn $150.74

® |apse Point = your business’s unique,
data-validated sales cycle. Answers:
o What’s the optimal time period for
a customer to repeat purchase?
o When is a customer considered
lost?
e |apse point » Customer status »
Retention strategy
o Active » Nurture; light-touch
o At Risk » Convert; higher-touch
o Lost = Win back; higher-touch

Revenue from this Segment

e $950,411

Average Order Value

@ $M1
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CHANNELS TO DRIVE RETENTION

Takeaways:

® |nvestin the right channels for
relationship-building and retention

o  Email

o SMS

o Loyalty/rewards
o Content

e Tracking performance for retention
channels: focus on different KPIs than
acquisition campaigns

o Engagement
o Repeat purchases
o LTV

mailchimp

KLAVIYO 3. ovaLTYLION

O

* LISTRAK. (@)

Bl . smileiio
S GRIN &drip




How to set yourself up for stronger

customer retention now.
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SET YOURSELF UP FOR SUCCESSFUL RETENTION

Takeaways:

e Nail the initial purchase and
post-purchase experience now to
prime your customers for retention:
o Clean, easy site navigation and
checkout checiiic B
o Clear communication +
expectations around shipping
and delivery
o Simple feedback + return
process
o Thoughtful post-purchase
communication
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What are winning customer retention

strategies for 20207




INSPIRATION

Mason Vase Signature Vase

+$10.00 +$10.00

Remove

PURCHASING OPTIONS
Bougqgs.com:
(® One time purchase
° Su bscription option with pu rchase (O Subscribe: 30% Off + FREE Shipping monthly!
« You'll get original size farm-fresh flowers monthly with 30% Off + FREE

Shipping ($36/month)

« Flex your subscription. Switch up recipients or send to one lucky
person.

« Customize date, size, & flowers after check out. Skip or cancel anytime.

« BONUS Perk: $120 per year in credit ($10/month) to use on regular
orders (flowers, gifts, plants).

LEARN MORE

ADD TO BASKET



INSPIRATION

brooklinen

GET STARTED + #MYBROOKLINENSTYLE

Brooklinen:

® Smart post-purchase emails Talk
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[s it time to
dump that
old pillow?

Find A New Pillow



INSPIRATION
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Beauty INSIDER

Sephora: Our Holiday Savings Event Is Coming!

e High-value rewards

ROUGE

20%

10%
OFF"

11/5-11/9

OFF

10/30-11/9
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i geod o e Re! Use code HOLIDAYFUN



INSPIRATION

Get $20, Give 20%

Your friends get 20% off and you
get $20 off after their first
purchase. Win-win for all.

MeUndies:

® Referral program

Enter your email to start sharing with friends:

Email address...

Start Sharing

erms friendbuy




INSPIRATION
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YourbaPys ability to conpeétwords to meahiig i Probiotics help replenishthebddy's “‘good bacteria”So At the 10 month milestone mark, your baby's pincer grasp
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QUESTIONS?

Current Glew user? Interested in Glew?

support@glew.io lindsay.brush@glew.io
chris.elliott@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

Watch the recordings: https://glew.io/webinars



https://go.glew.io/free-trial
https://go.glew.io/schedule-a-demo
https://go.glew.io/hubfs/Content/BFCM_Guide_2020.pdf
https://glew.io/webinars

