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What’s inside?

e Overview of CLM (Customer
Lifecycle Management) Strategy
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Empower Customer Behavior

Goal is to identify the touchpoints for customer

interaction such that you can identify and retain
customers and increase AOV, ROI, and CLV for all
customers.

Track KPI’s

Enable your team to track AOV, ROI, CLV for
customers such that the leadership team can
make recommended growth strategies that
scale.

CLM & Scalability

Ensure steps taken are as automated as possible
so that your team can scale effectively without
huge manual intervention.
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Sample Content Matrix

Content

D
001-INFO1

Content Name

# Pieces

Cadence

Content Name

# Pieces

Cadence

Influencer Plan with Featured Products

5

Bi-Weekly Rotation

Type

Short Video

Persona

E-Commerce + High AQOV

Content

002-ROI01

Paid Campaign + SEQ

ROI

ROI

Type

PPC and SEO

Persona

E-Commerce

Content

003-S0C01

Social Media Instagram Videos

12

Weekly

Type

Videos

Persona

E-Commerce + High AOV

Content

004-50C02

Social Media Instagram Vide

12

Weekly

Type

Videos

Persona

E-Commerce + High AOV

Content

05-R0I02

Promo Ads & Remarketing

ROI

ROI

Type

PPC and SEQ

Persona

E-Commerce + High AOV

Content

06-WEBO1

GA Campaign + Email Automation

30

Weekly

Type

Multi-Channel

Persona

E-Commerce

Content

06-WEBO1

GA Campaign + Email Auton

12

Weekly

Type

Multi-Channel

Persona

E-Commerce

Content

07-EVTO1

Fastenal Convention Speaker Series

Bi-Annually

Type

Event Email Campaign + In Person

Persona

High AOV

Content

08-WEB02

Abandoned Cart Program

Over 72 Hours

Abandoned Cart Program

Dver 72 Hour:

Type

Email

Email

Persona

E-Commerce + High AOV

E-Commerce + High AOV

Content

09-SALO1

Sales Alert w/Client Notification

Over 5 Days

Type

Email

Persona

High AOV

Content

10-NURO1

Segment Nurture by Region

Over 2 Weeks

Type

Multi-Channel

Persona

E-Commerce + High AOV

Content

11-NUR02

Segment Nurture by High AQ

Over 3 Weel

Type

Multi-Channel

Persona

High AOV

Content

12-NUR0O3

Type

Persona

Content

13-EMLO1A

Type

Persona

Content

14-EMLO1B

Type

Persona

Pactncs

ac caalna~
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Sample Abandoned Cart Process Flow

Person is added to

abandoned cart list

. Send email personalized ‘ A . |
Wait 1 day ’ [ with cart info (1) ]—> Email 1is Delivered J

No
7 bid N ) ) " pid "\ S P—
7~ personplace an ™\ Ermail 1 . /" personplace an ™\, ~end reminder emai
. order inthe last Email 1is Bounced Wait 3 days ~order inthe last_~ No— personalized with cart
\30days? 3days? info (2)
Yes Yes
‘ End Stream Mm::{::_’;:?:pted ‘ End Stream End Stream
[ Process | Email send | Trigger/ Measure End Stream
a Success




Sample Win Back Process Flow

Person added to

Measure success: No purchase

winback_email_2is ‘

smart list containing Send inback_email_1is Opened Email? S |
X . > pened Email? Yes————» rson m: new i
last order date = x winback_email_1 D Pe szur:h(:i: © - Delivered
months ago Wait 5 days
Purchase
made
Add person to winback_email 2is
winback_email_1is e e Bouncec
Bounced
Move person to opted
Move person to opted Send email 1 again Yo N, D':ismam P
out stream with new subject
Wait 2 D: Opened Email?
ﬂ m ; e o
Success




Sample Onboarding Flow

—_—

Person made anew
purchase or rengaged

Send
welcome_email_2 on
Tuesday morning

Send
welcome_email_1on [
Tuesday morning

welcome_email_2 is

Delivered

welcome_email_1is
Delivered

through a winback
campaign

‘ Send
\

Tuesday morning

o ‘ welcome_email_3 is
Wait 1 week | Bounced
| ced

X welcome_email_2is
Wait 1 week Bounced

welcome_email_1is
Bounced

} Move person to opted Move person to opted } Move person to opted
|

out stream out stream | out stream

welcome_email_3on [

welcome_email_3 is
Delivered

Wait 1 week




CONTENT NEEDED FOR
STARTER FLOWS

FLOW CONTENT ID CONTENT

2 EMAILS WITH DYNAMIC CONTENT

08-WEB02
ABANDON CART FOR CART CONTENTS
5 EMAILS WITH PERSONALIZATION
WINBACK PROGRAM 19-EMLO2A AND OFFER
ONBOARDING PROGRAM LML 2 EMAILS WITH DYNAMIC CONTENT

FOR CART CONTENTS

THEME

CART CONTENTS WITH CLICK TO SEE
FULL CART

OFFER TO COME BACK AND SEE
WHAT’S NEW

CART CONTENTS WITH CLICK TO SEE
FULL CART
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