
Trigger Emails That Hit the Mark 

and Drive Revenue 
February 27, 2014 

A special thank you to: 

Thank you for joining us – we will be starting at 2:00 PM ET/11:00 AM PT 
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Tips for Webinar Attendees 

• Technical difficulties? Let us know by using the “Q and A” box, or 

trouble-shoot by clicking the “Help” widget below 

→ Quick tip: Common problems (like loss of sound and/or stall in the slides) 

can often be fixed by a quick refresh of your browser.  

• Have a question for today’s speaker? Submit via the “Q and A” 

box 

• Please disable pop-up blockers 

• See what this console can do! Click on the “Tips for Attendees” 

widget for the complete rundown. 

Don’t forget to “share” this webinar! #TMGWebinar 
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Trigger Emails 
 



What Marketers Use 

MarketingSherpa – How to Segment Your Emails for Better Results – 6-12 

Relevancy Improvement Tactics rated Very Effective 



Triggers improve results 

Epsilon – Q3-13 Email Trends and Benchmarks – 12-2-13 

Based on 226 million triggered messages 

 



Triggered Messaging makes your 

emails more relevant 

    5 powerful triggers based on consumer activities that 

will make your cash register ring 

• Upsell in order confirmations 

• Cross-sell after the order 

• Post purchase review requests 

• Browsed specific products but did not purchase 

• Abandoned a cart 



1.  Cross-sell in order confirmations 

©  Reggie Brady 2009 •Source: Experian – The Transactional  Email Report 9-8-10 



1.  Cross-sell in order confirmations 

 People open these emails 
 

 Transactional messages generate an average 

47% open rate and 20% click rate, according to 

several industry studies. 
 



 

 Additional selling in message 
 

 Like top navigation & “You May 

Also Consider” 
 

 Dynamic population of items 

that complement purchase 
 

 Observes 80/20 rule with most 

of the message referring to 

transaction 

 

 

1.  Cross-sell in order confirmations 



Transactional messages now 

account for 15% of company’s 

email sales 

 

Responsys – The Retail Marketer’s Playbook 4-08 

1.  Cross-sell in order 

confirmations 



Open rates double Sony 

regular results 

CTRs 8x higher 

Revenue per email 10x 

industry average 

 

2. Cross-sell after the order 

Email Experience Council 2009 People’s Choice Awards 



Amazon is a master at this.  I 

ordered one season of Futurama 

as a Christmas gift 
 

Subject line:  60% Off "Futurama: 

The Complete Series" 

 

2. Cross-sell after the order 



 Reviews are altering how consumers make 

purchase decisions  
 

 Reviews will increase conversions 
 

 Online shoppers are often willing to spend more 

for highly rated products 
 

 Plus, page views increase and customers say they 

feel more satisfied with their shopping experience 

when it includes customer reviews 

A study by Weber Shandwick shows the average buyer consults 11 

reviews on the path to purchase. 

Image source: TripazonReview 

3.  Post purchase review request 



Customer Reviews 

 Conversions go up 
 

 SEO traffic goes up 
 

 Returns go down 
 

 Customer satisfaction and brand trust increase 

Image source: TripazonReview 



3.  Post purchase review request 

 

Purchases featured 
 

Sent 3 weeks after purchase 
 

Nice way to drive site 

involvement 

 



3.  Post purchase review request 

 
 

I liked the last line:  Were any of 

these gifts?  If so, please forward 

this message on to the gift 

recipient. 

 



Customer Reviews 

 Then feature top reviews in your 

emails 
 

 Subject line: Shop Dell's Top-

rated Products 
 

 Consider highlighting reviews in 

your subject line. 
 

 Dell found if a shopper spent time 

with site reviews, conversions 

doubled. (BazaarVoice) 

 

 

 

 



• Trigger sent if customer views 

at least 3 products but does 

not buy.   

