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A performance based marketing frameworkA performance based marketing frameworkA performance based marketing frameworkA performance based marketing framework

Target group

Traffic

Customers

Establish strong brand awareness Establish strong brand awareness Establish strong brand awareness Establish strong brand awareness (above the line)11111111

Acquire customersAcquire customersAcquire customersAcquire customers22222222

Personalize communication & experience Personalize communication & experience Personalize communication & experience Personalize communication & experience (below the line)33333333

Affiliate SEM SEO Display

 High investments in above 
the line for high brand 
awareness

 Performance based 
Display marketing 

 Cooperations
strengthen image 

Merchandize Merchandize Merchandize Merchandize 
 Onsite tools
 Campaigns 

EngageEngageEngageEngage
 Facebook
 Micro blogging

Inspire Inspire Inspire Inspire 
 Catalogue 
 Magazine 

Personalize Personalize Personalize Personalize 
 Mailings
 Re-targeting

Offline



High-profile brand collaborations 
increasing global awareness

Marimekko for Clinique

9

Stockmann, Helsinki Printemps, Paris

Harper’s Bazaar UKThe Cut

@sofialascurain, 224k followers on IGPR & consumer launch event, Shanghai



Online Online Online Online marketingmarketingmarketingmarketing channelschannelschannelschannels

10

Pull Pull Pull Pull marketingmarketingmarketingmarketing

− SEM

− SEO

− Affiliate marketing

Push Push Push Push marketingmarketingmarketingmarketing

− Display marketing

− Affiliate marketing

Just surfing

Must have
new shirt



CPO CPO CPO CPO drivendrivendrivendriven marketingmarketingmarketingmarketing controllingcontrollingcontrollingcontrolling

87

11 67676767

178178178178
7

Returns   COGS  

2

Warehousing

2

Delivery Profit 
contribution

2

PaymentCustomer 
service

Gross 
revenue  

• CPO <= PC

CPO = Total Marketing Cost / # Orders

PC   = Profit Contribution 2 (avg. per Order)

Profit contribution per average orderProfit contribution per average orderProfit contribution per average orderProfit contribution per average order



CPO CPO CPO CPO drivendrivendrivendriven marketingmarketingmarketingmarketing
controllingcontrollingcontrollingcontrolling
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100 €100 €100 €100 €
30 30 30 30 

€€€€

• CPO <= PC 2

CPO = Total Cost / # Orders

PC 2 = Profit Contribution 2 (avg. per Order)

• Profit Contribution

Gross Revenue 100 €

Returns - 30 €

Tax - 11 €

Cost Of Goods Sold (COGS) - 32 €

Profit Contribution 1Profit Contribution 1Profit Contribution 1Profit Contribution 1 +26 €+26 €+26 €+26 €

Packing, Shipping, … - 12 €

Profit Contribution 2Profit Contribution 2Profit Contribution 2Profit Contribution 2 +14 €+14 €+14 €+14 €

14 €14 €14 €14 €



CLV CLV CLV CLV drivendrivendrivendriven marketingmarketingmarketingmarketing controllingcontrollingcontrollingcontrolling
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• CAC <= CLV

CAC = Total Cost / # New Customers

CLV = Customer Lifetime Value

• Customer Lifetime Value (simplified)

− Cumulated Profit Contribution during 

customership duration (e.g., 180 days) 

− Example

Customer with exactly 2 orders 

Initial order +14 €

1st subsequent order +12 €

Customer Lifetime ValueCustomer Lifetime ValueCustomer Lifetime ValueCustomer Lifetime Value +26 €+26 €+26 €+26 €

100 €100 €100 €100 €

14 €14 €14 €14 €

12 €12 €12 €12 €

++++ 2222ndndndnd

26 €26 €26 €26 €



Customer lifecycle value measurement can 
be taken to a more sophisticated level

1. The easy way: Averaging it out 

or…

2. Customer lifetime value analysis to distinguish between different customers

• Forecasting future buying frequency & value

Further reading / academic 
papers: Predictive Customer 
Lifetime Value Modeling e.g., 
by Fader



Relationships with performing partners developed Relationships with performing partners developed Relationships with performing partners developed Relationships with performing partners developed 
based on winbased on winbased on winbased on win----win approachwin approachwin approachwin approach



Key KPIs for Key KPIs for Key KPIs for Key KPIs for eCommerceeCommerceeCommerceeCommerce

