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Executive summary

The digital marketplace is one where small, savvy businesses have
the power to compete with established giants. As a result, big-name
brands must stay on top of their game and businesses in all sectors
need to engage with their customers and use the sophisticated email
marketing tools that are widely available.

Meanwhile, customers are becoming increasingly
sophisticated and demanding, expecting a multichannel
experience, greater personalization and timeliness,

and more granular control over their marketing
communications. However, as we discover in this report,
many Nordic brands are missing out on customer
experience opportunities by favoring less-advanced email
marketing techniques, losing opportunities to build brand
and convert sales.

We believe it’s time for the industry as a whole to rise up
and adopt tactics that are proven to drive up ROl and
customer satisfaction. Email is a marketing channel that
can deliver returns of more than €30 for every €1 spent
(DMA Email Tracker Report, February 2017), yet it’s clear
that a substantial proportion of brands are leaving money
on the table.

Elements of this research study may surprise you,
particularly as we highlight the easy opportunities that

are being missed by companies of all sizes in all sectors.
However, this report also draws attention and gives credit
to the Nordic brands that are blazing a trail through their
use of sophisticated and compelling email marketing and
customer experience techniques.

Hitting the Mark Nordics Report

In our Hitting the Mark Nordics report, we went beyond
measuring emails to evaluate the multichannel experience
of 20 retail brands. Our research involved objectively
scoring each company on the shopping experience and
reviewing marketing and transactional emails. As an email
marketing automation provider, we realize that email spans
the end-to-end customer journey — so it's important to
take a holistic view.

The 2017 report features a varied sample of Nordic
retailers, revealing both the winning techniques and the
pitfalls from which you can learn. We hope this version of
Hitting the Mark will equip you with a comprehensive
level of insight and inspiration for your own campaigns
and strategies.
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Key findings

A surprising number of brands failed to send us a welcome
email, with just 6 of the 20 retailers utilizing this basic
automation program

Almost half of retailers see the value in delivering
abandoned cart emails to rescue potentially lost sales

Email relevancy is at a low in the Nordics, with basic
segmentation targeting adopted by just 5 of the 20 in our
sample

71% of retailers offered alternative payment options such as
PayPal in our flagship 2017 Hitting the Mark report, yet in
the Nordics just 25% retailers provide this convenience




The brands

Our sample of 20 brands is a
varied mix of retailers from the
Nordics region.
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METHODOLOGY AND RESEARCH PROCESS

The platform that
empowers marketers

dotmailer is a data-driven multichannel provider with a
strong industry presence of more than 17 years. We’ve
helped thousands of businesses achieve growth and this
report is borne out of our passion to share best practice
and recognize excellence.

The platform >

Our email marketing automation platform enables dotmailer’s email
companies to use behavioral and transactional data marketing automation
to design, test and send powerful campaigns. And platform. This screen

shows our ever
popular email creation
tool in action

with an ever-growing directory of apps, you can
choose the integrations that suit your business and
not be stuck with the ones that don't.

The people

From consultants to marketers, our 200-strong
team is spread across key time zones around the
globe. However, we are all united by one goal: a
dedication to making dotmailer the best it can be.

The report

We spend every day helping customers develop
their marketing strategies and achieve dramatic
results. Our annual Hitting the Mark benchmarking
report is an extension of this desire to support
businesses on their journey to success.

dotmailer has
empowered my entire
marketing department
to design, build

and execute email
campaign strategies.

Timothy Shepherd,
Barclays
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Edit your campaign content
(Rera

The methodology

In this extended version of our Hitting the Mark benchmarking report, we home in on
a range of retailers to understand the level of email marketing maturity in the Nordics

SALE NOW ON

in 2017.

How was this year’s sample selected?

We wholly recognize that it’s not always the
biggest and well-known brands that are delivering
outstanding experiences to customers. Often, it's
the smaller companies, unburdened by legacy
systems and lengthy processes, which can act

in a more agile way and achieve success among
their rivals. This belief is reflected in our choice of
20 small, medium and large companies.

Hitting the Mark reveals the minds behind these
retailers’ marketing and customer experience
strategies, and is designed to give you the
insider’s view that you often crave on your
competitors.

How was the research process conducted?

We acted as secret shoppers and took the linear
journey of a typical consumer. This involved
creating a buyer persona and measuring how
companies reacted to the trail of implicit and
explicit data we provided during the relationship

The research process followed a six-week period
of analysis and we completed the following
actions on each brand’s website:

e Created an online account

e Signed up to the brand’s mailing list

¢ Browsed the website and made a search

e Added a product to the shopping cart and
abandoned the site

® Returned to the website and purchased a
product

We reviewed the communications that resulted
from our engagements with each retailer, and
which you'’ll find in each brand’s evaluation
spread.

Drafting in the specialists

We work with some wonderful partners who are
trailblazing the martech world — and we invited
two of them to get involved in this version of
Hitting the Mark.

KLEVU

Klevu is an advanced self-learning site search
solution for ecommerce stores, with customers
including Yamaha, Jack Daniel’s and Agent
Provocateur. Klevu evaluated the search
experience of the 20 brands in our sample and
you can read their write-ups on each retailer’s
spread.

nosto

Nosto provides brands with an easy way to
deliver personalized shopping experiences

to customers, wherever they are. Some

of its products include on-site product
recommendations, personalized website popups
and social ads. Nosto reviewed the emails sent
by the brands in our sample to see who'’s doing
well and who can improve.



Building an email marketing database of engaged prospects means capturing the
contact details of your website visitors, regardless of whether they’ve committed to
a purchase or not.

Visiting your site alone represents a strong interest

in your brand; therefore, you should make it a
priority that users convert, at the very least, to an
email signup. There are a number of tactics you can
employ to grow your contacts list; however, the most
popular and successful are sign-up forms displayed
on the homepage and in the footer, as well as pop-
ups that are prominent yet smart.

Newsletter sign-up and account creation made up
part of the HTM Customer Experience score. We
evaluated each brand on the following elements:

did the company provide a newsletter
sign-up form

was the sign-up form above the
fold or did the brand serve up a popover

did the company offer an attractive
sign-up incentive
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H&M Finland

H&M Finland is a prime example of what a great
newsletter sign-up process looks like. The form is
featured prominently in the website’s header, and

this had us hooked right away. H&M goes on to

offer a generous 25% off your first purchase when
joining its mailing list. And, as a further incentive,
when signing up for an account, H&M lets you join
its Members’ Club, offering even more discounts
and the chance to collect points for purchases as
part of its loyalty scheme. The cherry on top is the
way that H&M collects gender data on sign-up
and ensures that all imagery in the welcome series
reflects this. As the process continues, rather

than pushing sales straightaway, H&M drives the
user towards its magazine for editorial value-add
content: all in all, a class act.
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LEARNING FROM THE PR

The welcome email is one of, if not the most important, messages a brand can send to
new subscribers. Not only is it polite to thank someone for signing up, but it’s also your
prime opportunity to introduce them to your brand, shout about its USPs and gather more

valuable data.

That said, we noted with disappointment that 6 of the
20 brands in our study didn’t send us an automated

welcome email after signing up to their mailing

lists. These included some of the major brands one
might have expected to. On the other hand, we did

receive some great examples of welcome emails —
particularly from Ahlens, Musti ja Mirri and Muuto.
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The welcome email made up part of the HTM Email
Experience score and we evaluated each brand on
the following:

did the email arrive soon after we
signed up to the mailing list

did it inspire us to open the
message and explain why we were receiving it

did the email do a good
job of introducing us to the brand and encourage
us to take a positive action

did the email display and
work well on multiple devices

was it obvious where
we needed to click or tap

did the email contain terms
and conditions, were they clear and did the
company link us to further details

was this option provided
and was it made obvious

was there evidence
of basic salutation and personalized content

did the email drive us towards
an appropriate and on-brand landing page

| 2
Ahlens

The 11-year-old Swedish department store
Anlens stands head and shoulders above the
rest when it comes to its welcome emails,
which are engaging and effective. Firstly, the
company’s use of images in its welcome emails
and mobile communications is very strong
indeed. Secondly, it uses the pre-header

space to mention offers and unique brands.
And thirdly, the retailer applies advanced
personalization techniques to tell its customers,
in the body of the email, about the dollar value
of their points, their loyalty score, membership
level and account number. The email also
draws attention to a $50 bonus and a free
magazine for super loyalty, which we found
very compelling. All in all, this brand presents
us all with a masterclass on how to create
powerful welcome emails, so hats off to Ahlens!

AHLENS
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Harriet Jensen
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Min medlemsniva:
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Medlemsnummer: 82183435

Logga in pa Mina sidor

dhlens.se

i kundservice@ahlens.se
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LEARNING FROM THE PR

The value of abandoned cart emails is huge, especially with the global shopping cart
abandonment rate of around 69% (Baymard Institute, 2017). We were surprised that only 9
of the 20 brands in our sample sent us an email notification after we placed something in
our cart and left the website, though the notable few who did it effectively include Musti ja
Mirri, Haugenbok and Zalando. Cart recovery automations are easy to implement and, once
set up, are proven to deliver incremental revenue.

As we know, it's much easier for consumers to
abandon a virtual shopping cart than it is to ditch a
basket in store; and that means more than half of the
brands we evaluated are missing out on opportunities
to rescue sales.

Abandoned cart emails made up over a quarter of the
HTM Email Experience score and we evaluated the
following elements:

did the email arrive soon after we left
an item in our shopping cart

were the contents of the email
made clear
1 Musti ja Mirri 24 was the brand’s copywriting and imagery
2 Zalando 17 accurate and up to scratch
3 HE&M 16 was there evidence of
4 Haugenbok.no 16 salutation, and did the email display the item
left in our shopping cart plus other product
5 Bjorn Borg 13 nour Ppl 9 P " procu
recommendations
6 Caliroots i3
. Digish 12 did the email look good, was it on
1g1shop brand and was it designed for a seamless user
8 Tokmanni 12 experience
9 Gymagrossisten 8 did the

email make it easy to take the next action and
were we taken to a relevant page
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>
Musti ja Mirri

Finnish pet shop Musti ja Mirri is in a class of its own
when it comes to abandoned cart emails, grabbing
the shopper’s attention and wooing them back with

cute pet imagery and creative copy. This brand scored
top marks for its images, mobile responsiveness, CTA
placement, legal assets, landing page, and view in
browser link, also scoring highly for its email subject
line, compelling proposition and personalization. As
well as using effective text and images, the brand also
offers the customer a 10% discount on their order,
with a direct link to the shopping cart. It also takes the
opportunity to use the customers’ web behaviour and
account preferences to recommend helpful products in
the abandoned cart email. We were very encouraged by
Musti ja Mirri’s expert use of the abandoned cart email,
which stands as a shining example of what can be
achieved through this much-overlooked missive.
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LEARNING FROM THE PR

From the monthly newsletter to promotional offers, we reviewed a sample of each brand’s
regular emails to see whether they hit the mark.

In the past, many companies have applied the ‘spray
and pray’ approach to newsletters. Today, this is
simply not cutting the mustard, because subscribers
have an ever-increasing amount of content to sift
through and a lower tolerance towards irrelevancy.
With the ability to display different content within
single sends, through the combination of dynamic
content and customer data, there’s no longer a place
for ‘batch and blast” mailings.

It was encouraging to see a number of brands
using newsletters as effective touch points with
their customers, to build relationships, encourage
engagement, and build the brand. The best of these
are H&M Finland, Norwegian, Muuto, Bjérn Borg
and Zalando. However, we were very disappointed
to note that six of the 20 were not sending email
newsletters at all, which we consider to be a major
lost opportunity.
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Newsletters accounted for over a quarter of the HTM
Email Experience score and here are the things we
were looking for:

did it inspire us to open the
message and explain why we were receiving it

did the brand’s newsletters have
any relevance in relation to our journey with the
company

was there evidence
of salutation and personalized content

did the emails contain compelling copy
and appropriate images

did the email look good, was
it on brand and was it designed for a seamless
user experience

did the email contain
terms and conditions, were they clear and did
the company link us to further details

was it made obvious where we
needed to click or tap

did the email drive us towards
an appropriate and on-brand landing page

did the brand adopt
principles such as unsubscribe and ‘view in
browser’ links

i

newsletters

>

Norwegian

The business that produced the best overall
email newsletters by far is Norwegian: the

sixth largest low-cost airline in the world. This
vibrant brand scored the best in a number of
different categories including images and CTA
placement. In particular, we absolutely loved the
brand’s upbeat copy that gets the reader excited
about going on an adventure. Its content is well
personalized, based on the preferences provided
on sign-up (the offers we received were for our
chosen departure airport) and the imagery also
appears to be gender-specific, both of which
make its email newsletters effective. Besides
providing personalized offers, Norwegian also
pulled in details of our rewards points using
dynamic content. In summary, Norwegian'’s use
of lively copy, personalized content, attractive
images and well-placed CTAs all contribute
towards a fantastic email newsletter that we can
all learn lessons from.