• Incentive to purchase 

• Address possible customer 

service issues 

• 30% open rate and 6% CTR 

along with increase in live chat 

usage 

S&S Worldwide – Must Have  Triggered Campaigns for Every Business – 1-10 

 

4.  Browsed but didn’t buy 



• Subject line: We noticed you 

browsing. Here are some 

more great deals we know 

you'll like! 

 

4.  Browsed but didn’t buy 



• American Airlines sent an email 

within 24 hours to those who 

had searched for a flight, but did 

not book. 

• Tested “lower rate” and a 

“flexible booking” option 

• Results: 

• 300% higher open rates 

• 200% higher click through 

rates 

 

4.  Browsed but didn’t buy 

Marketing Sherpa Email Award Winner 2013 



5.  Abandoned cart emails 

• Typical abandoned cart rates: 

• A recent study by SaleCycle cited 75% for Q2 2013 
 

• Make sure you know your abandoned cart rate 

Image source shuttershockimages 



Abandoned cart emails work! 

Experian CheetahMail- The Remarketing Report – 2/10 Image source:  http://hudsonvalleysolarcoop.com/financials.html 



 Factors to Consider 

Timing 

Include 
Product? 

Send 
Series? 

Include 
Discount or 

Offer? 



Considerations - Timing 

 

 An email that is sent soon after the cart is abandoned 

reaches customers when they are still in the 

consideration stage. 
 

 It can prompt them to take immediate action to complete 

the sale. 
 

 ESP Lyris has found: 

• Those sent within an hour have higher CTR  

• Those sent within 6 hours have a higher AOV (average order 

value) 

• You might wait 3 hours 

 

 
 

 



Considerations – Timing Test 
 

 SmartFurniture.com 
 

 Control – 3 emails sent over 4 days 

• 4 hours after abandon 

• 1 day later 

• 4 days later 
 

 Test – 3 emails sent over 7 days: 

• 24 hours after abandon 

• 3 days later 

• 3 days later 
 

 Results 

• Conversions – 22% for control; 21% for test 

• Revenue for campaign – 58% for control; 42% for test 

 
EmailSherpa – 6/28/13 



Considerations – Offers and a series 

 

    A big question is whether to include an offer to 

sweeten the deal 

• Many marketers do not include in their first email   

• The concern is that offers will alter behavior, increase 

abandoned rates and forwarding of offers to friends 

• You can always suppress an offer for 90 days after 

abandon.  Don’t train repeat abandoners! 

• Or, offer incentives like free shipping only if purchase 

amount is over $75 
 

 Opens Clicks Conversion % Revenue per email 

No offer 15% 12% 1.8% $3.20 

Offer 17% 13% 2.9% $3.29 

Experian CheetahMail- The Remarketing Report – 2/10 



Shopper 
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Cart 
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Considerations - Offers 

Wait 
2 

Days 
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Days 

Wait 
2 

Days 

 

    A look at how Birkenstock sets up their programs 

to compensate for past abandons  

 

How to execute a winning trigger-based email strategy presentation 3-12 



Abandoned cart 

      

Birkenstock first email in a 

series of 5 
 

 
 

       

    

     



Birkenstock Results 

How to Execute a Winning Trigger-Based Email Marketing  Program – 3-21-12 



Considerations - send a series 
 

 Should you send more than one abandoned cart email?   
 

 According to Forrester Research * 

• 46% overall conversion  

• 1st e-mail sent within 30 minutes gets an 89 percent open 

rate and a conversion rate of 28%.  

• 2nd  e-mail sent one week later to those that did not respond 

to the first, gets an open rate of 60% and a conversion of 

25%. 
 

 With a series you have the opportunity to include 

inducements 

• First could show items left in cart 

• Second could offer a discount or free shipping 

• Third could say cart is about to expire 
 
 

 
*MultiChannel Retailer – 6/16/09 



Considerations – include product pix 

 

    Another issue is whether to dynamically include an 

image of the product abandoned 

• Showing an image of the product will give the best results 

• Make it easy to complete the purchase – don’t require log in 
 

 
Opens Clicks Conversion % 

Product shown 63.8% 28.8% 2.9% 

No product but link to cart 53.5% 24.9% 1.4% 

Experian CheetahMail- The Remarketing Report – 2/10 



Include a product picture 

      

Sent 1 day later 
 

Product shown 
 

Links to: 

Customer service 

The site 

Store locator 
 
 

       

    

     



Include a review 

     Incorporate reviews in 

abandoned cart emails 
 

 
 

       

    

     



      Product shown 
 

      No incentive 
 
 

Subject line:  Finish your 

shopping fast and save! 

