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7. Order confirmation
- Tracking codes

6. Order sent

]

3. Inventory update

2. Order approval to online store
- Order to ERP in real time 1 Identification

- Blocks products for

customer L ]

5. Payment 8. Order
confirmation status

o Make Nest Shops Seasch

4. Online payment |

Payment
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A performance based marketing framework
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= High investments in above

Establish strong brand awareness (above the line)

= ‘ ""“ mar mekk
HELSINGIN SANOMAT ~ marimexco [y A i - ailﬁekko JOGLE
T @ :

= Cooperations
strengthen image

= Performance based
the line for high brand Display marketing

awareness

e

2 Acquire customers
Affiliate SEM SEO Display Offline
i
3 Personalize communication & experience (below the line)
Personalize Engage Inspire Merchandize
= Mailings = Facebook = (Catalogue = Onsite tools
*= Re-targeting = Micro blogging = Magazine = Campaigns




High-profile brand collaborations

iIncreasing global awareness
Marimekko for Clinique

=CUT

Clinique and Marimekko Are Teaming Up
ona Print-Happy Collection

Uusia matkailueldmyksia edullisin hinnoin

Rooma

29€

See Clinique's colourful collaboration
with print designer Marimekko

Fcause pretty packaging matirs

© 5 o

s

Clinigue has formm when i comes to fin collsborations - Eroe their Crayela.
collection, 1o st surmmer's range with potter and designer Josthan Adler
Norw, the beauty brand has lisked up with Skandi design house Marimekko,
known for ts uplifing, colousful prints - think bright, graphis paitcrms and
bold, modern florals.

The result s beaty packa ging heavea: the casings for Clinique's cushisn
compacts, Pop I colour and primers, and their beand new Pop Splash ip
gloss range (festuring a hydrating. son-stick formula), will righten up any
makeup bag

Harper’s Bazaar UK

PR & consumer launch event, Shanghai

marimekkodesign... © « Following

marimekkodesignhouse Breaking news!
The new Marimekko for Clinique Limited
Edition Colliection combines. our iconic,
vibrant patterns with @Clinique’s most-
loved everyday beauty essentials.

1

The collection wil be launched on
Clinique.com in January 2018, and in-store
at Clinique retailers beginning Febdruary
2018, For more info click the link in bio

I
SMARIMEKKOfOrCLINIQUE Smarimekio

mariannbion 2 of my favorite brands. What
3 combol!

shopbrintage @tiaannina have you seen
Tl

annaloveserica @helen_conlan

va ‘R

13,072 likes

amcu clinique © « Following

cinique Launching tomorrow. ¢ Our
limited-edition #MARIMEKKOTorCLINIQUE
collection is guaranteed to make you smile
Get ready to brighten up your makeup bag.
Mark your calendar: Dropping on 01/04.
@marimekkodesignhouse

e @carraposas That's Marimekko x
linique Pop Splash Lip Gloss + Hydration
shade Carame| Pop. Available now in the
Makeup>Lip Glosses section at
clinique.com.

clinique @vickykeza Yes,
HMARIMEKKOforCLINIQUE will be making
its way to Europe. Stay tuned and sign up
for local updates. Visit clinique.com and
click on International.

realgenxbeauty Havent bought @ciinique
in uaars huit now | nasd 1n visit!

®Q R

34,257 views

for
CUNIQUE
———

Stockmann, Helsinki

Printemps, Paris

sofialascurain @ - Seurataan
Paris, France

sofialascurain Ama todo el proces de
involucrarte con una marca durante Paris
Fashion Week! % Desde escoger mi look
de @marimekkodesignhouse en el Hatel
Castille, el backstage con @clinique y
probar sus lipsticks en colaboracion con
#MarimekkoxClinique y por ltimo, la
presentacién de la que me enamoré del
vestido de piel rosal Una experiencia
increible de Ia cusl me encanté ser parte,
gracias @cliniquemexico! Deslicen 313
derecha para verio todol : @moivomau

sofialascurain @slestiloziomara muchas
graciasll

ximtoast A0A040
stylemintd Me encanto !

thedoubledenim Ama el look!