Sommersalg!
Fra/én vei

249,-

BESTILL DIN BILLETT OG REIS AVGARDE
Fantastiske priser hver uke!
Na som sommeren har kommet for full, frister det ikke litt ekstra med en reise?

Bestill senest torsdag klokken 23:59
Reis for 30.september 2017

Ukens hotteste billetter - fra/én vei:

0Oslo - London 249~  Oslo-Molde
Trondheim - London 249-  Oslo-Malaga
Oslo - Alesund 299-  Oslo-Bodo

Oslo - Dublin 299,- Betgen - Boston-Providence
Sok og bestill

Reward-nummer Bli mediem Om Reward

Du er ikke medlem i Benylt deg av vart
fordelsprogrammet fordelsprogram
Norwegian Reward Les mer

o Facebook o Twitter 6 Instagram o YouTube @ Linkedin
her.

Hvis du onsker & endre dine preferanser kikk
Hvis du | fremiiden ke onsker & mta nyhetsbrev fra oss, venniigst Kikk her
Regler. Alle oppgite iypriser er nklude og avgier og gielder én vel ikke annet er nevnt. Antaliet plasser er

er V erk nom relsebyra kan ha andre

enpa otell ingsregler. Nowegian ta forbehold om

Shuttle ASA. Norw r forpliket seg il  beskytte ditt personvern. Retningsfinjer
wnder ,

i du tidligere har takket ja tl & mofta tibud og kampanjer fra oss.

tle ASA, Postboks 118, 1330 Fomebu, Norge.
20 368 MVA.

15



LEARNING FROM THE PROS

Email best practice guidelines are there for a reason: to create better experiences for
subscribers and customers, and to ensure consistency from brand to brand.

As we know, new best practices come into play all
the time; the rise of email use on mobile devices and
the need for responsive design is a prime example
of that. Brands need to stay on top of these trends
to prevent themselves from being left behind in a
fast-paced world.

We were looking for overall evidence of basic best
practice usage, such as ‘view in browser’ links, and
it was great to see widespread adoption across the
board. Of course, there were some brands that went
over and above the call of duty, and these include
Musti ja Mirri, Zalando and H&M Finland, which took
the top three places in terms of providing the best
overall customer and email experience.
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Best practice has many facets and, as such, made
up part of the HTM Customer Experience and Email
Experience scores. We evaluated each brand on the
following:

was the brand’s
communications consistent and recognizable -
i.e. the ‘friendly from name’ and email design

was it made clear in emails

was this provided and was
it made obvious

did the company provide us
with an option to tailor our email preferences,
including frequency of communication and types
of content

>
Musti ja Mirri

The one brand that is streets ahead of its
competitors again, largely due to its email
experience score of 82, is the Finnish pet chain
Musti ja Mirri. Consequently, the pet food and
accessories retailer scored a total 94 points,
which was well ahead of the next high scorers:
Zalando with 78, and H&M Finland with 74.
Musti ja Mirri is a highly-savvy operator when it
comes to email communications and customer
experience. It has developed a consistent and
recognizable brand, which it communicates
through lively images, and fun and engaging text.
The brand also pays close attention to detail,

for example, through its customer-friendly and
granular email marketing preference center and
‘view in browser’ links, which are clearly visible
and easily accessible on mobiles. Overall, Musti
ja Mirri demonstrates email best practice time
and time again, making it a leader in this field and
well worth learning from.
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LEARNING FROM THE PROS

With continual advancements in marketing technologies and easier access to customer
data, companies are in a position to deliver exceptional online experiences.

Let’s not forget the blending of offline and online
commerce, too. Not only can brands use each
channel to cross-promote the others, but they also
have the opportunity to gather a deeper level of
insight about their customers through e-receipts and
click and collect initiatives.

In general, we found that there was a lack of obvious
targeting, though brands did slightly better when it
came to personalized content. 15 out of 20 brands
did not use segmentation in the emails for things
like gender, location, behavioural, or past shopping
preferences. Consequently, the five that did really
stood out: Musti ja Mirri, H&M Finland, Norwegian,
Bjorn Borg and Zalando. It’s clear that the majority
of companies need to upgrade their email marketing
strategies and adopt solutions that remove
roadblocks and team pain-points. After all, email
automation, segmentation and personalization tools
are not new.

Personalization is also massively underutilized, with
17 out of 20 brands using either little or, for the
most part, no personalization at all for their welcome
emails, newsletters, abandoned cart emails, or post
purchase communications. As a result, Ahlens,
Zalando and Norwegian are the three brands that
stand out as ones that incorporate some level

of personalization in their emails, giving them a
significant edge over their competition.

However, businesses did better when it came to
email automation, with only six brands not utilizing it,
although usage tended to be basic amongst those
who did: for example, a welcome email from sign-up
but no date or event-driven automation or dynamic
content.
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We evaluated advanced tactics as part of the HTM
Email Experience score:

was there evidence of
segmentation, e.g. gender, location or behavioral

did the brand send us
personalized content based on the implicit and
explicit data provided

did the brand try and
engage us with automated emails and how
sophisticated were the programs

did the brand’s emails
promote other channels, such as stores and
social networks

>
Zalando

Online fashion retailer Zalando successfully
touches on many of the tactics outlined above
and therefore scores highly in terms of Email
Experience. Among the things that Zalando does
well are: its use of gender segmentation; first
name personalization; and automation for its
welcome email, abandoned cart email and review
after purchase. As with all of the other brands,
there is still room for improvement in all of

these areas, but Zalando is one of very few that
demonstrated a relatively high level of advanced
email tactics.
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LEARNING FROM THE PROS

Delivering a top-notch aftersales experience is perhaps as important as making the right
pre-sales impression. After all, no company wants a reputation for taking people’s money
without a ‘thanks’ or another thought. Word of mouth and social proof has become ever
more powerful in consumers’ buying decisions, so it’s in companies’ interests to leave a

positive and long-lasting effect.

When you buy online, you actually buy a promise.
Customers want to be kept informed about the
purchase they’ve just made and they want to feel as
though the company is taking an interest, albeit a
vested one, in their experience.

By asking for feedback on the product and the
shopping process, not only are you showing that
your business cares but the insight gained from
people’s responses can be truly valuable and fruitful.

We witnessed some great post-purchase
experiences from 18 out of the 20 brands, including
multichannel shipping updates, snappy order
confirmations with cross-sell recommendations and
outstanding returns policies.
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For this area of the study, which featured as part of
the HTM Customer Experience score, we looked for
the following:

was it sent within
24 hours of the purchase being made, was it
consistent in design compared to other emails
and did it include personalized recommendations

did the company
deliver one and if so, was it sent in a timely
manner and from an independent reviews
provider

were we alerted when the
order had been dispatched by email or SMS and
did the company provide a specific timeslot for
delivery with tracking availability

>
Musti ja Mirri

Musti ja Mirri demonstrated post-purchase
email excellence. Order confirmations and
shipping update emails were well branded

— thanks to consistent styling and imagery

— and, importantly, were timely. What really
impressed us, though, was Musti ja Mirri’s
level of personalization and attempt to turn us
into a second, third or even lifelong customer.
The brand followed up with an automated
loyalty program detailing the points we’d
earned on our purchase, how much they’re
worth, and how much more we needed to
spend to get a reward.

#1

post-purchase
experience
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Bonustaso: 0,00 %

Maksettu borus: 0,00€

Bonuata kiytetibvash 57 2017 0,00€
* Kertyneet bonukset on maksetiu 4.7 ja ovat kiytettdvissd kaikissa myymaibissamme.
» Bonuksien vormassaoioalka on yksi wosi niiden mySntamisesta.
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Pysy kuulclis
Seuraa meitd somessal

21



Brand findings

Musti ja Mirri reigns supreme with its
email marketing

Finnish pet food and accessories retailer Musti ja Mirri was the
highest scorer by far in our benchmarking report. It delivered a
solid performance in all areas, scoring well across Email Marketing
and Customer Experience categories, to win a laudable total score
of 94, with 82 of those points down to its Email Experience alone.

Many factors contributed to a great overall performance, and these
include tone of voice, personalization, branding and creativity.
Musti ja Mirri has developed a fun brand with some great person-
alized customer touchpoints complemented by cute images and

lively text. All'in all, Musti ja Mirri is a shining star all of the sectors
represented in the report.

A worthy winner: Musti,-aMirri vs. the rest
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Abandon cart evaluation

Musti ja Mirri performed
consistently well across the
board through a combination of
strong personalization and useful
content that goes beyond the
hard sell.

Phil Draper,
CMO, dotmailer

[ Musti ja Mirri % scored

[ Average % scores for
the other 19 brands

Post-purchase
Email relvenacy

Email Email unsubscription

Zalando wins with customer experience brilliance

Berlin-based online fashion retailer Zalando scored a table-
winning 16 points for its Customer Experience Score, whilst
also getting second place overall with 78. We loved the way
that this retailer accomplishes all of the fundamental email
and customer experience activities well, but also steps up

a gear with its personalized and powerful abandoned cart
emails, timely newsletters, and consistent tone of voice.

In addition, we found the website highly searchable with a
masterful use of images; and Zalando’s emails render well on
mobile devices. Operating in the highly competitive Clothing,
Jewelry and Accessories sector, Zalando did very well to win
the CX contest.

» zalando vs. the rest
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Other noteworthy observations

AM

H&M Finland was the only company to collect
both date of birth and gender data on email sign-
up. This was both commendable for H&M and
disappointing considering the other 19 brands
failed to gather this information and use it to
personalize.

MUuUUTO
e froretee

Muuto is an ultra-stylish Scandinavian interior design
company, but the brand fell down on only making

its products available to buy in store. Consequently,
we were unable to score this stylish brand for its
abandoned cart or post-purchase emails.

muuto -+ [/}l

Both Muuto and Helly Hanson delivered the lowest
email count with a total of 3 each. However,
whereas Muuto made good use of the welcome
email and newsletter to win it a reasonable overall
score of 52 and 9th place, Helly Hansen failed

to impress, sending out a basic and functional
welcome email with no images. This yielded it a
lower overall score of 24 and 17th place.
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In general, Clothing, Jewelry and Accessories companies
scored very highly as a sector in terms of their advanced
email marketing tactics, whereas Electronics, Software and
Appliances lagged behind, which is, perhaps, a surprise
considering they’re meant to be technology-centric.

The Health, Nutrition, Pharmacy & Food brands we examined
were fairly high up on the table, but Department Stores
delivered variable results, with Ahlens leading the
sector with its engaging welcome emails and

solid all-round performance.

One observation is that there is

room for improvement even

for the more-established

brands such as IKEA and

Helly Hansen. These two

did relatively poorly in terms

of their email volume and

sophistication, with IKEA

sending just four functional

emails during our evaluation,

and Helly Hanson sending

out three.

100%

90%

80%

70%

60%

50%

40%

30%

20%

10%

o
£
IS
s

o
9]

«n
o

2
(=
<)
=
3]

ko)

i

(]
)
3]
(=
&
o
Q
<
L]

0%

24 Hitting the Mark: Nordics edition

Geographic spread

Interestingly, there is no clear trend when it comes to geographic location,
with retailers across the Nordics displaying varying levels of email
marketing prowess. No particular country has it completely in the bag.
For example, Swedish business Ahlens came second in the table, with
Webhallen, another Swedish firm, bringing up the rear.

Another example is Finnish brand, Musti ja Mirri, which blazed a trail at the
top of the list, with Finnish counterpart Verkkoauppa.com floundering near
the bottom. Similarly, the Denmark and Norway-based contenders were
scattered across the scoring table.

It's evident that email marketing and customer experience expertise

— things like having a consistent tone, personalization, automation,
multichannel support, and customer engagement capabilities — are not
embedded practices in specific countries, or even sectors.

There were many things that encouraged us about the way
Nordic retailers are using email marketing to effect. Ahlens’
use of advanced personalization in its welcome emails is one
example, with Musti ja Mirri’s creative abandoned cart emails
being another highlight.

However, we feel that in general, most Nordic retailers are
missing out on customer experience opportunities by favoring
less-advanced email marketing techniques.