• CSRCSRCSRCSR Cost Sales Ratio = Cost / Sales

• CPOCPOCPOCPO Cost per Order = Cost / Orders

• CR CR CR CR Conversion Rate = Visits / Orders

• CPV CPV CPV CPV Cost per Visit = Cost / Visit

• CAC CAC CAC CAC Customer Acquisition Cost = Cost / Conversion NC

• NPS NPS NPS NPS Net Promoter Score = measures Customer 
Satisfaction

• NC/RCNC/RCNC/RCNC/RC New/Returning Customers

• GRP GRP GRP GRP Gross Rating Point (TV)

• CLV CLV CLV CLV Customer Lifetime Value

• PC I/I IPC I/I IPC I/I IPC I/I I Profit Contribution

• COGS COGS COGS COGS Cost of goods sold

• EBITEBITEBITEBIT Earning Before Interest and Taxes

KPI       KPI       KPI       KPI       DescriptionDescriptionDescriptionDescription
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A quick intro to conversion optimizationA quick intro to conversion optimizationA quick intro to conversion optimizationA quick intro to conversion optimization

Conversion calculation exampleConversion calculation exampleConversion calculation exampleConversion calculation example



• AAAA/B testingB testingB testingB testing (sometimes called split testingtestingtestingtesting) is comparing two versions 

of aaaa web page to see which one performs better. You compare two web 

pages by showing the two variants (let's call them AAAA and BBBB) to similar visitors 

at the same time. The one that gives aaaa better conversion rate, wins!

Definition: A/B testing Definition: A/B testing Definition: A/B testing Definition: A/B testing 



A/B testing begins A/B testing begins A/B testing begins A/B testing begins by doing by doing by doing by doing background background background background 
research properlyresearch properlyresearch properlyresearch properly

A/B testing A/B testing A/B testing A/B testing 
cyclecyclecyclecycle



Tools & methods to evaluate pages and to help 
choosing test subjects

Tools & Tools & Tools & Tools & MethodsMethodsMethodsMethods
• User session interview methods
• Eye tracking
• Mouse click heatmaps
• Machine learning UX, CRO

Eyequant: Machine learning UX, CRO 1/2

Eyequant: Machine learning UX, CRO 2/2Heat maps



Front page new design test

control

variant



Results: CTA button clicks



Daily graph



Pop up tests: Variants, 1st phase

Pop-up short left

Pop-up short middle

Pop-up long middle

1

2

3



Results: the versions in the middle of the 
page performed better



Pop up tests: Variants, 2nd phase
1. Changing the variants in the tests: longer form vs. shorter form
2. Testing content / texts
3. Broading the test to SE and AU stores

V1 Long

V1 Short V2 Short

V2 Long



Results: both of the short versions 
performed better than the longer ones
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Maximizing customer base value by offering highly relevant and Maximizing customer base value by offering highly relevant and Maximizing customer base value by offering highly relevant and Maximizing customer base value by offering highly relevant and 
inspirational contentinspirational contentinspirational contentinspirational content

ApproachesApproachesApproachesApproaches

• Value

• Purchase behavior

• Browsing patterns

• Trigger based

End productsEnd productsEnd productsEnd products

• Targeted email lists

• Value capturing 

opportunities

Learn from resultsLearn from resultsLearn from resultsLearn from resultsOptimized executionOptimized executionOptimized executionOptimized executionInsightsInsightsInsightsInsights

• A/B testing

• Standard templates

• Triggered emails

• Standardized 

performance reporting 

on all activities

• Deep dives

• Typical KPIs

• Open rate

• CTR

• Profit contribution

• Continuous insights 

future adjustments

Analyze the customer base Analyze the customer base Analyze the customer base Analyze the customer base 
& Identify objectives& Identify objectives& Identify objectives& Identify objectives

Optimize execution to drive Optimize execution to drive Optimize execution to drive Optimize execution to drive 
impact and efficiencyimpact and efficiencyimpact and efficiencyimpact and efficiency

Not only measure, but Not only measure, but Not only measure, but Not only measure, but 
make results actionablemake results actionablemake results actionablemake results actionable

ObjectiveObjectiveObjectiveObjective



Cross selling program with 
dynamic content

• Trigger email will be sent a week after the first 

purchase to new customers:

• Three contents, sent to different target groups

1. First purchase Bags & Accessories Bags & Accessories Bags & Accessories Bags & Accessories 

 triggered email with Home and RTW

2. First purchase Ready to WearReady to WearReady to WearReady to Wear

 triggered email B&A and Home

3. First purchase HomeHomeHomeHome

 triggered email B&A and RTW

• Goal: Cross-sell & build awareness for product 

recommendations from different categories 

3.

2.

1.



Thank you.


