Silverpop

Tips for Retall
Marketing Success

From responsive design going mainstream to remarketing
moving up the funnel, there have been a ton of exciting

developments in the digital marketing world in the last year.

To help keep marketers informed of these trends and assist
companies in delivering a more consistent, more rewarding
customer experience across channels, Silverpop posted
nearly 150 blogs during this time.

In this tip sheet, we present 10 of our favorite tips from 10
of our most popular blog posts of the past year — covering
topics ranging from mobile apps and messaging strategies
to databases and deliverability — with an eye toward how
these tactics can help fuel your retail success in 2015. For
additional insights and ideas, click on the link at the bottom
of each entry to read the full blog post.

We hope these 10 tips give you new ideas and provide
inspiration for how you might take your retail marketing
programs up a notch!

Review each stage in your customers’ buying process

and use targeted trigger emails to enhance it.

The customer journey, from behaviors before they've
opted in to your messages, all the way through repeat
purchases as a loyal customer, is critical to both short- and
long term marketing success. With that in mind, consider

the buying process your customers go through and
think about how you might
improve their experience
at each stage.

Examples include:

* Research Stage: Whether they've
just discovered your brand or are a
repeat customer, consumers today

do some level of research before they

buy online. If they are new opt-ins and
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haven’t purchased before, reinforce what makes your brand
unique, pre-empting their need to look elsewhere and driving
them back to your site as soon as possible. Do this by using
data-driven messages (messages targeted based on collected
information like location) or persona-driven nurtures
(messages targeted to a particular group of customers or
prospects that exhibit similar behavior).

¢ Evaluation Stage: Implementing browse abandonment
programs can help nurture prospects who aren’t as far along
in the buying cycle by providing helpful information such as
buying guides and how-to videos, which reinforce trust and
brand promise.

* Dormant Stage: Launching reactivation programs,
especially those that leverage demographic or behavioral
data to trigger more relevant messages, can help
re-engage inactive subscribers.

Getting started with programs such as these will help ensure
you're optimizing customer interactions no matter where
contacts are in the buying process.

Read more: "5 Ways to Enhance the Customer Journey”

Show your expertise.
What makes your brand an expert of the
products you're selling? If you haven’t
already, consider providing helpful
information sprinkled throughout
your product pages, on topic-dedicated
landing pages, and through email and
social media. Providing useful information
builds customer confidence and trust in
your brand. Even consider getting your
customers involved by encouraging them
to share tips and tricks directly on your site.



http://twitter.com/?status=Reading @Silverpop's "10 Tips for Retail Marketing Success" http://bit.ly/1FaUew9
http://www.silverpop.com/blog/5-Ways-to-Enhance-the-Customer-Journey
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Relevant content supports a strong SEO foundation, social
media activity and email engagement. Of course, keep the
content fresh and up to date.

Read more: "5 Steps to Optimize Your Content”

Repurpose content to help expand your

automated messaging program.

Automated messages can add significant
incremental revenue to an email program built on broadcast
emails. But where do you get the content? The good news is
that you probably already have a lot of it — you just need to
do some digging and get creative.

Digital assets such as website copy and images, videos,
landing pages, social media content, white papers and
digital sales kits can be valuable content sources for
automated emails — just make sure to have your coding
experts review them to make sure they are compatible in
email formats.

Likewise, offline content such as catalogs, direct mail, ads,
logos, customer-service scripts and printed sales kits can
often be repurposed as part of an automated program. You
probably already have them stored as files on a computer in
PDFs, word documents, digital images, etc., so they should
be easy to convert for email needs.

Read more: “7 Tactics to Generate Content for Automated

Emails”

Take steps to reduce opt-in mistakes and keep

your database clean.

A strong database is the foundation for a powerful
marketing program. Help keep your database error-free by
taking these steps to better increase email address accuracy
from the start:

e Move your opt-in invitation higher up on your pages —
the longer customers have to look for it, the less time
they'll give to making sure it's filled out accurately.

e Add social sign-in to give subscribers a one-tap option.

o Add a confirmation screen that repeats the address the
user typed in and offers an edit function.

o Add real-time verification that detects typing mistakes
and either suggests changes or opens a second field to
retype the address correctly.

o Simplify your opt-in form and redesign it to be more
mobile-friendly.

o Use a popover that captures email address for new
visitors.

Read more: “10 Steps for Keeping Bad Addresses Out of Your
Database”

Simplify your email design to avoid deliverability

issues and provide a better mobile experience.

Most major ISPs will strip out JavaScript code, as it's
often used to deliver malware, so it's generally best to avoid
using complex JavaScript code when creating your emails.
Since email clients use very basic HTML rendering engines,
using simple HTML is your best guarantee that most email
clients will render the template how it should be displayed.

Aiming for simplicity as a general design rule — fewer offers,
bigger icons and call-to-action buttons, and larger images
and fonts — will help ensure that you're delivering a positive
customer experience across devices.

Read more: “7 Tips for Designing Emails to Avoid

Deliverability Issues”

Add a “quick win"” triggered email to

your messaging flow to drive engagement

and revenue.
Incorporating more automated, behavior-driven emails into
your messaging mix can drive some serious results.