* Missed opportunities
A surprising number of Nordic retailing brands, including
well established retailers, lack a welcome email (30%) or
newsletter (30%), or an abandoned cart mail (55%), which
represent profound missed opportunities.

e Segmentation oversight
Very few brands — just 5 out of 20 — used segmentation in
their emails, with the remaining 15 losing out on addressing
their customers directly using data such as gender, location,
behavioral, or past shopping preferences. There is much room
for improvement in capitalizing on every customer interaction,
building brand, engagement and loyalty, and ultimately, sales.

Personalization needed

Personalization is also massively underutilized, with 17

out of 20 brands using either little or, for the most part, no
personalization at all for their welcome emails, newsletters,
abandoned cart emails, or post-purchase communications.

¢ Image power
Successful retailers are using engaging imagery in their emails
to build a consistent brand, and improve customer experience
and engagement. As one might expect, this works particularly
well for Clothing, Jewelry & Accessories businesses, though
Pet Food brand Musti ja Mirri also makes good use of
animal imagery to engage customers. The companies that
scored most highly with their images are also optimizing their
communications for mobile, in terms of image stacking and
text wrapping. However, there are very few who are doing this
really well.

Engaging copy

Finally, a lot of Nordic brands’ emails lack vibrant, engaging,
relevant or sophisticated text, which is a significant oversight
in a marketplace where the customer is increasingly choosy,
media savvy and brand-conversant. Improving textual tone of
voice will create a better customer experience, and result in
an uptick in sales.

of brands lack a
welcome email

of retailers failed
to send cart
recovery emails

15 brands failed to
segment campaigns in these

4 areas:
Order data Gender
Behavior Location
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Musti:.Mirri

Finnish pet shop Musti ja Mirri is the largest pet food chain in Scandinavia, with a vibrant brand

and outstanding customer experience.

At a glance

Founded: 1988

URL: mustijamirri.fi

Sector: Health, Nutrition, Pharmacy
& Food

Emails sent during evaluation: 13

#1

B HTM Email Experience

22 Welcome email

19 Newsletters

24 Abandoned cart emails
Order confirmation email
Evidence of segmentation

NN

Evidence of automation
Credibility & best practice

wW

Timeliness

w W

Cross-channel promotion

N

Unsubscribe & preferences

82 Total

Hl HTM Customer Experience
2 Email subscription
7 Website browsing experience
2 Website checkout experience
1 Post-purchase experience

12 Total
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What did we love?

Finnish health retailer Musti ja Mirri

was the highest scorer overall in our
benchmarking report, scoring well across
email marketing and customer experience
categories, which was fantastic to see.
Many factors contributed to a great
performance overall, and these include
tone of voice, customer segmentation and
personalization, branding, and creativity.

For example, we loved the welcome
email which was not only fun but included
CTAs enabling us to tailor future emails

to our animal; this demonstrated a smart
level of personalization from the start.
Musti ja Mirri also thought about the
customer lifecycle and we liked that the
email encouraged us to join its loyalty
membership program.

In general, the emails have a friendly,
upbeat tone of voice, and the abandoned
cart notification provided a good example
of this. The email’s copy was coupled
with great imagery of adorable pets, and
was optimized to work on mobile devices.
Musti ja Mirri went further than most
retailers by using our web behavior and
account preferences to recommend other
helpful products to win the sale.

hitting ©
the mark

Overall
winner

What could be improved?

Although Musti ja Mirri was hard to fault in
terms of its email marketing, we identified
some improvements that could be made
to the newsletter process. For example,
the newsletter sign-up itself is hard to find
on the website.

In addition, it's not initially clear whether
you can join the basic membership for free
when reading through the loyalty program
communications; this means the business
could be missing out on obtaining new
subscribers. We also experienced a

delay in the newsletter coming through,
indicating room for improvement in terms
of response times.

g
QQ Musti li &!
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Kieli rullalle, hdnta totterolle ja tuuletuksia!

Nyt panset kapaloimaan kaikiia mahtavia kantis-etujasi

& @ Musti;.Micri

« Taydet olkeudet kaikkeen verkkosivujemme ja mobiilipalvelujemme
sisaltoon.

« Loistavia erikoistarjouksia saannallisesti.
+ Tukea ja apua oman lemmikkisi hotoon - aslantuntijoiden avustuksella.

+ Kattava valikoima elimaa helpottavia palveluita.
limainen limainen Click &
toimitus* palautus Collect
== T} - -

Haluamme tehda lemmikkisi elamasta taydellista!

KOIRAT KISSAT TARJOUKSET MYYMALAT

Jotta

yO0s paras ystava

ervetullut! ﬂ

Haluatko mahdollisimman suuren hyédyn kanta-
asiakkuudestasi?

Tayta e elta
emme iaheta sinulle turhaa postial

Kantiksilla on aina kivempaal

loisin terveisin,
Musti Ja Mirri

Pysy kol W
Seuraa meita somessa!

Sinustako maanteiden karvainen

T <ningas?
Osole Olayhieyta " it Kuulostaisi loppukesa luonnon keskellé tai syksyinen ruskaretki
Ssijatfinl Oy agkaspslieu@mustiaminie appiin? Pakkaa mukaan myos par iviisi, silld Retkiautoon ovat
Makitorpantie 3 B Puh. 0800 305 306 (maksuton) k
00620 Helsia p—— srvetulleita mydss lemmikit
inulle kanta-asiakkaamme, myds matkanteko on hauskempaa, sili
iautossa kar atkustavat maksutta (edun arvo 50 €)

Etko halua meila talaista postia enas?
Voit halutessasi muutiaa postiaseluksiasi

tai perutaa uitiskireen 1111 letkiauto vuokraa ja myy huippulaadukkaita uusia matkailuautoja, joissa
stkin retkeilevit mukavasti. Tutustu tarkemmin
ja lahde vallolttamaan maalimaa yhdessé
lermmikkis
((retkiauto

All For Paws Wooly All For Paws Bright Trixie kaninvaljas
rapinapallo ruskea hiiret 2kpl sininen pehmed
299¢€ 399€ 139¢€

£ e vettris’® Triniis

0 @B vy

Musti ja Mirri Oy
Mékitorpantie 3 B, 00620 Helsinki
asiaspalvav@mustiamint |

Puh. 0800 305 305 (maksuion)

www.mustiamiri i

Pekistorigologte

Fid halua melt talsista postia enda? Vot halutessas! muuiiaa postiasetulsasi 1831 i penaitiaa
uutiskijoon tBAA.

What our partners say

A KLEVU

Musti ja Mirri doesn’t provide a quick-search
Ul, however it does have a strong search
results page featuring filtering and various
key labels.

The accuracy for non-standard queries is
poor and the error tolerance could also
be improved.

nostozJ

While Musti ja Mirri’s welcome email wasn'’t
personalized, it takes the opportunity to
gather more information on its customers’
pets so it can tailor future messages.

The brand kept its promise by delivering
personalized newsletters and post-purchase
content featuring product recommendations
based on browse and order data.
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the mark Provides links to the
8%3‘ website in the first instance.
Q MUSti Mirri Personalized imagery
Jo based on preferences
We loved Musti ja Mirri’s approach provided on sign-up; we

said we owned a dog.

to engaging contacts beyond
relevant offers. This editorial-style
email gives dog owners advice on
how to train their pets, along with
an accompanying video.

Dissecting the winner

Musti ja Mirri scored highly in all areas of its email
marketing and we’ve dissected one of its typical
newsletters to show you why.

X &® Musti;.Mirri

KOIRAT KISSAT TARJOUKSET MYYMALAT

limainen limainen Click &
toimitus* palautus Collect

The email is complemented
by other related and relevant
editorial content to encourage
interaction with the brand.

Promotes its
omnichannel presence
and all the ways its
customers can connect
with the brand.

Kasvaako karvakorvan paassa
sammalta ja hannassi havuja?

Finally, the email is finished off with some
relevant product recommendations based
on behavioral data, plus cross-channel
promotion and all of the legal things like an
address and an unsubscribe link

Kesén aikana metsittyneen koirakaverin saa kaupunkikuntoon yhteiselld
ryhtilikkeella: aloittamalla uuden harrastuksen! Ihan jokaisen koiran kanssa
voi, ja kannattaa harrastaa. lloinen puuhailu yhdessa vahvistaa koirasi
kontaktia sinuun ja luo hyvdn pohjan kaikelle harrastamiselle seka

sujuvammalle arjelle.
Opeta nama viisi asiaa

Sujuvan arkielaman ja kaikkien harrastuslajien perusta on koiran hyva
perushallinta. Koiralle olisikin hyva opettaa néma viisi asiaa:

1. Paikalla pysyminen

2. Varma luoksetulo

3. Katsekontakli

4. Istuminen

5. Vierella kulkeminen el "seuraaminen’”.

Kun kaikki asiat opetetaan palkitsemalla koiraa, tulee kaytoksista luotettavia
ja kuuliainen kucnolainen tekee oppimansa temput iloisesti.

Katso taalta video, kuinka
seuraamista voi opettaa
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» zalando

Zalando is an online retailer based in Berlin, specializing in shoes, clothing and

other fashion items.

At a glance

Founded: 2008
URL: zalando.de

Sector: Clothing, Jewelry &
Accessories

Emails sent during evaluation: 17

k#Z

HTM Email Experience

Hl HTM Customer Experience
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Zalando has a crisp and clean brand,
with images that wrap and stack well,
especially on mobiles. We felt that its
abandoned cart emails were one of the
online retailer’s greatest strengths. They
use pre-header text which lets you know
what'’s been abandoned in the cart, along
with a personalized opening paragraph
and an image of the item. Meanwhile,
the text reinforces the company’s 100-
day returns policy, strengthening the
proposition.

We also liked the way Zalando made it
easy for customers to go directly back
to their shopping cart by clicking on the
CTA. This meant that the item and the
size remained the same as before, so
all the user needs to do is complete the
checkout process, easing usability.

Despite having engaging copy, Zalando
could improve its welcome emails in

a number of areas in order to make
them more effective. For example, the
personalization only stretches as far as
a first name; and we felt the email could
benefit from having a strong CTA or
click-through button. We considered the
content of the email to be rather generic,
but the retailer could address this by
relating to information the customer has
provided in the past.

From a customer experience perspective,
Zalando could improve the impact of its
emails further by reducing the number

of links. Currently, links such as “free
delivery” and “freephone customer
service” merely go through to the standard
help page instead of specific help topics.

® zalando

HAISET ‘ MIEHET ‘ LAPSET

ALA UNOHDA MINUA!

Hei Harriet,
unohtuiko jotain? Ostoskorissasi on vield tuotteita
Muistathan, etta voit palauttaa tuotteet ilmaiseksi 100
paivan sisalla ostoksestasi. Tilaa nyt - paata
mydhemmin!

BIK BOK
ROSE - Shortsit - militg
green

® zalando

NAISET |  MIEHET |  LAPSET

Ystavallisin terveisin

SAASTA JOPA 70 %
MUODISTA

Kesdalemme on huipentunut paatahuimaavaan
70 %:iin, joten nyt jos koskaan on oiva aika tehda
mitd upeampia loyt6ja. Tasta eivat tarjoukset enda

[ELELE

Zalando-tiimisi

e Wiame

VAATTEET >

KENGAT >

KLEVU

Zalando is using auto suggest for queries
and has a very strong error tolerance. It’s
also allowing users to filter on the search
results page, which is also styled in line with
the rest of the site. Overall the search is very
strong.

We couldn’t see any major weaknesses with
Zalando’s search.

nostozJ

Zalando is doing a great job of promoting
hot trending products based on gender
(collected initially upon sign-up). However,
despite the fact that we sent strong signals
through a purchase, the reco engine doesn’t
seem to refine product recommendations
based on our affinity. All email newsletters
seem to promote theme-based products
only. It's a similar story with Zalando’s
welcome and post-purchase emails,

which were also absent of one-to-one
personalization.
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Leading European clothes retailer H&M has created a powerful lifestyle brand that’s instantly

recognizable and globally consistent.

At a glance
Founded: 1947
URL: www2.hm.com/sv_fi

Sector: Clothing, Jewelry &
Accessories

Emails sent during evaluation: 16

#H5

HTM Email Experience

Hl HTM Customer Experience
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The most impressive thing about H&M is
the consistency of its brand, with H&M
Finland being no different. The tone of
voice is always on point, with all emails
having a uniform yet friendly feel. The
company’s communications make good
use of gender-based segmentation, with
gender-specific imagery on sign-up and
in the welcome program emails. In fact,
this retailer was the only one in our brand
sample to collect both gender and date of
birth on sign-up.

