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Experience tells us that very few people that make those claims are actually going to live up to
them. So when it came to Sitebrand, we weren't actually convinced that it would work, even
though they sounded very professional.”

Smooth implementation...so far so good

Sitebrand more than lived up to its promise of easy implementation. This included training on
how to use the software and develop new online marketing strategies, recommendations on
immediate campaigns to run based on best industry practices and how to evaluate results using
the analytics tool. Levy recollects the examples proposed by the Sitebrand strategy during the
training stage: “We thought, well, that will be minimal. It's not going to do much for us, and it
actually brought in quite impressive increases in conversions!”

Using dynamic content to change visitor experiences

Sitebrand works closely with a customer during the implementation stage to identify the best
areas of the site to introduce new dynamic content. These areas are used to personalize the site
experience for specific visitor segments by presenting relevant offers, discounts or information.
Information is packaged as a creative campaign and triggered by business rules established by the
eTailer based on marketing priorities (figure 1 shows the areas of the electricshopping.com’s home
page that were used to present dynamic content). An eTailer can use Sitebrand to effortlessly
launch and track an unlimited number of campaigns. The most common include first time visitor,
geo-targeting, shopping cart abandonment, and stuck shopper campaigns.

“It's actually quite good!”

Ease of use and implementation were important, but at the end of the day, did Sitebrand drive

a stream of new revenue into this eTailer's coffers? “l would attribute at least a five-fold return

on our Sitebrand investment: at least that,” says Levy on the ROI generated by Sitebrand.

He particularly liked that Sitebrand brought tremendous and immediate accountability to any
marketing campaigns launched. “What makes it so attractive is that we can play around infinitely
with it [Sitebrand]. We can subject small audiences to campaigns, but quickly get relevant data
back. Whether they were great results or poor results, the fact that we could finally see what we
were getting in a clear, easy to understand format caused us to stop and say, ‘wait a minute, this
is actually quite good!”

Personalizing the site for first-time visitors

The first campaigns ran by electricshopping.com targeted first-time visitors. Campaigns and
offers were developed for different visitor segments. For example, if a visitor came from the UK,
they might see a campaign trumpeting “Free delivery across the UK.” If the visitor were from
Poland, they would see a campaign in Polish promoting “We deliver across Poland. Click for more
information.” These campaigns combined geo location with first-time visitor information to present
appropriate relevant content. Levy comments on the personalization: “From the moment they
landed on our site it looked like we already cared about them because we had gone to the effort
of talking to them in their local language.”

electricshopping.com developed a second series of campaigns to address shopping cart
abandonment. Triggered by length of time on site, these campaigns tied in closely with the cart
check-out process. “If someone spent longer than average on the site, we either assumed they
were looking for more information or that they were a bit lost,” comments Levy. If someone triggered
a campaign they might get a simple prompt message such as “If you need a hand, give us a call!”
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Soft incentives boost conversions

Most of the campaigns implemented by electricshopping.com focus on what Levy calls “soft
incentives.” This is because the website is already promoting excellent deals and best overall
prices. In the case of electronic products, Levy notes “Margins are wafer thin. We can't really
offer them 10% off if they check out today because we wouldn't make any money.” As a result,
Levy tends to discount on things like delivery where they have more room to play, and providing
helpful information that promotes the service side of the electricshopping.com experience. The
overall lift generated by Sitebrand is testimony to how effective these “soft campaigns” can be at
personalizing the web experience for visitors and ultimately converting more of them into buyers.

“...just stunning!”

Levy attributes an overall lift of 17% to Sitebrand — a figure that clearly exceeded his original
expectations. “Apart from showing visitors banners with relevant content, we are not doing
anything else different. And to have a 17% lift from that is stunning. It is as if we are investing
very little and getting a huge amount back. 17% lift... that is a huge figure!” Levy qualifies this by
acknowledging that it costs money to get every single person to the site whether they buy or not.
The marketing challenge is to do whatever possible after a visitor arrives on the site to ensure
they buy something. “Anything that helps an eTailer bring that conversion figure up like Sitebrand
does is a great tool in my view,” says Levy.

While the overall lift in conversion rates has been impressive, Levy also comments on the ongoing
follow up and support that Sitebrand’s professional services team provides. “At first | was expecting
Sitebrand to just give us the training and say ‘off you go do it yourselves’ and then walk away,”
says Levy. “It is amazing that | will sit down at the end of the month and have a phone call with a
person at Sitebrand and he will be discussing things that happened on our site three weeks ago.
So they are still looking at it [our site] even though we are not talking to them. It's as if they work
with us rather than just sell us the product,” concludes Levy.

electricshopping.com’s Managing Director comments on the importance
of the “customer journey”...

“Success in e-marketing means looking at the customer experience from start to finish. It's a
mistake to focus narrowly on hard incentives like discounts which may achieve superior conversion
at a steep price.

The key is to ensure each visitor enjoys a positive, relevant experience while on your site. This
means being able to give every visitor the type of individual attention and help they would expect
to get when buying in a store.

Until now, it has been very difficult to give every website visitor a high level of personal attention.
But that is absolutely what we must do as e-marketers: treat every visitor as an individual shopper
and come as close as possible to matching or improving upon the overall experience offered by a
very customer focused bricks and mortar store. In doing so, we will create an excellent online

customer journey and enjoy better conversion rates.”




