/// stripo

The future of emaill
Goal-Driven Marketing

A A



About Me:
7

stréo

.email

Dmitry Kudrenko yespo

. @

+1415 9407047
contact@stripo.email Claspo




Stripo

® o N

Daily Newsletter

Drag-n-dropand -
HTML email :
template builder . “\

Meet Stripo — an intuitive and simple yet flexible email template
creator. Speed up production. Test and export emails to any ESPs.

Drag and drop & HTML editors. e
3
Cet StartedFree > Based on 100+ reviews on )

(G Ycapterra

D


https://stripo.email
https://stripo.email



https://claspo.io

* yespo Omnichannel Features  CDP Features  Pricing Blog Cases Support AboutUs Login Sign Up

Yespo Omnichannel CDP

All data and All Communication
channels within One System

Request a Demo


https://yespo.io

Future for whom?




High Level Senders Evolution
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High Level Senders Evolution

1. ESP
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Marketing Automation
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High Level Senders Evolution
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3. CDP
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Features of Customer Data Platforms

Optional
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Is it possible?
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Any sufficiently
advanced technology is
indistinguishable from

ARTHUR C. CLARKE




Delegation Levels
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Some times...

Best practices ™
usually sucks

© Mikko Seppa



Must-have campaign
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Abandoned cart (example)
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Abandoned cart (example)
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Benchmarking...

/
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But Where Is Strategy?



Strategy Planning

Geal

HOLISTIC EMAIL MARKETING: A PRACTICAL PHILOSOPHY TO REV...

Whether you want to welcome new subscribers, reactivate lapsed
customers or recoup more revenue from abandoned carts, your

plan must have these six essentials parts:

£
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. Business goals: your overarching needs.
. Objectives: these support one of your business goals, such

as ‘Increase revenue by 20% within twelve months’. Just as
you can have multiple goals, you can have multiple object-
ives related to those goals. Ideally, break these down into
life stages such as acquisition, conversion, retention and
reactivation.

. Strategy: how you will reach your objective. For example,

‘Optimise the customer journey, reduce friction and imple-
ment service-based lifecycle messaging levering relevant
touchpoints.’

. Tactics: how you will carry out your strategy. An aban-

doned-cart reminder is a tactic that could bring more
customers back to complete checkout. Of course, you will
have a bunch more tactics included - all with the aim of in-
creasing your brand’s revenue.

Technology: what you use to set up your tactics.

. Measurement: how you determine whether you reached

your objective. When you’re measuring an individual
tactic to see if it was successful, each tactic will have a key
performance indicator (KPI) attached to it, such as the
number of additional orders and total additional revenue it
achieved, minus programme costs.

Email

Marketing

A practical philosophy to
revolutionise your business and
delight your customers

KATH PAY




Campaign vs Goal




How to measure
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How to measure
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Funnel?
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Funnel?
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Abandoned Funnel Example
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Let’s define what is Good Metric
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(RFM) Recency, Frequency, Money
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Customer Grid




Customer Journey
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Objectives / Goals
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Improve your metrics
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CJM Example for ecommerce

Acausition (78)
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Users with Action (%)

Who are in state “New”
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CJM Example for ecommerce

SUBSCRIBERS Buvers Ex-BuYers

AcauisiTion 36K
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7,9K
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\
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11 2
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Attribution
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Drilling Down

SUBSCRIBERS
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Drilling Down

 1stTime Buyer State Details

never read

never
received
inactive
reader
not
opted-in

blackliste
d

active reader
unsubscribed

spam complaint
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Revenue Modeling

Acquizition % 0
Onboarding % 7
Retention % 1
Conversion % 2
1
2
5

Reactivation_U %
Reactivation_C %
Engagement %

Acquizition New Customer Sleeping Customer Purgatory Active User Active Ex-Customer Inactive User Inactive Ex-Customer Lost User Lost Ex-Customer

Acquizition 0 [99.04 ]fo9s |0 0 0 0 0 0 0 0

New 0 0 0 0 0 0 0 0 0
Customer 0 0 10.5 0 0 0 0 0 0
Sleeping Customer 0 0 31.57 0 0 0 0 0
Purgatory 0 0 1215 0 0 0 66.8 0 14.6 0 6.45
Active User 0 0 0 0 0 0 0 0

Active Ex-Customer 0 0 0 0 0 0 0 0
Inactive User 0 0 0.03 0 0 0 0 0
Inactive Ex-Customer 0 0 0 0 0 0 0
Lost User 0 0 0.01 0 0 1.03 0 0 0 0

Lost Ex-Customer 0 0 0.19 0 0 0 0 0 0
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Revenue Modeling

Revenue (USD$)
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Profiling is a Key

Average Retention

100

full retention
agency retention
business retention
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Retention (%)
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Add dynamic into latency metric

Retention (%)
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Focus on Objectives
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Al/MLIn Direct Marketing
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CDP Role Evolution
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High-level Roadmap
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Let’s show it live
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Let’s follow
the future together

Dmitry Kudrenko
CEO at Stripo
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