o Q A

2203 tykkaysts

Liséa kommenti... -] -

f@sofialascurain, 224k followers on IG



Online marketing channels

Pull marketing

— SEM
— SEO

— Affiliate marketing

Push marketing
— Display marketing
— Affiliate marketing

Must have
new shirt

Google  jokapoka . n
s Vs Nows  Maps  Mae  Seachioos

You ean specify y

Images for jokapolka

Y Y X

10



CPO driven marketing controlling

« CPO<=PC
CPO = Total Marketing Cost / # Orders
PC = Profit Contribution 2 (avg. per Order)

Profit contribution per average order

178

Gross Returns COGS Warehousing Delivery Customer Payment Profit
revenue service contribution



CPO driven marketing
controlling

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 1 +26 €
Packing, Shipping, ... -12 €
Profit Contribution 2 +14 €

. 4

el Google

.

marimekko

12



CLV driven marketing controlling

« 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 €
1t subsequent order +12 €
Customer Lifetime Value +26 €

-
K
Google
-
marimekko
-
1100 €
-
o5 5 NN L
marimekko
12 €
26 €

13



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

— 14008
1

T I
ol | |
Customer Lifetime Value is the net profit e | |

contribution of the customer to the firm over ti 3 | | o, $6372)14

| =] $66.99)11

-o-""r-_H-' l.-'/J’IS"L. ‘"I Y

.,—'-"_-f- | Il I.l 'I. Il. \-_
00 1
20% =l = | Il -'.'I-". W -
Very Profitable | \ —
rr_:J:‘;_r_';gll&:F“ff J _l;,((, .. e
__,_.—'-"""'_H-'_FF S
¥ —
-_—

Further reading / academic
papers: Predictive Customer

Lifetime Value Modeling e.g.,
by Fader



Relationships with performing partners developed
based on win-win approach

©
O Dou bleClick

' ‘ criteol. .
A ZANnoXxX.
efficient frontier

£




Key KPIs for eCommerce

KPI Description

« CSR Cost Sales Ratio = Cost / Sales

« CPO Cost per Order = Cost / Orders

« CR Conversion Rate = Visits / Orders

« CPV Cost per Visit = Cost / Visit

« CAC Customer Acquisition Cost = Cost / Conversion NC

« NPS Net Promoter Score = measures Customer
Satisfaction

« NC/RC New/Returning Customers

 GRP Gross Rating Point (TV)

- CLV Customer Lifetime Value

- PC I/l Profit Contribution

« COGS Cost of goods sold

- EBIT Earning Before Interest and Taxes
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A quick intro to conversion optimization

Conversion calculation example

Shop #1

Visits 50,000

Conversion rate 1.0%
Orders 500
Items per basket 2
Av. Item value 40
Av. Order value 80
Revenue 40,000

Shop #2

Visits 50,000
Conversion rate 2.5%
Orders 1250
Items per basket 2
Av. Item value 40
Av. Order value 80

Revenue

100,000




Definition: A/B testing

« A/B testing (sometimes called split testing) is comparing two versions
of a web page to see which one performs better. You compare two web
pages by showing the two variants (let's call them A and B) to similar visitors
at the same time. The one that gives a better conversion rate, wins!

SIGN UP

NOW




A/B testing begins by doing background
research properly

Background research
¥ Analytics, heat maps, user experiences, best
practices, heuristics, feedback, previous tests

A
Malke a decision about Select test subjects
implementing the changes Brainstorming session with the team

A
v

Analyse and report the end A / B t t 1 n Create test plan
results e S I g Create hypothesis, select meters to be

VWO and Google Analytics results, I followed, estimate running time

A
v
Launch the test and monitor Design variations
traffic on variations Visual elements, copytexts
Y.
"
Setup test variables in the testin . i

P B Technical production of variations

tool (YWO)




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

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

Eyequant: Machine learning UX, CRO 1/2

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



Front page new design test

Nyt kaikki, kankaat tasahinnoin!

Kevdsn kuviot alkaenygain 30 €/m.

0 7/ \\\\
\ N8 -l A
‘/.. = . 1
|

Uutta muotia Uutta kotiin Kangasopas

marimekko

nnnnn

control

variant



CONVERSION RATE

o Fullpage carousel

VARIATION

o Fullpage carousel

Content-width
carousel

Results: CTA button clicks

o Content-width carousel

RELATIVE
CONVERSION RATE IMPROVEMENT
(RANGE) VS

13.47%
(12.95% - 14.00%)

15.46%
(14.91% - 16.02%)

Point to a particular variation for more details.