We found H&M’s three-part email
welcome series particularly effective.
One email confirms your subscription.
The second promotes the H&M club
rewards program, and introduces you
to the overall brand. The third welcomes
you to the H&M club and tells you about
all the benefits of the retailer’s fashion
news editorial newsletter. We loved the
fact that, rather than pushing sales in the
first instance, H&M drives the customer
towards its magazine for editorial value-
add content; a sophisticated approach.

We believe that H&M has missed a trick
with its email unsubscribe process.

We discovered that, the moment you
unsubscribe, you're taken to the H&M
homepage. It doesn’t tell you if you've left
the mailing list, nor does it ask if you'd
like to change your email preferences.
However, this is a small missed
opportunity when compared with the
overall excellence of the global retailer’s
email marketing execution.

#M

SHOPPANU  NYWETER  REA  WTTABUTK  WEMCLUE

AMClub

SHOPPANU  NYHETER  REA  WTTABUTK  HEMCLUE

Welcome
to the club

Det &r officiellt. Nu &r
du H&M Club-mediem
St med tillgang till alla
2% RAGATT PA EN VALFRI VARA" fordelar. Logga in pa
com ditt konto nu och kolla
in harligheterna.

+ SHOPPA NU

» LOGGA IN

MORE PERKS

1 poing
allt du
koper.

1€

VL i e it o rocrcen? ks i e st veistors

#M

VIP
evenemang

Personal
shopper

Fodelsedags
erbjudanden

. o OCh mycket mer!

H&M APP

One-stop
shop

Ladda ner H&M-appen for att fa ut
maximalt av ditt medlemskap. Anvand
appen nar du shoppar, till att registrera
poang och I6sa in erbjudanden i butik.
Alla de senaste rabatterna, nyheterna
och erbjudandena finns dar och véntar

pa dig, varje gang du loggar in.

» 108

» ANDROID

<

H&M Club

KLEVU

H&M’s search functionality offers predictive
results and a strong error tolerance. The
search results page offers good filtering
options, enabling you to refine results by
color, fabric and gender.

We liked that you can favorite from the
search results page, but one suggestion
would be to enable users to add to cart
from here.

nostozJ

H&M scored highly for best practice and
customer experience, and also used gender-
specific segmentation. However, the brand
failed to use any one-to-one personalization
techniques in its emails.
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norwegian _

Norwegian is the sixth largest low-cost airline in the world.

At a glance

Founded: 1993

URL: norwegian.no

Sector: Travel, Leisure &
Transportation

Emails sent during evaluation: 15

#H4

B HTM Email Experience
19 Welcome email
23 Newsletters
0 Abandoned cart emails
3 Order confirmation email
2 Evidence of segmentation

3 Evidence of automation

N

Credibility & best practice

N

Timeliness

N

Cross-channel promotion

3 Unsubscribe & preferences

59 Total

Hl HTM Customer Experience
2 Email subscription
4 Website browsing experience
1 Website checkout experience

3 Post-purchase experience

10 Total
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What did we love?

Norwegian has developed a strong and
distinctive brand, and delivers a great
customer experience, particularly through
its email newsletters. We enjoyed the
cheerful copy that gets the reader excited
about going on an adventure. What’s
more, the content is personalized well and
is based on the preferences provided on
sign-up. For example, we observed that
the offers were for our chosen departure
airport; an effective touch.

As well as providing personalized offers,
Norwegian also pulled in details of our
rewards points using dynamic content.
Email imagery appeared to be gender-
specific, also demonstrating good
attention to detail.

What could be improved?

Norwegian has created a compelling and
consistent customer proposition, but

we did spot some areas that could be
improved, such as inconsistencies in the
emails’ ‘friendly’ from name. That said,
the emails were generally well branded
and consistent, with an inspirational tone
of voice.

We also felt Norwegian failed to capitalize
on major customer touch points, as we
did not receive an abandoned browse/
cart email. Addressing this will yield
improvements in lost sales and customer
retention and give the business an
opportunity to upsell.

Velkommen til Norwegian

Vi gleder oss til a oppdage verden med deg

Sa fint at du meldte deg pa nyhetsbrevet vart. Nar du siar foige med oss, dukker det nemlig opp
ovemaskelser og nyheter rett som det er. Vi er nysgjerrige pé verden, derfor flyr vi na hundrevis av
ruter i hele Europa. Skal du til Puerto Rico efler New York™* = = === ~i-—= i -=-*

Planlegg din neste reise n

® Opprett Norwegian Profil
- Du far mange fordeler, og et er enklere

©®  Bli Norwegian Reward m
q- Samle CashPoints nar du fiyr. Bruk Cashg

n" Beste lavprisselskap 3 ai

Utmerkelsene kommer fra vare strengest¢
tiliten.

o Facebook o Twitter 6 Instagram

Sommersalg!
Fralén vei

OPPLEV NYE STEDER | SOMMER

Sjekk ut denne ukens sommersalg. De laveste prisene ti vare favorittdestinasjoner — med og uten
sol. Enda flere billetter ute neste tirsdag!

Bestill senest torsdag klokken 23:59
Reis for 30.september 2017

Ukens hotteste billetter - fra/én vei:

Oslo - Vilnius 249, Oslo - Haugesund 299~

Oslo - Nice 299  Oslo-Tromso 499,

Oslo - Kristiansand 299-  Stavanger-Praha 299,-
Sok og bestill

Reward-nummer Bli mediem Om Reward

Du er ikke mediem | Benytt deg av vart

fordelsprogrammet fordelsprogram

Norwegian Reward Les mer

o Facebook o Twitter e Instagram o YouTube @ Linkedin

Hvis du ensker 4 endre dine preferanser, Kikk her
Huis u | fremtiden ikke onsker & motta nyhelSbrev fra oss, venniigst Kikk her

Regler. Alle oppgite flypriser ef inkludert skatier g avgifter 0g gjelder én vei dersom Ikke annet er nevnt. Antallet plasser er

begrensel. Del gis ikke bamerabait pé kampanjepriser Vennigs! merk Billetier bestit giennom reiseby kan ha andre

What our partners say

KLEVU

Norwegian is using content search, which is
positive, but arguably to be expected for a
site of this nature.

We believe the overall experience could

be better for Norwegian users, particularly
around the speed at which results are
shown. Norwegian could perhaps use an
instant search layout to serve results faster.

nostozJ

Norwegian’s welcome email encourages new
subscribers to create a profile to collect more
information, but was not personalized initially.
After providing preferences, all newsletters
featured personalized content and offers;
however, no post-purchase emails contained
recommendations based on our booking.
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BJORN BORG @

Bjorn Borg is an exciting Swedish sports fashion brand, centered on the iconic tennis superstar.

At a glance

Founded: 1997

URL: bjornborg.com

Sector: Clothing, Jewelry &
Accessory

Emails sent during evaluation: 16

HTM Email Experience
1 ‘ '\V"\
12 Newsletters

lcome email

13 Aba ned cart emails

3 Credibility & best practice
1 Timeliness

Hl HTM Customer Experience
Email subscription

5\ o

11 Total
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Bjorn Borg is an invigorating and powerful
brand that already has the momentum

of a global icon behind it, and its email
marketing is appropriately strong. We
particularly liked the company’s welcome
email: the copy was relevant to our point
in the customer journey and we were
incentivized to make the first purchase
with a 10% discount.

Also noteworthy is the way that Bjérn
Borg uses the first touchpoint to learn
more about the customer so it can deliver
more relevant newsletters in the future.
We also admired the newsletter sign-up
process, which was prominently featured
and also carried a compelling sense of
urgency thanks to a website popover.

BJORN BORG @
HIM HER

We felt that the mobile responsiveness

of the welcome email was weak in

several areas and could benefit from
enhancement. For example, the images
and text do not wrap, and the email is not
responsive and could display better. The —_——
email shrinks to the size of the screen, but —_

Our products are just as long lasting as the memory of By

is not optimized for mobile. Nevertheless, oreathiaking +5 hs play ana 35 £ye-cal

it works in terms of CTAs, so remains | SHOP NOW

functionally effective.

Bjorn Borg would also benefit from
incorporating more personalization: for dan S:bacricion Pold
example, in the email preference center ———— ‘

landing page or abandoned cart email.
Although the welcome email is sent in a
timely manner, there is again no evidence
of first name personalization, or that it’s
based on browser behavior; and the
messaging is mixed, featuring both male
and female products.

TARIK TENNIS
SHORTS

QE
TENNIS DRESS

S tannis Gress & 8 grand siami it

KLEVU

Bjorn Borg is using Klevu Search and is
currently in the process of rolling out a lot of
the core features.

Some of the weaknesses (which will be

addressed shortly) include content search,
error tolerance, product boosting rules for
key products and lack of category results.

nostozJ

We found no evidence of personalized
product recommendations in Bjérn Borg’s
welcome and post-purchase emails, nor in
its newsletters.
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AHLENS

Anlens is an 118-year-old department store that knows how to build customer loyalty through

personalized communications.

At a glance

Founded: 1899

URL: ahlens.se

Sector: Department Stores

Emails sent during evaluation: 12

H#HO

\,

B HTM Email Experience
22 Welcome email
16 Newsletters
0 Abandoned cart emails
2 Order confirmation email
Evidence of segmentation
2 Evidence of automation
3 Credibility & best practice
2 Timeliness
2 Cross-channel promotion
2

Unsubscribe & preferences

51 Total

Hl HTM Customer Experience
1 Email subscription

Website browsing experience

N O

Website checkout experience

N

pOST*pUYChGSC experience

10 Total
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What did we love?

We liked the fact that this well-established
Swedish department store applies
advanced personalization techniques
to its welcome email and newsletters.
The 118-year-old retailer does this by
informing customers, in the body of the
email, about the dollar value of their
points. The dynamic content block also
gives customers their loyalty score,
membership level and account number,
which combine to create a powerful,
relevant message.

Anlens’ use of images in its welcome
emails and mobile-version messages

is also very strong. Its hero image is
small and on brand, and there is a good
selection of products with effective text if
the image isn’t loaded. All mobile image
CTAs use a compelling product picture, as
well as a text offer, and a button overlay.
This has prominent “show now” caption
text, all of which results in great mobile
optimization.

What could be improved?

Although Ahlens produced some highly
effective welcome emails and newsletters,
the one thing we thought was missing
was an abandoned cart email. With

the addition of this, the department

store could increase its opportunities

to close sales and deliver additional
personalization.

We also felt the company could benefit
from improving its email and newsletter
sign-up management. Although the
process is simple, there are some
anomalies when it comes to the format
of the customer’s personal identification
number, which initially made it difficult
to create an account. There’s also

no preference center which prevents
subscribers from dialing up or dialing
down the communications they receive.

AHLENS

I HEM & INREDNING DAM HERR BARN SKONHET

AHLENS

1& INREDNING DAM HERR BARN SKONHET

Passa pa!

Véalkommen som mediem!

Som medlem i Ahléns far du personliga erbjudanden,
medlemserbjudanden, poiing p# allt du handlar samt miingder av

inspiration inom mode, skénhet och inredning. Dina r nli Q
perso g(
Nir du handlar p& Ahléns som medlem far du 1 poéng per krona, Fér varje b' cee
iaiewarm e sl 1 Dj L danden géiller tom

nyttja bonusen séiger du bara till i varuhuset eller villjer "Anviind bonus” i
kassan pa hlens.se.

sondag 6/8

Niir du har mer fin 1 500 poiing per ir far du fiven vira Ahléns Magasin,

Dubbla poiing pé ett valfritt kép och fértur till vara reor. Och niir du har

fler @n 10 000 poiing per &r far du ytterligare forméner som du kan lisa
om har.

ns laddade pé ditt medlemskap. Sdg till i kassan for att nyttja

wnde. Om du handlar pé dhlens se sé aktiverar du dem pé Mina

erbjudande iir giltigt vid ett koptillfélle och kan ej kombineras
med andra rabatter.

v

Harriet Jensen = pitden
gasle

Medlem i Ahléns

Bonus att handla for: 0 kr
Mina posng: 0

Min medlemsniva:
Nivagrundande poéng 2017: 0
Medlemsnummer: 82183435

425% pa den billigaste 20% valfri vara fran hem & inredning
Voltaire & Systrar, presentkort, 1
iet eller Acne Studios.