 

    

     

Include a product pix – and cross-sell 



Include a product pix – and cross-sell 

      Dungarees.com 
 

No incentive, images included 

along with other suggested 

purchases 
 

Included name of abandoned 

product in subject line 
 
 

      Results: 

• Opens – 56% 

• Conversions on clicks – 18.4% 

• Generated 490% more revenue 

per session than other site traffic 

sources 
 

 

 

    

     
Bronto site case study 



Closing thoughts to drive the point home 

*Carolyn Nye- S&S  – eROI Virtual Trade Show 11/11/10 



@DebraWEllis 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 

B2B Trigger Emails 

Targeted, Relevant, & Effective 



@DebraWEllis 

The Fear 

Email Overload 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

The Reality 

B2B Email Volume is Declining 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

B2B Trigger Emails 

 Welcome 
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B2B Trigger Emails 
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@DebraWEllis 

B2B Trigger Emails 

 Welcome 

 Lead Nurture Drip 

 Transactional Messages 

 Inactive or Dormant Leads/Customers 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

B2B Trigger Emails 

 Welcome 

 Lead Nurture Drip 

 Transactional Messages 

 Inactive or Dormant Leads/Customers 

 Repurchase or Renewal 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Plan Your Campaigns 

 Goal  

 Objectives 

 Strategy 

 Contingency 

 Scorekeeping 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Plan Your Campaigns 

 Goal  
 

- Increase Profitability 5% 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Plan Your Campaigns 

 Objectives  
 

- Increase Response Rate 15%  
- Increase Average Order 10% 
- Reduce Service Costs 10% 

 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Plan Your Campaigns 

 Strategy  
 

- Identify Target 

- Plan Content 

- Create Sequence 

- Schedule Timing 

- Test & Revise 

 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Plan Your Campaigns 

 Contingency 
 

What if…  

 

 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Plan Your Campaigns 

 Scorekeeping  
 

Measure results relative to objectives 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

5 Things to Do Now 

 Verify Lead Generation Email 
Addresses 
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5 Things to Do Now 

 Verify Lead Generation Email 
Addresses 

 Choose a Top Performing Segment 

 Create and Test a Small Campaign 

 Optimize Existing Emails 
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@DebraWEllis 

5 Things to Do Now 

 Verify Lead Generation Email 
Addresses 

 Choose a Top Performing Segment 

 Create and Test a Small Campaign 

 Optimize Existing Emails 

 Develop Educational Content 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Takeaways 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

K.I.S.S. 

Keep It Simple & Strategic 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Readability 

Put Key Content in Hot Spots 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Relevancy 

Speak Directly to Recipients’ Needs 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Consistency 

Steady Wins 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Timing 

Test, Test, & Test 
© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



@DebraWEllis 

Contact 

Debra Ellis 

dellis@wilsonellisconsulting.com 

© 2014 Wilson & Ellis Consulting 

www.wilsonellisconsulting.com 



Question & Answer Session 

Enjoying this webinar? There’s so much more where this came from! 

Click the publication widget below to sign up for a FREE subscription to 

Target Marketing! 

If you haven’t done so already,  

please take this time to submit questions to 

our speakers using the “Q&A” box on your 

console. 

#TMGWebinar 



Thank You 

 
Thank you for taking the time to attend our webinar today. 

 
For additional information about our webinar series,  

check out the following Web site: 

www.targetmarketingmag.com/webinar 

 
Please take a moment to fill out our  

feedback survey. 
(It will open in a new browser window/tab momentarily!) 

#TMGWebinar 


