








SURVEY
W H I T E  P A P E R

interactions) with numerous messages and related landing pages rather 
than from just one, single message. For example, if a recipient doesn’t open 
the first or second message in a predetermined series, the campaign can 
be automated to send him or her a very di�erent third message than one 
designed for someone who has been engaged all along. In order to engage 
these more skeptical recipients, you might need to provide a more enticing 
discount or even a message asking for more information about his or her 
particular interests. Sophisticated marketing automation programs allow you to 
do this on the fly—freeing up more time for you to focus on the bigger picture.

Putting It All Together

Scoring or ranking customers and prospects, segmentation based on 
rankings, and automated marketing campaigns that reach recipients when 
they’re most likely to take notice are the core of highly successful B2B mar -
keting programs. And the process works just as well for B2C companies. 

Begin by determining scoring criteria based on understanding the attributes 
of your various customer segments. Then set up triggered campaigns 
that communicate appropriately based on contact rankings that measure 
behavior. The chart at right shows how a B2C marketer might divide up the 
customer base and develop messaging to accelerate conversions.

Conclusion

Being a B2C marketer isn’t getting any easier, and won’t anytime soon.  
Today’s consumers are more educated than ever. Inundated with a growing 
number of marketing messages, they have taken control of their buying 
decisions. They’re doing their homework, researching brands and products 
online and seeking out input from friends, fans and those they’re linked to.

While there are di�erences between B2B and B2C customers and the way 
marketers approach them, the lines between the two are getting blurrier. 
It’s no longer enough to segment customer and prospect databases by 
list-centric attributes such as gender or geography. To be truly relevant, 
emails must be designed around each recipient’s specific needs, interests, 
behaviors and level of engagement and readiness to buy. 

By taking a cue from their B2B brethren, B2C marketers can take a deeper 
dive into their database and become truly engaged with each customer. 

Customer Actions Lead to Scores That Drive Marketing Campaigns

Fabric.com sends out specialized o�ers designed to keep loyal customers engaged and renewing 
relationships with inactive customers. Examples of messages include:

• “Happy Anniversary” emails celebrating the anniversary of a customer’s first purchase 
• “Happy Birthday” emails 
• “We Miss You” emails for those customers that purchased previously, but haven’t in the past year 
• “We Want You Back” emails for customers that haven’t purchased in the last 12 to 18 months 

Fabric.com’s automated marketing emails more than doubled open and click-through rates and increased conversion by more than 40 
percent. For Fabric.com, one of the benefits of implementing triggered campaigns is that they can help bring in a steady revenue stream 
throughout the week and generate orders on a more even basis to help with warehouse workflow. 

CATEGORY RANKING CRITERIA MESSAGING

Loyalist
 
 
 
 

●  Shares emails on social networks

●  Frequent website visitor

●  High open and click rate

●  Repeat customer

●  Submits product reviews

♦  Invitation to VIP Club membership

♦  Extra discounts on purchased items

♦  New product alerts before public 
receives them

♦  Birthday e-cards with gift certificate

 

Engaged
 
 
 

●  Occasionally shares emails 

●  Regularly visits website

●  Opens most emails and often 
clicks

●  Has made one or more purchase

♦  Survey to gather interests and 
needs

♦  Send only emails similar to types 
most often clicked

♦  Identify time when emails are 
generally opened and send 
accordingly

♦  O�er discount on next purchase

Indi�erent
 
 
 

●  Never shares emails

●  Rarely visits website

●  Very low open rate; miserable 
click rate

●  No purchases

♦  Survey to gather interests and 
needs

♦  Incorporate links to pages on site 
recipient has visited in emails and 
o�er special discounts for products 
promoted there

♦  Ask for input on frequency and 
content

♦  O�er deep discount available for 
limited time

Disengaged
 

●  Rarely opens emails and never 
clicks

 

 

♦  Send email with personalized 
subject line asking for advice on 
what they want

♦  Remind them of the benefits of your 
messages

♦  Say goodbye
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