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Improve the ROI of all your

marketing efforts

The easiest way to improve the ROl of your
marketing investments, regardless of channel, is to
convert more of the prospects already using your site.
A clever, joined up behavioural email program will
convert more leads, ultimately increasing the number
of sales each channel produces.

RedEye’s in-house segmentation tool enables you to
group online prospects and customers into segments
based on hundreds of different variables. These
include customer value, purchase of a specific
product, completing an action on site or even visiting
a specific content area or page.

There are many different types of behavioural emails
possible, which vary by sector and complexity.
Below are just a few examples;

» Register not deposited
o Quote and drop off during final purchase process

 Site down apology - sent to everyone on the site
when it went down

« Out of stock email - offer alternatives based on what
else they have viewed on site

o Returning customer not purchasing

A single, truly integrated database

The single biggest block to rolling out a successful
behavioural email program is the complication of
data integration. However this doesn’t have to be
complicated and with a single database including
all web site data, all channel data, all email data and
transactional data, it becomes a simple system.

Using a variety of feeds or systems to generate one
behavioural email can be a complex process. Moreover
a true revenue generating program will end up with
hundreds of emails and if you multiple this by tens or
hundreds of emails generated by audience segmentation,
it makes the process impossible. The only way to combat
this issue is to use RedEye’s single integrated system.

behavioural email

Achieve up to 750% ROI

Example of how a program evolves

A simple starting trigger can develop exponentially
into a huge program very quickly. Below is an
example of a classic behavioural trigger (users
registered on a site but not purchased) evolving into
40 triggers without any effort.

« Registered not Purchased: 1 TRIGGER

¢ This initial cell is then spilt between the different
types of products users registered for but did not
purchase (lets say four): 4 TRIGGERS

o The cells are split again between those that received
an error trying to purchase and those that did not:
8 TRIGGERS

« These error cells are split by the specific error type
(lets say 4 error types) which will all receive a
separate behavioural email along with the users
who did not experience an error: 20 TRIGGERS

o The response from these users causes the cells to
split again between users returning to the website
in response to the triggered email and those that do
not: 40 TRIGGERS

e The cells of those returning is split once more
between those attempting to purchase and those
whodonot, beginninganewcycleofbehaviouraltriggers.

Registered not Purchased

Product A Product B Product C Product D

Er N/er Er

e

SEGMENTED BEHAVIOURAL EMAIL

Re-visits site Non re-visits to site

Conversion Non- conversion
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Case study - Sainsbury’s Bank
use Behavioural Email to increase

conversion rates by 750%

The Challenge

RedEye was appointed to increase conversion across
a full range of products for Sainsbury’s Bank. This task
was made the more difficult in the absence of direct
and regular access to customer and prospect data.

Solution

RedEye created a single customer view of customers
already active on the relevant sites, followed up with
behaviourally triggered email campaigns across their
pet and car insurance products. Analysis of these
preliminary results would serve as a benchmark for
campaign performance and determine future roll out
to other products.

Industry research has shown that up to 75% of
shoppers abandon their online shopping baskets
before completing the check out process - making
conversion even more critical in the current financial
market. RedEye worked with the Sainsbury’s Bank
team, examining existing processes and protocol
to analyse and pinpoint the most effective
touch-points in a customer journey on their site. This
then served as a catalyst for individually specific email
deployment to encourage conversion.

Utilising activity driven triggered emails in response
to saved quotes and basket abandonment, RedEye
analytics enabled Sainsbury’s Bank to recognise
specific online behaviours, in this case, targeting
emails in response to customer engagement in
definitive areas of the site. Relevant communications
encouraging re-visiting of quotes or re-iterating the
benefits of Sainsbury’s Bank insurance products were
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fundamental to developing a bespoke email strategy
delivering results in terms of conversion figures,
improving customer service and developing stronger
customer relationships.

Through specific segmentation strategies, RedEye
was able to develop a greater understanding of
customer activity, preferences and attitude in relation
to the Sainsbury’s insurance sites. Using this
information RedEye built a database comprising
single customer views of actual visitors and their
online activity. This was then used to develop more
relevant communications and to determine campaign
spend in areas where return on investment was most
likely. This ability to build a single customer view from
disparate data feeds emanates from a combination
of web analytics and email marketing processes
unique to RedEye. By gaining exclusive insight to
customers across multiple processes through web
analytics, Sainsbury’s Bank has, as a consequence,
been able to maximise cross sell opportunities
under their brand umbrella and better
tailor communications in response to individual
consumer requirements.

With conversion the main focus of the analysis and
behavioural email marketing campaigns, Sainsbury’s
Bank was delighted to record an unprecedented
Return on Investment figure of 750% across their pet
insurance promotions. Other benchmarks included
70% open rates in one "retrieve a quote" campaign
and a general conversion rate of 12.8% across all
campaigns. The click rate average also topped the
50% mark. This proved development of a single
customer view as the basis of triggered
behavioural email marketing is an invaluable tool in
re-engaging with prospects currently logged into the
buying process.

Call RedEye on:

0845094 1114
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