Du hittar alltid dina
aktuella erbjudanden
pa Minasidor
padhlens.se

Kok- och stekkiirl

000 20%
¢ Hantering av g jifter # . “ |I‘-lefi.~kAu_\

medds takts kundservice@ahlens.se

7—‘ 20% kok- och stekkirl fran Fiskars

Galler grytor, kastrullor och stekpannor. Galler
endast i varuhuset Gar ej att anvanda pa
ahlens.se

Anvand pé 8hlens.se

For att anviinda ett
erbjudande pa dhlens.se:

Gatill ahlens.se och logga in pa Mina sidor

Ga vidare till sidan Medlemserbjudanden

Aktivera det erbjudande du 6nskar anvanda

Valj de varor du vill kopa och rabatten slar
| igenom automatiskt i kassan

For att anvinda ett
erbiudande i vara varuhus:

What our partners say

KLEVU

Anlens displays popular search queries while
using an auto suggest layout. It provides
filtering options on the search results page
and has a strong error tolerance.

Overall, we believe Ahlens is doing a good
job and is serving impressive results even for
more complex queries.

nostozJ

Anléns didn’t appear to attempt to
personalize the product recommendations
in its emails. Newsletters contained a
mixture of items aimed at all genders,
despite providing behavioral and order
data. However, every email sent contained
a personalized content block detailing the
points earned from its rewards program.

a1
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Wﬂnnﬂmx&s By Athletes
GYiWlcrossisten.com

Gymgrossisten is one of Norway’s leading online stores in training and health, designed by athletes

for athletes.

At a glance
Founded: 1996
URL: gymgrossisten.no

Sector: Health, Nutrition, Pharmacy
& Food

Emails sent during evaluation: 14

H/

—

HTM Email Experience

Hl HTM Customer Experience
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Gymagrossisten uses a straightforward and
no-nonsense style, and we particularly
appreciated the consistency across the
emails, which included the images. The
emails are all on brand and have a uniform
‘friendly’ from name, though there are
some rendering challenges.

Other elements also displayed clarity and
simplicity, such as the branded post-
purchase evaluation email, which thanked
us for our purchase and asked us to
provide feedback on the order.

Nevertheless, we did find a number of
areas that hold room for improvement,
most notably the voice and style of the
text, which we generally found uninspiring.
For example, the welcome email subject
line was a very standard message with

no use of pre-header text. Overall, the
welcome email content is minimal, and
doesn’t provide any valuable information

to help new subscribers absorb the brand.

The newsletter emails are powerful
though, as they ask a question and have
a clear purpose. But there is no use of
the pre-header space, and the email is
all image, so the message is completely
lost when images are turned off. There’s
no stacking or text wraps, and the
menu is small on a mobile, with emails
not designed for Gmail at all, which is
an oversight that could irritate many
recipients.

GYMsrassisiei com - owrurarn () ressers

KOSTTILSKUDD  NYE

25% RABATT

PA ALT FRA
S ﬁ’R NUTRITION

KI2P NA

-25%

PA STAR CLOTHING

| ‘ Wﬁrar Atnletes, By Athletes
B o 1 YiVlcROSSISTEN.COM

‘ - B P Thank you for visiting us at @ymgrossisten.no!

°® |

T \ e
1.¥"

PROTEIN ’ a?
MUES! o
2

We've noticed that you have shown an interest in any of our products. With
this email, you can easily go back and complete your purchase.

LBAKI GYMGROSSISTE!
]

- Support you have any problems during your last visit with us?
Then you can click here to contact our customer service.

Sincerely
Gymgrossisten

SHOP NOW

Psst.. se i kassen!

HAR DU SETT VARE BONUSPRODUKTER?

STARTER PA 500 KR - PRODUKTER PA KJBPET - NYHETER TIL HALV PRIS

Du fglger vel oss pa Instagram?

YOU DON'T GET THE ASS'! ||
YOU WANT
BY SITTING ON IT

KLEVU

Gymgrossisten uses a clean instant-

search interface, which provides product
recommendations. It also allows for filtering
and ‘add to cart’ on the search results page,
which is also very nicely styled.

Gymgrossisten could improve its search
by providing popular search term prompts
and also promoting categories. The error
tolerance of the existing search could be
improved.

nostozJ

Gymgrossisten’s key email communications
— including its welcome message, post-
purchase email and newsletters — were
absent of any one-to-one product
recommendations.
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aliroots

Based in Stockholm, Caliroots is a lively streetwear fashion retailer with physical and

online stores.

At a glance
Founded: 2003
URL: caliroots.com

Sector: Clothing, Jewelry &
Accessories

Emails sent during evaluation: 21

HTM Email Experience

Hl HTM Customer Experience
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Caliroots is a funky streetwear fashion
retailer that’s full of energy, and this
certainly gets communicated through

its email marketing and website, which
comprise consistent messaging and
design throughout. We particularly loved
the newsletter which uses lots of vibrant
images and makes good use of animated
GIFs and interactive content. In general,
emails are image-heavy, with minimal
copy, and there are lots of large images
and button links which work well for this
brand.

The company makes good use of
multichannel as well, with some nice
social promos and store links in the footer
of most emails, with an abundance of
clickable images being used. Finally,

the newsletter sign-up has a great
popover style, making it is easy to see,
while keeping the main message of the
homepage clear.

Although Caliroots’ use of images in its
emails is one of its strengths, we also

felt it became a weakness when not
coupled with more sophisticated text. For
example, we found the welcome email
quite lackluster: it’s a very simple message
telling us that our account has been
created but has no image or CTA that
drives us back to the website.

Furthermore, the welcome email’s ‘landing
page’ is just a link to the homepage,
meaning Caliroots is missing out on
opportunities to further engage new
subscribers. Improving processes such
as these could enhance the customer
experience and help to build a more
compelling proposition for the user.

Anpassningar ¥

THELATEST ~ SNEAKERS ~ STREETWEAR  PREMIUM

@liroots

THANK YOU!

From now on wa'll keep you postas
nd grea

restocks of our beslsallers ai we

You wil hear from s soon!

Calirgots

Psst.. Here’s some things that might interest you.

NIKE AIR MORE UPTEMPO

Nike is back with another a
Scattie Pippen i the mid 9

RELEASE TOMORROW, 09:00 CEST.
SHOP LATEST NEWS

FOLLOW CALIROOTS:

@000

VISIT OUR STOCKHOLM STORES

NIKE AIR MAX 97

The limited Nike Air Max 97 “White Snakeskin
makes it c

is about to drop. Triple white with snakeskin details
ights.

RELEASE TOMORROW, 09:00 CEST.

aﬁh\as

ultra boost

ADIDAS BOOST OUT NOW

Two amazing adidas Uitra Boost just dropped. Get the new “Rainbow” and triple black colorway of
the adidas Ultra Boost 3.0 now. Very limited quantities so acton t.

ONLINE NOW!

PO -6 LN

imazing Air More Uptempo drop. This model was used by Chicago Bulls’ & 4
ind this edition for the first time ever sports his logo on the back. Very = )
limited quantites. &

KLEVU

Caliroots has a nice clean interface. The
brand uses filters on its search results page
and displays category results. It also allows
users to ‘add to cart’ from the search results
page.

Some of the less positive aspects of
Caliroots’ search include a lack of promotion
of more popular lines or items. It also has a
poor error tolerance and is unable to handle
less generic queries such as “Nike trainers”.

nostozJ

Two welcome emails were sent. One was a
plain-text message and the other was richer,
including a coupon and a block of product
recommendations. However, it doesn’t look
like it’s been refined based on browsing
behavior. The title of the block is also quite
vague: “Psst.. Here’'s some things that might
interest you” so we can’t catch whether it’s
a selection inspired by browsing history or a
random selection based on the wisdom of
the crowd.
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MUUTO

Muuto is an ultra-stylish Scandinavian interior design company whose name means

‘new perspective’ in Finnish.

At a glance

Founded: 2006

URL: muuto.com

Sector: Home, DIY & Other

Emails sent during evaluation: 3

#O

B HTM Email Experience
20 Welcome email
14 Newsletters
0 Abandoned cart emails
0 Order confirmation email
0 Evidence of segmentation
1 Evidence of automation
3 Credibility & best practice
1 Timeliness
3 Cross-channel promotion

2 Unsubscribe & preferences

44 Total

Hl HTM Customer Experience
2 Email subscription
6 Website browsing experience
0 Website checkout experience

0 Post-purchase experience

8 Total
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What did we love?

Denmark-based Muuto prides itself

on bold furniture and product designs,
which makes it a solid performer when

it comes to capitalizing on effective
imagery. For example, Muuto’s welcome
and newsletter emails were particularly
well-branded and striking. Optimized file
sizes and responsive templates meant the
emails displayed well on mobile devices
in terms of image stacking and wrapping,
with easily tappable CTAs.

Overall, Muuto’s email design and tone
of voice is consistent and considered.
Communications have effective call-
to-action placement, with CTAs and
links above the fold of the email and
incorporate actionable language.

What could be improved?

One major issue with Muuto is that we
were not able to buy a product from

this brand because the company only
sells in store. The website has no cart
functionality, and customers only have the
option to find a store. This is a significant
issue for a retailer that has an online shop
window and invites customers to engage
with it in the digital world.

We also found the newsletter to lack
relevance in several areas. For example,
one of the first emails we received

was about the company’s new lighting
range and was not personalized to our
journey or relationship with the brand.
Furthermore, the only links featured in the
newsletter are for general departments
such as furniture or accessories.

Welcome 1 the Muuso unwverse! Open emallInyour browser

muuTo

FURNITURE ~ ACCESSORIES ~ LIGHTING  FIND STORE

Thank You For
Joining Us!

We are excited to have you on board to be the
first to know about everything happening in the
Muuto universe We can't wait to share
inspiration, information and insights into our
take on Scandinavian Design with you
Have a great dayl

The Muuto Team

VISIT US HERE

Join Us On Instagram Pin For Inspiration
Do you love beautiful imagery and are Pinterest is where we share ideas and gather
interested to see what Muuto is up to? Visitus  inspiration by design friends around the world
on Instagram, and get your daily dose of whose croativity leaves us impressed. See

design while staying in the loop! what living with Muuto looks kel

Visitour lnstagram
muuto

Muuto Head Office | @stergade 36-38 | DK-1100 Copenhagen | Denmark
.45 3206 9899 | M. info@muuto.com

@ £

1f you no longer wish 10 get the latest Muuto news,
piease unsubscbe nght here

‘ﬁa

bl Rl Lamp & Now Colors Opon omalin yous brovser.

muuTo

FURNITURE ~ ACCESSORIES  LIGHTING

Ambit Rail Lamp

BY TAF ARCHITECTS

The AMBIT RAIL lamp has inherited its
iconic lamp shapes from the Ambit lamp
collection.

Placing three lampshades in a fow creates
2 new design typology - the resut is a
characterisiic lamp combining softness,
simplicity and craftsmanship.

Retaining the AMBIT series' subtle design
‘aesthelic, AMBIT RAIL wil be the perfect
centerpiece of any setling that calls for a

GREY BLACK WHITE

Introducing Green-Beige!
AMBIT PENDANT LAMP - LARGE & SMALL

Our two orlginal AMBIT lamp sizes - large:
‘and small - are now available in a new
beige color. Calm and subtle yet

strikingly different, this colorful nuance wil

elther accentuate a piain setting, or biend

in beautifully when combined with natural
‘materials and colors such as oak, grey,

lack and white.

TAF Architects

STUDIO VISIT MOVIE

Follow the link below for an exclusive look
at Stockholm-based design duo TAF
hitects' inspiring universe - in motion
picture. Hear their take on timeless design
and leam how the AMBIT family was

WATCH THE MOVIE!

E27 + Unfold in New Colors
UNFOLD & E27 LAMP - NUDE & OLIVE

A A

What our partners say

A KLEVU

Overall, Muuto provides one of the weaker

examples of search - however, because the
catalog isn’t as large and complex as some
of the other stores, it’s arguably less critical.

Muuto’s error tolerance isn’t very strong
and there also doesn’t appear to be any
merchandising around promoting key
products. Muuto’s site is also unable to
handle more complex queries.

nostozJ

We reviewed Muuto’s welcome email, post-
purchase communications and newsletters
but found a lack of one-to-one product
recommendations across the board.

a7
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FIALL
RAVEN

Fjallraven is a Swedish outdoor equipment retailer that specializes in products that help people

to enjoy nature.

What did we love?
At a glance
We loved Fjéllréven’s clean, outdoorsy

Founded: 1960 brand, which is represented well

in its imagery. The retailer’s mobile
responsiveness was a strong point, with
emails displaying well on all devices and
looking good in terms of image stack and
text wraps.