Silverpop’s 2014 Email Marketing Metrics Benchmark Study”
found that top performers had tallied improved results on
their automated messages: a 46 percent unique open rate
and 14 percent click-through rate.

If you're not sure what triggered messaging program to start
with, consider a “quick win” program such as a happy birthday,
purchase anniversary or cart abandonment program. These
types of programs are small in terms of volume sent, but can
drive huge results when it comes to revenue.
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Thinking about your key business drivers and evaluating
potential ROl versus level of effort required to implement
these programs will also help you decide where to start.
For retailers that already have a birthday, anniversary and
abandon cart email program, try building post-purchase
emails based on your RFM, personalizing them with
customer purchase data.

Remember: You don't have to build the perfect program
right off the bat. Just get started, and you can fine-tune
down the road.

Read more: "3 Quick Takeaways from Silverpop’s Email
Marketing Metrics Study”

Tailor your welcome email program to reflect

subscriber behavior and acquisition source.

If you're serious about engaging new contacts
right off the bat and stemming the tide of unsubscribes,
consider stepping up your welcome program to make it
even more relevant. A key first step is to develop unique
programs (or use dynamic content) based on how a
subscriber comes into your database.

New subscribers who join your database from a
first-time purchase versus a daily iPad giveaway
sweepstakes, for example, should likely be treated
and onboarded differently.

The sweepstakes subscriber could receive content
highlighting special offers and discounts and early
access to deals as an email subscriber. For a new
customer who subscribes via a first-time purchase,
however, content focusing on your value

proposition, customer support, return policies,
rewards program, etc. should likely be a greater initial
focus of the welcome series.

The key is to understand the context for new subscribers
and control that experience for several days or longer
before moving them into your regular email program
and content.

Read more: "5 Approaches to Minimizing Unsubscribes”
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Break up your promotional messaging stream with

buying and product usage tips.

Many marketing messages wind up saying little more
than “buy-buy-buy,” and if you’re sending too many of these
emails, it might not be long before your contacts start tuning out.
To break through the clutter and grab your customers’ attention,
try working more buying and product usage tips into the mix.

By interrupting your regular stream of promotional email with
content that's intended to inform, educate and entertain, you'll
stand a better chance of increasing your bond with customers,
ultimately driving more revenue.

For example, product usage tip emails can show customers how
to use your products more effectively, whether they actually own
arelated product, aspire to own it or have never seen it before.
Buying tip emails can inform contacts about factors they might
want to consider during the purchase process to help ensure they
select the product or service that's best for them.

Either way, these messages have the potential to increase
engagement with the more promotional messages that follow.

Read more: "5 Ideas for Adding ‘White Space’ to Your Emails”

Connect your mobile app to the rest of your

marketing efforts.

Is your mobile app stuck in its own silo? If so, you have a
big opportunity to learn more about your customers by feeding
these app behaviors into a central database. By doing so, you'll
gain new insights into how the actions contacts take within your
mobile app and in your store (if you're using geolocation tools)
relate to purchase behaviors and other aspects of your customer
relationships.

In addition, capturing these actions within your central marketing
platform opens up exciting opportunities to connect across chan-
nels.You might, for example, use data captured in the app to in-
form messaging on your website and in the content of your emails
or text messages. By unifying multiple channels —in-store, web-
site, email, mobile app and SMS — you can help deliver a more
personal experience that's likely to drive loyalty and engagement.

Read more: “Getting Started with Mobile App Push Notifications”
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Take your location marketing up a notch.
10 Advances in smartphone and location marketing

technologies have opened up new opportunities
for marketers to use a contact’s physical location to connect
more strongly. If you haven't started collecting location data
yet, build out the necessary applications and integrations so
that when a customer crosses a geofence or comes in range

of a beacon in your store, you can collect that data in your
central database.

If you're already collecting location data, start thinking
about the ways you could take that data, combine it with

what you already know about a customer, and use it to
deliver amazingly relevant content. For example, the next
time a VIP who recently purchased a pair of running shoes
enters the store, you could send that customer a push
notification that says, “HiVanessa, welcome back to the
store. Check out our running accessories on aisle 12,

10% off today exclusively for you. If you have any questions,
please check in with our VIP rep Dave at our customer
service center.”

Read more: “Location Marketing 2.0 Arrives: The Impact

of iBeacon”

Silverpop, an IBM Company, is a cloud-based digital marketing provider that offers email marketing and lead management solutions.
Silverpop Engage — the foundation for the IBM Marketing Cloud — uses customer data and individual behaviors, collected from a
variety of sources, to inform and drive personalized interactions in real time. By providing deep, behavior-based customer insights and
an intuitive engagement engine, Silverpop reduces the complexity of omni-channel marketing and enables exceptional experiences
for customers across the entire buyer journey. As part of IBM Marketing Solutions, Silverpop will help convert prospects into loyal
customers through more relevant one-to-one interactions. Silverpop is trusted by more than 5,000 brands around the globe. For more

information, view our demo and visit silverpop.com.
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