


Most major brands and retailers rely on
CRM systems for marketing and managing
customer relationships. Introducing a CRM
strategy has been shown to increase sales
by 32% and forecast accuracy by 45%,
but in today’s highly evolving and
competitive digitized era, where traditional
technologies quickly become outdated,
CRM strategies that were once
successful might no longer be
relevant’.

CRM strategies that Q
were once successful
might no longer be
relevant.

This paper will review the latest trends in CRM and present intelligent and innovating case
studies that illustrate how marketers can skillfully revive an outdated CRM.

PART 1- HOW CAN MY CRM STRATEGY HELP ME
CAPTURE NEW CUSTOMERS?

Of course, a CRM solution is only as valuable as the data it can capture. There are now
more ways than ever to encourage new customers to sign up and provide key data assets
like their e-mail address or phone number. Let’s examine strategies that marketers have
used to expand their customer base.
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WEBSITE STRATEGIES

Promoting on your website is a simple but highly

effective sign-up strategy that can quickly help

increase your member database by providing - Py——
attractive offers to new shoppers who are not on up o get o
yet registered with your brand.
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MOBILE-FIRST STRATEGIES
RECEIPT PROCESSING

Receipt processing technology, like
SnippCheck, allows consumers to snap a
picture of their receipt on their
smartphone to verify qualifying purchases
and receive a reward. All they have to do
is send the picture of the receipt via SMS,
e-mail or by uploading to a brand site.
Once the receipt is validated, rewards
such as an entry to a sweepstake, a
rebate or even digital downloads such as
music and movies can be delivered to the
consumer. Every time a shopper snaps
and sends a picture of her receipt, she is
providing valuable feedback that will be
stored in your CRM — such as her name,
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e-mail address and purchase history,
thereby making receipt processing a
simple and powerful means to grow a
customer database.
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SOCIAL SIGN-IN

Social sign-in gives site visitors the
opportunity to leverage their social
identities to sign-in. With 65% of
American adults and over 90% of
Millennials using social technologies, a
social login feature is convenient because
it allows for instant enroliment by syncing
with your existing social media profile®.
Since an astonishing 86% of users say
they are bothered by having to create new
accounts on websites, this convenience
factor greatly contributes to new
sign-ups’. Moreover, users who login
through social media spend more time on
a site and convert at an average of 15%
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to 20% higher than other visitors?.
Therefore, adding a social login to get new
customers would lead to greater revenue.

Users who login
through social media
spend more time on
a site and convert at
an average of 15% to
20% higher.
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PART 2 - WHAT CRM STRATEGIES CAN | EMPLOY TO
RE-ENGAGE EXISTING CUSTOMERS?

Winning a customer is only half the battle — once a brand has established a connection
with a customer, it must devote time and attention to keeping lines of communication alive.

Research by Bain and Company shows that
customer attrition rates can be as high as 50%
if databases are left dormant over a five-year
period'®. If most of the contacts within a CRM
database are inactive, it is imperative for
marketers to reach out to them and encourage
them to make a new purchase, because inactive
customers can potentially account for millions of

dollars in lost revenue. Strategies to encourage
re-activation include:
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E-MAIL CAMPAIGNS

Many marketers have had great success
with e-mail campaigns aimed to
re-engage inactive customers. Subject ee000 ATET =
lines that specifically mentioned an actual i
money off discount were nearly twice as
successful at getting people to read the
email than emails with a vague

percentage off discount™". Mention money off discount.
July 20, 2016, 2:15 PM

To: John Smith
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COSTA COFFEE CLUB Costa card ending in: 3425

Dear Saemia,
‘Welcome to your monthly shot of Costa, your source for coffee news, competitions

and points giveaways, as well as a chance to tell us what you think. It's exciting, brand
new and it's especially for you.

40 years of roasting beans...

...at our roastery in Lambeth, London. It's just one step in our
beans’ journey from crop to cup. click below to read more.

Find out more

PART 3 - EFFECTIVE CUSTOMER ENGAGEMENT
THROUGH PERSONALIZATION

In today’s digitized e-commerce world, power has shifted from marketers to consumers.
Shoppers expect brands and retailers to keep up with their preferences, and they want to
receive relevant and engaging communication from brands and retailers they care about. If
marketers fail to deliver, shoppers are fast to switch.

Q @ G e e To build long-lasting relationships
. : : : : with consumers, it's important to

ensure that your CRM is equipped to
properly engage and reward both new
and existing consumers with
: personalized communication based
on data you have collected about their
CUSTOMERS purchase history and their receptivity
to previous promotions.

EXISTING
CUSTOMERS
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Digital Trends found that 73% of Infosys found that 78% of consumers

consumers prefer to do business with are more likely to be a repeat customer if
retailers who use personal information to a brand provides them with personalized
make their shopping experience more offers’™.

relevant.

These trends have huge implications for retailers and brands looking to enhance their
personalized digital marketing strategies.