URL: fjallraven.se

Sector: Clothing, Jewelry &
Accessories

Emails sent during evaluation: 6

Clear and well-placed calls-to-action were
in evidence, with CTAs and links above
the fold of the email. The emails also have
CTAs with multiple links to the landing
page. Fjallraven didn’t collect our gender
on sign-up, however we liked that it tried
to collect this information — perhaps for
future segmentation opportunities — by
asking us whether we wanted to shop
men or women in its newsletter. All in

all, Fjdllraven is a solid performer when it
comes to email best practice and brand
consistency.

B HTM Email Experience
10 We
13 Ne
0 Abandoned cart emails

Or

0 Evidence of segmentation

some email

etters

mail

N

1 Evidence of automation
3 Credibility & best practice

2 Timeliness

2 Cross-channel promotion
3 Unsubscribe & preferences
36 Total

Hl HTM Customer Experience

1 Email subscription

8 Website br

2 W

g experience

osite checkout experience

0 Post-purchase experience

11 Total
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What could be improved?

The place where the company could raise
its game is its welcome email. This is a
lackluster, plain text-style email that only
uses one image - the logo — which we
believe is a missed opportunity to wow
the customer. As well as lacking images,
the welcome email has no buttons, just
text links, and the only visible CTA is one
that enables the customer to create a new
password. In our view, we wouldn’t say
the copy inspires us to click through to the
website, and even if it did, there is no CTA
or login link, despite the fact that the email
outlines the benefits for doing so.

Another missed opportunity is the lack of
an abandoned cart email, which would
give this outdoor lifestyle brand the
opportunity to build customer relationships
and save missed sales.

FJALL
RAVEN

Jackor | Gverdelar | Skjortor | Byxor & shorts | Utrustning | KAnken

Stitstarka
FRILUFTS-
SHORTS

fill sommavens alla dventyr

Oavsett vem du ar eller vart du ska si kommer du att hitta en perfekt shorts- eller
‘byxmodell hos Fallriven - for dig som vill uppleva friheten i naturen, pd ditt st Vi har
liitta och funktionella shorts frin High Coast-familjen i snabbtorkande material, och
taligare, reféla tekniska shorts frin vir Keb-familj. Vilka shorts blir din nya favorit?

899 SEK 899 SEK

Litta, packbara shorts med klassisk passform i Litta och bekvima shorts | funktionellt

Jitsark, Lite. Tvh
handfickor och en bakficka fickor; bland annat virdeficka med dragh

Subscribe Past Issues

FJALL
RAVEN

Abisko Shade
Shaorts W

999 SEK 1400 SEK

Jackor | Overdelar | Skjortor | Bvxor &

varmt Klimat. Sydda i 6-1000 Air med litstark 6-1000 Eco. Optimerad passfo

ventilerand ok baksil, handfickor och benfickor med mabilficka och handfick shorts | Utrustnin g | Kanken

sakerhetsicks.

Visste du att vira il

D fir det hir nyhe

What our partners say

KLEVU

Fjallraven is using a quick search Ul, which
shows both product results and query
suggestions. Fjallrdven produces good
results for most straightforward queries.

Some of the weaknesses include not being
able to filter on the search results page and
that its error tolerance isn’t very strong. The
site is also not handling colour variants in the
optimal fashion.

nostozJ

Fjallrdven demonstrated good email best
practice but fell down in areas such as
personalization. Key email communications
were absent of any one-to-one product
recommendations.
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@ HAUGENBOK.NO

NORGES RASKESTE NETTBOKHANDEL

Norway'’s first online bookshop, Haugenbok, prides itself on fast delivery and excellent

customer service.

At a glance

Founded: 1929

URL: haugenbok.no

Sector: Home, DIY & Other

Emails sent during evaluation: 11

#11

B HTM Email Experience

0 Welcome email

12 Newsletters

16 Abandoned cart emails

1 Order confirmation email
Evidence of segmentation

o O

Evidence of automation

Credibility & best practice

@)

Timeliness

Cross-channel promotion

N = —

Unsubscribe & preferences

36 Total

Hl HTM Customer Experience
2 Email subscription
7 Website browsing experience
1 Website checkout experience
0 Post-purchase experience

10 Total
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What did we love?

One of the strengths of Haugenbok’s
email marketing strategy is the way it
uses fun, down-to-earth subject lines and
headers for effect. A prime example is
the brand’s abandoned cart email and its
subject line “Here is your cart in case you
had to run”, with a smiling face emoji to
soften the message. The pre-header then
continues on the subject line with: “or was
there a problem?”, which makes us feel
as though the company cares about our
experience.

The design of the abandoned cart email
is simple and effective, and it's easy to
click/tap the different CTAs; however, the
email does not render or stack for mobile,
meaning the copy is a little small to read.

What could be improved?

Customer service is clearly at the top of
Haugenbok'’s list, which is why we were
disappointed that there was no specific
welcome email on sign-up; a major
oversight. It means the retailer is missing
out on brand building, customer loyalty
and retention, and even potential sales.

Another thing we struggled with was the
order confirmation email, which lacks

an upsell or cross-sell. And although

the content is simple, there is a lot of
confusion around currencies, with it
providing KR, NOK and Sterling, making it
unclear as to how much has been paid.

HAUGENBOK.NO

NORGES RASKESTE NETTBOKHANDEL

Fller oppstod det el problem? vl du ke kan feses e posten, KK b,

\;QJ HAUGENBOK.NO

NORGES RASKESTE NETTBOKHANDEL '

Hei lie eventyr -'{‘-J .

Vi vil gjerne hjelpe deg med 8 fullfore ordren din. nsasjon - historien
5 ra setter seg i

Oppstod det et problem med bestillingen? Kontakt oss pd =
vi forstyrrelsen og ber

hielper vi deg gierne. Om du har lagret varene til sener
deg se bort fra denne cposten.

& mesterverk er bade

Noen sikkerhetsprogram blokkerer bankkortbetaling. Les mer pa denne lenks

ogginn is v
erioden i amerikansk
Produkt Antall Sum

{prisen 2017

| GAME OF THRONES, 1 399.00kr

Til handleposen

NAKUN

348,- |

veil, 398,

Detektivbyra nr. 2

Du kan melde deg av denne varsiingen her!
Haugenbok.no Kyrkjegata 21, 6100 volda

Kunsttyveri | Elvestad!
Detektivbyré nr. 2 tar saken.

THGHTIEY

DRI 8]

Nobelprisvinner!

«Mord og Kjzriighet | kassisk
forening.» Fredrik Wandfup,
Dagbladet

Kvinnen med red
beratning
litteraer

NORGES BESTE BOKHANDEL_\

ingsprosiektet Norsk Kundebarometer ved Handelshay &
jen bokhandelen | N . oo

| KJ/ERE KUNDE - TUSEN TAKK!

What our partners say

A KLEVU

Haugenbok is using an instant search Ul and
also provides filtering on the search results
page. Haugenbok also allows users to ‘add
to cart’ directly from the search results page.

The error tolerance could be improved, but
overall this is a good example of search.

nostozJ

We found no evidence of personalized
product recommendations in Haugenbok.
no’s welcome and post-purchase emails, nor
in its newsletters.
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DIGISHOP.F

KAIKKI DIGITAALISEEN KOTIIN

Digishop is a Finnish ecommerce store that offers a wide and varied range of products at

competitive prices.

At a glance

Founded: 2005

URL: digishop.fi

What did we love?

One of the aspects of Digishop’s email
marketing that impressed us is that it
works hard to minimize the loss of sales.
It uses a comprehensive abandoned

What could be improved?

What was less impactful, however, is the
fact that a newsletter did not arrive in a
timely manner (two weeks), which we
consider a lost opportunity to nurture

DIGISHOP.FI

KAIKKI DIGITAALISEEN KOTIIN

Avaa selamessa

Kaikki alkuperaiset Magsafe laturit vain 39,95€

Applen kehittamé Magsafe -faturl on magneetila Itsestén Kiinnittyva virtalltn, joka
Kiinnittyy seka irtoaa turvalisesti koneen latauslittimeen.

Magsae -laturelta 18ytyy kahta mallla kolmella erl tehokkuudella. Kun valltset olkean paan
(L tai T), samat watit (W), volit (V) tal ampeerit (A) niin ofet Ioytanyt olkean faturin.
Namé tiedot lukevat vanhassa laturissa.

Asiakaspalvelumme auttaa myds olkean laturin Ioytamisessa.

What our partners say

A KLEVU

Digishop’s search functionality enables you
to search in different categories, however
this is unnecessary if the company adopted
a strong search integration.

. . . . . Voit ottaa yhteytta L34lia tai soittaa numeroon 0207 55 80 66.

T e T cart email with a subject line that directly engagement. =5 DIGISHOP.FI w The look and feel of Digishop’s instant
Appliances addresses us, and uses the subject ﬂ KAIKKI DIGITAALISEEN KOTIIN search layout could be improved

line to offer a 10% discount. It doesn't . considerably, plus the error tolerance is also
Emails sent during evaluation: 4 stop there though. The company also We glso found that, although Dlglshop.s Moit a big weakness

uses this touchpoint to display the email gnd newslett.er sign-up procesls s Huomasimme, et ot sannyt tuottia ostoskorin, muta e opula ostanu i | 9 '

abandoned product as well as informing easy, it’s not prgmlneht on the website, e i i oo b ™ e I S

Us that “customers who bought this also MO IS there an incentive to sign up or any T S e

bought...” to increase AOV. sense of urgency applied by pop-ups. o s e

We also loved Digishop’s unsubscribe
process because it’s clearly visible
in the email and asks for valuable

Considering the company frequently has
products on offer on its website, this could
be an ideal vehicle to advertise them and
increase sales, and would be relatively
straightforward for Digishop to address.

Sinulla ofi nam3 tuotteet ostoskorissa. Pidimme niitd sinulle tallella, jotta voit halutessasi palata
‘takaisin ja ostaa tuotteet

Creative EP-660 kuulokkest, musta

19,90 €

e

nostozJ

Digishop’s email communications were
limited and the ones we did receive were

# :|_ ; f feedback. Additionally, the customer is - T P absent of any personalized product
able to unsubscribe from just one type T - et st recommendations, despite purchasing from
Of COmmuniCaﬂOn - fOr e)(an"]p|eY the Tassa muutamia luotteita, joita olet dskeltdin katsellut. 15V/31A 85W, 20V/ 4,260 85W, 185V /46 A the brand,
1,95€ 39,05€ 39,05€

B HTM Email Experience

11 Welcome email

0 Newsletters

12 Abandoned cart emails

2 Order confirmation email

0 Evidence of segmentation

1 Evidence of automation

2 Credibility & best practice
Timeliness
Cross-channel promotion

1
1
3 Unsubscribe & preferences

33 Total

Hl HTM Customer Experience

1 Email subscription

~

3 Website checkout experience

1 Post-purchase experience

12 Total
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Website browsing experience

abandoned cart alerts. 4
ﬁ . fis ja ostal Lue lis34 ja ostal
GO0 Kokkee, Lat 114 PUMagnet | Damond 0 © 0
1990 € 500€ 2095€ ;i

990€

Kiitos.

utiskijeemme tialksesta

Ota yhteytts:
m iishox

lauksen onnistuu s alla olevaa linkkia painamalla

Copyright © 2017 Suomen Digishop, Allrights reserved.
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TOKMANNI

Finnish discount retailer Tokmanni has a striking brand and massive range of products available

online and across 160 stores.

At a glance

Founded: 2012

URL: tokmanni.fi

Sector: Department Stores

Emails sent during evaluation: 15

HTM Email Experience

Hl HTM Customer Experience
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In just five years, Finnish discount retailer
Tokmanni has constructed a bright

and lively brand identity, which it has
managed to translate well for its digital
communications. We were especially
impressed by its creative email imagery,
which used an effective envelope-focused
design that looks great on mobile devices.

The department store group has

also developed several compelling
propositions in its newsletter, particularly
its ‘recommended for you’ section and
its abandoned cart email. The latter pulls
in content from the customer’s shopping
basket, and it also tempts them with
similar products and the site’s most
popular products. Finally, we liked the ‘find
our store’ button which helps to localize
Tokmanni’s product sell.

One aspect we thought was missing was
that there is no welcome email when you
sign up, only a double opt-in message.
From a customer experience perspective,
it would be ideal for Tokmanni to put a
program in place which introduces new
subscribers to its brand and highlights its
USPs.

We also thought the abandoned cart
landing page lacked any link to the
product or basket, taking the customer
to the home page instead, which is a
frustrating experience. However, the
abandoned cart email does feature
dynamic content.