CURRENT SNAPSHOT \TE RANGE G!

ABSOLUTE POTENTIAL
LOSS
Vs ALL

CHANCE TO BEAT

ALL

CONVERSIONS /
VISITORS

3,718/ 27,608

4,290 / 27,753



Daily graph

R 29, 2017 - APR 19, 2017 + CUMULATIVE = ALLVISITORS v | @

w
=z
(=]
w
o«
w
>
=z
o
o

| I
Apr 01 Apr 09

CURRENT SNAPS| DATE RANGE GRAPH

0 Fullpage carousel @ Content-width carousel

CONVERSIONS /
VISITORS

VARIATION

o Fullpage carousel - - - - - 3,718 / 27,608

Content-width
carousel

o Total - - - - - 8,008 / 55,361

= 4,290 / 27,753



Pop up tests: Variants, 15t phase

marimekko

Nyt kaikki kankaat tasahinnoin!

Kevddn kuviot alkaen vain 30 €/m,

Haluatko 15%:n edun?

Pop-up long middle

Pop-up short middle



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

CONVERSION RATE (%) v

CONVERSION RATE

Data in this report could be up to a few hours old

__ VISITORS v | @

Point to a particular variation for more details.

vz

CURRENT SNAPSHOT AR Te] el

o Popup Short Left Corner 0 Popup Short Middle 0 Popup Long Middle

RELATIVE
T =
ARIATION CONVERSION RATE IMPROVEMENT "‘BSDLUTEU;:YEN AL CHANCE TO BEAT CHNVERSTONS 7
\J 1 L
SE) Vs /
(RANGE) : va G ALL VISITORS
w
7 n
L3
o Popup Short Left 1.25% . . . . 9177361 o
Corner (0.94% - 1.61%) 3
ormeshod 17T - - - = 128 /7,508 &
Middle (1.36% - 2.13%) .
1.93%
0 Popup Long Middle ; - - - - 146 17,616 £
(1.55% - 2.36%)



Pop up tests: Variants, 2"9 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 Short

Sign up - Get 15% off

And receive exclusive offers and invites.

[Sontrm pesra” |

| Australia

[0 * You can send me offers and newsletters
by email. | aiso accept the terms &
conditions.

Register

V1 Long

Sign up - Get 15% off

And receive exclusive offers and invites.

‘ ‘ Australia

Stay in touch

Sign up and get 15% off your first purchase!

| |
[ |
[emme |
| |

Australia

[0 = You can send me offers and newsletters
by email. | also accept the terms &
conditions.

Register

Stay in touch

$ign up and get 15% off your first purchase!

V2 Short

V2 Long



Results: both of the short versions
performed better than the longer ones
[conversions v | [ WAY 10, 2017 - A 26, 2017 ~ [comucanve ~ | [(ALLvisimors ~ | @

wn
z
o
n
3
w
>
z
o
o

I 1
May 17 May 19

P T @l DATE RANGE GRAPH
Qevi-shot @Eevz-short @ Evi-Long Q) EVZ-Long

CONVERSIONS /

TI
VARIATION VISITORS

° EV1 - Short 5 5 2 5 : 105 / 2,643

0 EV2 - Short 2 < : . - 83 /2,800
@ EV1 - Long - - : . - 77/ 2,681
0 EV2 - Long - . : - . 6712673

o Total = 5 = 2 - 332/10,797
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Maximizing customer base value by offering highly relevant and

inspirational content

Insights

Optimized execution

Learn from results J

Objective

Analyze the customer base

& |dentify objectives

Approaches

* Value

* Purchase behavior
* Browsing patterns
e Trigger based

End products

« Targeted email lists

* Value capturing
opportunities

Optimize execution to drive
impact and efficiency

« A/B testing
e Standard templates

e Triggered emails

Not only measure, but
make results actionable

Standardized
performance reporting
on all activities

Deep dives

Typical KPIs
« Open rate

« CTR

. Profit contribution

Continuous insights
future adjustments



marimekko

Hel ,

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
- triggered email with Home and RTW
2. First purchase Ready to Wear
- triggered email B&GA and Home
3. First purchase Home
- triggered email BGA and RTW

Goal: Cross-sell & build awareness for product
recommendations from different categories
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