Here are a few smart strategies to improve upon personalization:

CONTEXTUAL MARKETING™

Contextual marketing can be defined as using
consumer behavior to deliver personalized
experiences. It offers a scalable, crawl-walk-run
solution for delivering increasingly more
personalized customer experiences that foster
conversion and loyalty. Here are a few
contextual marketing strategies that can be
leveraged to engage with customers in a
personalized way:
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ABANDONMENT

Studies show that 69% of online
shoppers abandon their shopping carts
without purchase'”. These consumers
who leave items in their cart should be
re-engaged. With an updated CRM,
marketers can automatically e-mail
customers in real time reminding them of
the abandoned items.

REPEAT PRODUCT ENGAGEMENT

If you notice that a customer is spending
a lot of time researching a particular
product or a series of products, such as
Android phones or fleece mittens, you can
set up a CRM strategy whereby you
engage with this customer and provide
more details on the information they are
searching for, or additional options that
they may not have already seen'@.
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ENGAGING CUSTOMERS THROUGH SOCIAL MEDIA CHANNELS
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With up to 70% of consumers discovering products
through Facebook, Instagram, Pinterest and now

even Snapchat - if your CRM strategy fails to
include social media, you are missing out
on millions of dollars of revenue?.

And yet, this is one area where marketers are
majorly failing to deliver: last year, only 27% of
retailers offered a discount code or coupon for
following a brand’s social media page?'.
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Fewer than 20% of retailers offered Less than 1 in 4 retailers provided
discounts on purchases for referring access to limited-time offers for sharing
friends and family to the brand?, content or created customized offers and

deals for checking-in via mobile apps?.
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Social CRM tracks mentions, comments, -
re-tweets and other metrics. Not only that, but ‘
sentiment analysis also uncovers deep insights
into how customers feel about brands. This, in
turn, helps retailers quickly spot points of need
and step in with timely, relevant offers.

In addition to offering coupons, discounts and special deals, retailers must also educate
and engage shoppers by recognizing the needs that customers present via social media
posts through posting content and responding to comments and mentions.
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ENGAGING MILLENNIALS

Great product!
Millennials, who currently More than half of all Almost 40% of
represent 25% of the Millennials use their mobile Millennials post
U.S. population, are devices on social media to product reviews?.
quick to share their note that they “like” a
opinions about a brand on brand, compared with 33%
social media®. of baby boomers?,

Moreover, social media platforms such as contests,
quizzes and polls, gamification and user-generated
content can also be used to encourage interactive
engagement. Contests and sweepstakes can be
taken to a whole new level with mobile integration —
think photo contests, gamification sweepstakes and
instant win promotions.
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PART 4 - USE DATA TO RE-TARGET CUSTOMERS AND
BUILD CONTINUOUS PROGRAMS

By segmenting purchase data, marketers can identify and group customers on different
criteria and re-target them by offering different rewards to members of each group.

For example, marketers can segment CRM
data based on the shopper’s last purchase
date and offer unique rewards to members
of each of the different groups, depending

on how long it’s been since they’ve gone

-
dark, for example — the past year, two years . [~
or six months. 4 ‘ 6

While most companies run a series of individual
promotions, they often neglect to join them together.
Receipt processing offers an effective and elegant
solution to this problem: receipt processing
campaigns can be used to link together a

number of individual promotions such as
sweepstakes, rebates or rewards into a continuous
engagement strategy with the ability to re-target
customers and grow their list of active members.
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Marketers must use past activity and behavioral
interactions to increase the chance of

re-activation through segmentation. To
reach out to customers who have not purchased
anything in the last year, marketers can send
highly customized offers based on previous
purchases. If it’s been longer than that, then
marketers can offer a more general offer, such
as a flat discount on their next purchase or a
discount on one item of their choice.

CRM segmenting and re-targeting involve a
blend of online and offline marketing to
seamlessly communicate with shoppers?.
By piecing together consumer data and
online behavior, CRM re-targeting allows
companies to know their customers better
than ever before. As a result, communication
becomes more engaging and exciting, and
therefore encourages loyalty.
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A well-designed CRM enables marketers
to keep adding new data about
consumers. This helps marketers further
engage consumers with communication,
offers and discounts that are relevant and

exciting for them. Re-targeting customers
after they have made a purchase and
redeemed a coupon is an excellent
strategy for driving new purchases and
strengthening customer loyalty.

BUSTEDTEES

BUSTEDTEES
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In short, re-targeting builds a chain of customer engagement that is likely to increase
brand loyalty and encourage further purchases, allowing your business to gather even
more relevant information about your customers. This, in turn, will make it easier to provide
customers with more relevant offers and keep them excited and loyal to your brand.

CONTACT US

9 lets.talk@snipp.com

@@ www.snipp.com

f www.facebook.com/Snippinc

k& www.twitter.com/snippinc

in www.linkedin.com/company/snipp

Snipp is a global loyalty and promotions company with a singular focus: to
develop disruptive engagement platforms that generate insights and drive
sales. Our solutions include shopper marketing promotions, loyalty,
rewards, rebates and data analytics, all of which are seamlessly integrated
to provide a one-stop marketing technology platform. We also provide the
services and expertise to design, execute and promote client programs.
SnippCheck, our receipt processing engine, is the market leader for
receipt-based purchase validation; SnippLoyalty is the only unified loyalty
solution in the market for CPG brands. Snipp has powered hundreds of
programs for Fortune 1000 brands and world-class agencies and partners.
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