Exotamav

TOKMANNI

Fiksun ostamisen puolesta

werow "™ WETON . "
NETTO- ° .
PRIVAT

LOPPUVIIKON SUOSIKIT

BESTWAY

- 1so1
eclll
- norma: amme

ITTRAVELLER HOZELOCK
VETOLAUKUT PAINEPESURI PICO POWER
Usota eniisia 12 LETKUSETTI

VOIHAN
NETTO!

TARJOUKSET v "
Vil HUROA! HYUNOA
VOIMASSA KOMPRESSOR!

Ko on

HALKAISUKONE
- JALUSTALLA
29.6-27.2017.

Yoy,

) lnetettyyn vestin, muta vot ola
yhteydessa mehin a3akasoshelumie Kaulta

©2017 Tokmanni Oy

Katso lisaa tarjouk

VAPAA-AIKA 1

TOKMANNI

Eral
FUTURE TT SPORT
TRAMPOLIN ja

vy

Katso lis34 tarjoukslamme

B 5 3 A A
- |8 15

FISKARS KOTIKULTA RAPID

fA

KLEVU

Tokmanni is using an instant search

layout, which features both products and
categories, and also displays the most
popular searches on its search results page.

Two key weaknesses for Tokmanni are
around the look and feel of the instant
search Ul and also the error tolerance,
which seems to only support straightforward
queries.

nostozJ

In Tokmanni’s newsletter, we found a product
selection promoted (via Nosto) but there’s

no indication as to whether the product
recommendations are personalized. Is this

a Best Seller selection? Or a result of our
browsing history? A descriptive title would
be ideal here.
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COOLSHOP)

Denmark’s Coolshop has become one of Europe’s fasting growing online department stores.

At a glance

Founded: 2003

URL: coolshop.dk

Sector: Department Stores

Emails sent during evaluation: 11

#14

B HTM Email Experience
0 Welcome email

13 Newsletters

Abandoned cart emails
Order confirmation email
Evidence of segmentation
Evidence of automation
Credibility & best practice
Timeliness

Cross-channel promotion

N - DN O O =

21 Total

Hl HTM Customer Experience

1 Email subscription

7 Website browsing experience

0 Website checkout experience

11 Total
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Unsubscribe & preferences

pOST*pUYChGSC experience

What did we love?

In general, Coolshop has a simple

yet consistent approach to email
communications. One thing that we liked
above all other aspects was its post-
purchase emails. Confirmation arrived
promptly and was concise, and we were
also asked for independent feedback via
Trustpilot.

There were a couple of anomalies worth
pointing out though. For example, the
largely text-based emails included the
entirety of the legal copy, rather than a
link to the full terms and conditions. Also,
there was no attempt to upsell or offer
related products.

What could be improved?

There were a couple of absences in the
customer experience process, one of
which is that there is no welcome email
to tell you that your account has been
created. Also, there’s no cart recovery
email, despite the fact that we added
an item to the cart after signing in and
abandoning the site; Coolshop would
see results by tightening up on these
elements.

There’s also a lack of email personalization
overall, particularly for the newsletter,
which features an offer-driven subject

line and image-based content that’s not
dynamic.

Udsaig i frag r

What our partners say

KLEVU

Coolshop has a very clean and fast instant
search Ul and is able to process a lot of non-
generic queries. It's also providing category
results and allows for filtering on the search
results page.

Spar op til

Areas Coolshop could improve on include
providing popuar searches and better error
tolerance, but overall its search is fairly good.

No welcome email was received

from Coolshop and on reviewing

the brand’s newsletters and post-

purchase communications, we found
a lack of personalization and product

S o0 s M o recommendations.

Hvis du har spgrgsmal eller har et problem med din ordre kan vi hjsepe

dig
Hjlpecenter

Karcher-K 2 F

T — ey
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JYSK is an international retail chain that sells ‘everything for the home’, established by

Denmark’s grocery legend Lars Larsen.

At a glance

Founded: 1979

URL: jysk.dk

Sector: Home, DIY & Other

Emails sent during evaluation: 11

\\

#15 |

HTM Email Experience

0 Welcome email

17 Newsletters

0 Abandoned cart emails

23 Total

Hl HTM Customer Experience
1 Email su

-\

8 Total
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Jysk‘s website and communications have
a lovely look and feel, with emails featuring
cross-channel promotion of things like

its social networks. The business also
performed solidly for email marketing
fundamentals: for example, with the
newsletters, the view in browser link was
clearly visible and is easily accessible on
mobile devices.

The brand also did well on call-to-action
placement, with CTA and links above the
fold of the email, with easy-to-understand,
actionable language, and a linked hero
image. Mobile responsiveness was also
excellent, with emails displaying well on
multiple devices.

Although Jysk uses beautiful and
prominent imagery and crisp text, we were
surprised it didn’t make the most of email
as a marketing channel. For example,
there is no welcome email, because
there’s no easily available sign-up option
on the website.

Communications are limited to
transactional and generic newsletter
emails, and we noticed that all of the
marketing messages are ‘batch and

blast’ mailings that lack personalization.
Subsequently, there appeared to be no
automation programs in place, indicating a
window of opportunity.

m Opastereet 2

Besog FYSK gk her [y

Fundeservice @

SPAR 30-60% SPAR 30-60%

PAALLE MADP.ASSE‘R‘ PA ALLE TOPMADRASSER
wEgs
oy

S
SPAR30-60% SPAR 30°60%

IGE*

PA ALLE KONTINENTALSENGE®  PA
T H

e

KUNDERNES FAVORIT TOPMADRASSER

Topmadras 80x200 Topmadras 90x200
GOLD T15 GOLD 125
DREAMZONE DREAMZONE

o st 308, P stk £298

Pr. stk. 450,- Pr. stk. 450,-

iske prasferencer og lejuslp er j0
er. at der er ssmmenhznf

Hulan sowestiling foretrakier du?

SE HUAD SIGERES

-

O N
. Kundeservice Q/

SUPERUGE N JE TILBUD HVER DAG

FREDAG 7.7 - TORSDAG 13.72017

KOM TIL SUPERUGE HOS JYSK
ORSDAG 13.

SPAR 20-50% PA ALLE
s HAVEMZBLER®

KLEVU

Jysk has a clean quick search Ul that shows
products and category results, and also
provides filtering on its search results page.

The weaker points include a poor error
tolerance and being unable to add items to
cart directly from the search results page.

nostozJ

Jysk didn’t deliver a welcome message and
SO our review is based on its newsletters
and transactional emails, of which we
found no evidence of personalized product
recommendations.
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(D LOVERBRANDS.ND

Coverbrands is a beauty products wholesaler and manufacturer with one of Norway’s biggest

online stores.

At a glance

Founded: 2006

URL: coverbrands.no

Sector: Clothing, Jewelry &
Accessories

Emails sent during evaluation: 6

equal

#16

B HTM Email Experience
4 Welcome email
0 Newsletters
0 Abandoned cart emails
2 Orc

er confirma email

0 Evidence of segmentation

0 Evidence of automation
3 Credibility

& best practice
2 Timeliness

2 Cross

“hannel promotion

0 Unsubscribe & preferences

13 Total

Hl HTM Customer Experience

1 Email subscription

2 Website checkout experience

1 Post-purc

ase experience

11 Total
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ing experience

What did we love?

We immediately noted that Coverbrands
was serious about customer experience,
sending out prompt and regular post-
purchase emails. Confirmation emails
contained consistent branding and were
concise and informative. No upsell or
product recommendations were included,
however.

We were also impressed by a personal
message from Coverbrands’ customer
service department when our package
was returned by the post office, checking
in to see if everything was okay.

What could be improved?

Although customers receive a prompt
service, a welcome email is absent and
we only received a plain-text sign-up
message. Consequently, it really acts as

a transactional email, informing us of the
username we chose in order to register for
an account and fails to tempt us back to
the website.

Beyond the lack of welcome email,
Coverbrands also failed to send us any
marketing communications to keep its
brand front of mind. Personalized offers or
even editorial-style content could go some
way to driving up engagements and even
sales.

COVERBRANDS

SUONNHET PARETT

Hei, Harriet Jensen

Takk for at du valgte & handle hos Coverbrands no. det sefte v stor pris p& Din ordre er nd under behandiing og vil snart
ankor

O d e spersn vearends dades, verniget kotad g 1300 el i ossp4 92607 600 Mandag -
Fldag, 0 16
Di ordebekretelse et du detaert under Takk for handeen!
weski
Dersom det  delr av oo o Wk K evares v du ontakesav kundeserice v apost
Ditt ordrenummer er 100578810
Betalingsinformasjon: Betalingsmetode;
domaterLimied
e 15
otge
Tl "
{rnavauxsoorwas2
Loveringsinformasjon: Loveringsmetode:
domaterLimited Grats okt (0.00) - 4 varenlver e i postkasse
e 15 ot
biaa 040
Norge
Tl
Artikkel Merker Varekode Antall Sum
s o520
Fkiogekspedsion 11000
1908
Touwlsum k9520
Witatherigenfor - bake
Med vennig iken, Coverbrandaino
0. o N0 930 349 258 MVA
=B S —
EERSRA e THE Gz,

COVERBRANDS

SKJDNNHET PA NETT

Dear Harriet Jensen,

Your order with the number 100578810 s

You can check the status of your order by 0gqing into vour accoun

Hil :-) Received today your package in return from the Post Office, prompting unknown
address! We have registered Nydalsveien 12 0484, OSLO you, is this correct? And is your
name on the mailbox? Sincerely Marlés

Ifyou have questions, please contact info@cov o or by caling 926 07 600.
Sincarely. Coverbrands.nn

Org. No: EN 990 349 258 MVA

T T PR W —

T

What our partners say

KLEVU

Coverbrand is currently using Klevu and has

a very strong error tolerance. The brand uses

a grid view quick-search Ul, which is good
for browsing products.

The search results page doesn’t allow the
user to add to cart directly and the instant
search layout could arguably be improved
from a styling perspective.

nostozJ

There were limited emails for us to review
and unfortunately, none of them contained
any evidence of smart personalization.
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HELLY HANSEN

Founded in Norway in 1877, Helly Hansen specializes in jackets & gear for skiing, sailing,

outdoor, and sportswear.

At a glance

Founded: 1877

URL: hellyhansen.com

Sector: Clothing, Jewelry &
Accessories

Emails sent during evaluation: 3

equal

#16

B HTM Email Experience

Welcome email

0 Newsletters
0 Abandoned cart emails
2 Orc

er confirma email

0 Evidence of segmentation

0 Evidence of automation
1 Credibility

1 Timeliness

& best practice

1 Cross

“hannel promotion

0 Unsubscribe & preferences

12 Total

Hl HTM Customer Experience

1 Email subscription

2 Website checkout experience

2 Post-purchase experience

12 Total
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ing experience

What did we love?

Norwegian retailer Helly Hansen is a very
established household name, so you
would expect them to have decades of
experience in retail sales. Indeed, it was
the sales and order-related processes that
we admired. The order confirmation email,
which came promptly after the purchase
was made, is well-branded and includes
relevant product recommendations.

The ‘your order has been shipped’ email
gave us the option to track the status of
shipping, and we particularly liked the use
of multichannel updates, which include
SMS notifications.

What could be improved?

We were very surprised that such an
experienced retailer could miss so many
customer touchpoints when it comes

to email communications, however. No
newsletters were received at all: a missed
chance to drive engagement and remain
top of mind. There are also no abandoned
cart emails, which again is a missed

opportunity to rescue potentially lost sales.

Touching on the brand’s welcome

email, there were no images and the
company uses very functional copy simply
confirming our subscription. Lastly, there
are no clear CTAs which makes it hard to
understand what action the customer is
supposed to take next. Overall, there are
plenty of opportunities for this well-known
business to make enhancements across
the board.

SHIPPING CONFIRMATION

Dear dotmailer Limited,

Your order has been shipped!

You may ¢ status of your order at any time by logging in at the Helly Hansen

Official Online Store and clicking on ‘my account

I you have additional questions. please contact our Customer Service Group

Click here to track your Order.

HARRIET JENSEN,

Welcome to Helly Hansen

JER RECEIPT

|UMBER : 109000022818

e Properties  Price Quantity  Total

ACK HH DRY MID CUT GBP 8.00 1 GBP 950

To sign in to our site, use these credentials during checkout or on the My Account page: 3K size 36-39 (WHITE)

67944_001-36-39
« Email: harrijensen2017@gmail com
« Password: P reatin,
Forgot your account password? Click here to reset it STAILS
When you sign in to your account, you will be able to GBP 960
« Proceed through checkout faster E
« Check the status of orders SRRSO
6.
« View past orders
« Store alternative addresses (for shipping to multiple family members and s
friends)
IRESS
HELLY HANSEN, Munkedamsveien 35, N-0250 Oslo, Norway
Information reg; privacy policy can
Please note: This e-mail messa t from & nolification-onl
incoming e-mail | .

Please do no reply {o this message. Please keep a copy of ihe e-mail for your records

HELLY HANSEN, Munkedamsveien 35, N-0250 Oslo, Norvay
Information regarding our privacy policy can be viewed here

Please note: This e-mail message was sent from a nofification-only system that cannot accept incoming
e-mail.

Please o nol reply 1o this message. Flease keep a copy of the e-mail for your records

What our partners say

KLEVU

Helly Hansen is another Klevu customer
that provides a very clean instant-search
experience and offers different types of
suggestions around queries. The handling of
colourways and the error tolerance are the
key features of this search experience.

Improving the search landing page and
providing category results are two examples
of improvements that could be made.

nostozJ

We found no evidence of personalized
product recommendations in Helly Hansen’s
welcome message or post-purchase emails.
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Verkkokauppa

TODENNAKGOISESTI AINA HALVEMPI - c Dm

Selling over 50,000 products, Verkkokauppa.com is Finland’s best-known online retailer, offering

tech, toys, sports and childcare lines.

At a glance

Founded: 1992

URL: verkkokauppa.com

Sector: Electronics, Software &
Appliances

Emails sent during evaluation: 5

B HTM Email Experience

Welcome email

0 Newsletters

0 Abandoned cart emails

2 Order confirmation email
0 Evidence of segmentation
1 Evidence of automation

2 Credibility & best practice
1 Timeliness

1 Cross-channel promotion

0 Unsubscribe & preferences

14 Total

Hl HTM Customer Experience
1 Email subscription
6 Website browsing experience
2 Website checkout experience

0 Post-purchase experience

9 Total
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What did we love?

With 50,000 products on offer, it’s vital for
verkkokauppa.com to deliver a consistent
brand experience. And we felt that the
company achieves this effectively across
its customer touchpoints. The sign-up
experience was particularly notable

for several reasons: it has a robust

‘my account’ section with options to

add social login, view orders and see
‘events’ on your account. It also asks for
nationality on sign-up, with options for
Swedish, Finnish, English and Russian, so
the company can tailor the experience in
the future.

We were also impressed that
verkkokauppa.com sent a feedback
request email to gather our thoughts on
shipping and the product itself.

What could be improved?

We only received welcome and
transactional emails and strongly felt that
verkkokauppa.com is missing out on vital
customer touchpoints, along with the
opportunity to rescue abandoned carts,
upsell and cross-sell, and generally build
customer relationships.

We didn’t receive any marketing
communications beyond the welcome
message, and were surprised to see
that this email didn’t offer a way to
unsubscribe from future emails. All in all,
we provided lots of behavioral and order
data yet none of this was reflected in the
way the brand communicated with us.

O O il
Verkkakaup,zgm [

Kiitos tilauksestasi - 39613139

amé on automaattinen vatwistusviesti tilauksestasi, Tilausnumerosi on
39613139, Mikili huomaal virheité lahetysluetlelossa tai sinulla on
kysyttavaa, olathan yhieylia asiakaspalveluumme.

Voil seurata lilauksesi lilaa verkkosivuiltarmme:
hitps://www.verkkokauppa, com/fi/orders/view/39613139

-Nw4) Barbie Unicom -yksisarvinen
)‘ﬁ 25123 !

Vit mys trkestcla e sahkopstvesa vedoshuna
Verkkokauppa
raoevarsesT A e | = COVTY

Kerro kokemuksistasi ja annat arvokasta tietoa

Toimitustapa Postin kotinkuljetus toisille asiakkaille - Arvostele ostamasi tuote!
Maksutapa: Maksukortti
b Kijaittamalla anvastelun ja kertomalla 1 arvokasta tietoa
hteensa iiman arvonlisaveroa harkisevile orsile asiakiaile. Asiakkaiden kijorttamat Ja arviomnit ovat kaikkien
Sisaltaa arvonlisaveroa: 24 % asiakicaidemime lueliavissa lotleiden yhieydessa. Lailleen ostaneiden asiakkaiden kirjoittamat
. tuotearvostelut ja kokemukset tuotteen kaytosta antavat parhaimman kuvan laitteesta ja sen
Yhteensa: ominaisuuksista.
Kiita arvostelu suomen Kielella, ja muista etta emme fulkaise arvosteluia, oissa Kilenkaytt ei
ol asialista i avostelussa oletaan kanla muihin asioihin kuin e tuoticeseen
Tilaajan tiedot: Tulet saamazn viea toisen kutsun Kifoitaa arvostelu muutama vilkko taman viestin jalkeen

Barbie Unicorn -yksisarvinen
Kirjoita arvostelu »

aper
Bulevardi 21
00100 Posti Punavuor
Suomi

040 0995712

inlahett Verkkokauppa.com
Jatkasaati Tyynonmerankatu 11, Holsnki 00220, Fnland

Ystéavdllisin terveisin

™ AriPorokara

e
9 Verkkokauppa.com postitus

s o

L ez e (L

What our partners say

KLEVU

Verkkokauppa is using an instant-search
interface, which is good. It also appears to
promote key products well and the search
results page is fairly strong.

The accuracy and error tolerance are both
fairly weak and the quick-search Ul could
look better, particularly if it displayed fewer
products and other types of results.

nostozJ

No newsletters were sent by
Verkkokauppa.com but the welcome email
and transactional communications showed
no sign of advanced personalization.
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IKEA is a brand that requires little introduction, with 340 department stores in 28 countries and a

strong online presence.

At a glance

Founded: 1943

URL: IKEA.fi

Sector: Home, DIY & Other

Emails sent during evaluation: 4

#19

HTM Email Experience

0 Welcome email

0 Newsletters

0 Abandoned cart emails

Hl HTM Customer Experience

0 Email su iption

\

14 Total
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IKEA is an incredibly savvy retailer, with
strong values and a finger on the pulse
when it comes to its customers. As
expected, the order process was prompt
and we were kept well informed after
the purchase was made: we received

a dispatch note, a delivery timeslot and
observed that the brand supported
multichannel updates.

IKEA used an independent reviews
provider, Questback, to ask for our
feedback on the product; the customer
feedback email came in a timely manner,
giving adequate time to test out the
product.

Although IKEA is a very experienced and
customer-conscious brand, we were
disappointed by its lack of email marketing
in a number of areas. Firstly, we couldn’t
find the newsletter sign-up on the website;
only the option to create an account.
Once we had set up the account, we
couldn’t see an option to opt into emails.

We didn’t receive a welcome emall, just

a short plain-text message thanking

us for updating our personal account
preferences; we’d even provided a

date of birth. We also didn’t receive

any newsletters, and there was no
abandoned cart email, which was a
missed opportunity. Finally, apart from the
branded order confirmation email, all other
shipping updates came in inconsistent, or
unbranded email templates, each with a
different “friendly’ from name.

PikEA' Tilausvahvistus

Kiitos tilauksestasi IKEA-nettikaupassa

Kasittelemme tilaustasi. Tarkista vield tilauksesi tiedot ja ota meihin yhteytts
mahdollisimman pian, jos laydat virheellisia tietoja. IKEA-asiakaspalvelu, puh
(09) 3482 9400.

Tilausnumero: 863547990 Tilausaika: 30

Laskutusos Toimitusosoite Sama kuin laskutus

Toimitustapa Pakettitoimi PostNordin
Arvioitu teimituspaiva 11-07-2017

en toimitus—/noutopaiva ilmoitetaan tekstiviestilla. Autotoimitus voi olla joko
ietus tai nouto tavaratalosta, valinnastasi riippuen.

3 1 DRAGAN
’:; Saippuapumppu
= 9,99 EUR
bambu
Artikkelinumero: 902.714.93 Yhteensa 9,99 EUR
Maksutapa Yhteissumma ilman 9,99

MasterCard/EuroCard toimitusmaksua EUR
' v Toimitusmaksu 7,99 EUR
14,50
EUR
Alv 3,48 EUR
17,98
EUR

Yhteissumma ilman alvia

Yhteissumma

Tilaukseesi sovelletaan: IKEA-ehdot

KLEVU

The are a number of positives for IKEA's
search - it’s providing category results,
displaying filtering on the search results page
and providing functions such as ‘add to cart’
and ‘compare’ within the search results.

Some examples of less positive aspects
include the error tolerance/fuzzy search, lack
of content search (e.g. returns information),
synonym handling and zero-result search
management.

nostozJ

We were surprised that IKEA's
communications were lacking and that
no evidence of smart personalization was
found, regardless of making a purchase.
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WEBHALLEN }ou

Webhallen is a leading Swedish online technology retailer that prides itself on its low prices and

speedy delivery.

At a glance

Founded: 1999
URL: webhallen.com

Sector: Electronics, Software &
Appliances

Emails sent during evaluation: 3

%
#20

HTM Email Experience

Hl HTM Customer Experience

68 Hitting the Mark: Nordics edition

Webhallen.com has clearly built a
successful business, selling hardware,
software, peripherals and multimedia
technologies in a fiercely competitive
market. We felt that the business ticks

a number of boxes in terms of its email
marketing, but in truth, there weren’t a
lot of things that we really loved about its
digital marketing execution.

The most notable components are that
the newsletter and email subscription
invite is present on the website; we
received the order confirmation email
promptly after we made our purchase;
and we also received a shipping update
dispatch note. All transactional messages
came in plain text, used no salutation, and
were generally formatted badly.

Conversely, we identified a range of

areas that could certainly benefit from
being addressed by the brand. These
largely focus on a lack of email marketing
communications, which could improve the
business’ customer interactions and sales
if they are addressed. For example, we
received no welcome email, newsletter or
abandoned cart mail, and consider each
of these to represent significant missed
opportunities for engagement.

The emails we did receive throughout

our journey came from different ‘from’
addresses and providers, and some

were labeled as Amazon Marketplace,

not Webhallen, which results in a dilution
of its brand. So, all in all, we felt that

this brand could benefit greatly from
delivering a coherent and consistent brand
experience.

Om nyhetsbrevet ser konstigt ut kan du lasa det har: http://www.webhallen.com/nyhetsbrev/2017-08-11

A

A Back To School med Webhallen

Hejl

Oavsett om du behover fly den

Skolstarten stundar och i vr Back To School-kampanj hittar ni alit man kan tinka sig
m

3 Utvalda kampanjprodukter

Red Bull 8-pack Fridgepack Denver DSC-50
2:: [ K Kickblke [LEK]
2590 kr 299

Philips Rakapparat Bodygroom Oral-B Pro 48
TT12040/32 [HUS] III Dubbeipack [|

499 kr 649-kr 990 kr 44¢

Linksys FA98
AC5400/ 53¢
MU-MIMO [ §
gstgoit p[NV
3779 kr

Lenovo 110S-111BR / 11.6"

N3083 7268/ 2GH SSD THD
400/ Win 10 [DT]

2190 kr

WD Extem Harddisk Elements ASUS ROG §
Porise 175 (OB 2600108k 1080 11 11GB
WESN) [DK] \ 11G-GAMING

669 kr 8199 kr

Philps 43' LED-TV 43PFSA4131 -
Full HD-TV / 200 Piclure Molion XooxOne S8
Index / Digital Crystal Clear [LB] 2%‘90 Kr 21
3390 kr 3790-+kr

o
m :@ Nt andre 0

Du far detta nyhetsbrev eftersom du ar kund hos Webhallen eller har bett om a
Vill du inte ha brevet angre, ga in pa hitp-//www webhallen cominyhetsbrey.phj
prenumeration

www.webhallen.com | t 360 00
L g T Lo |

spel

eller en laptop med kraft att gora skolarbetet snabbare sa har vi nagot for dig!

Webhallen

nyhetsbrev@webhallen.com

Om nyhetsbrevet ser konstigt ut kan du fasa det har: hiip://www.webhallen.comvnyhetsbrevi2017-08-25

M Ledare
Webhallen Presents QUAD XP WEEKEND

Fran fredag morgon till sondag natt léser vi upp Quad XP-perken for samtliga mediemmarl
Det innebar att bestaliningar som laggs under denna period genererar 4x XP nar de hamtas
eller skickas. Goda nyheter for er Achievement Hunters, vi expanderar aven
medlemssystemet med fler an 50 nya achievements (vi satsade ursprungligen pa 100, men
varfor vanta?) !

Bertilfront SNEStalgia Unlocked $hrimp on the barble
Om du inte redan ar mediem, kiicka har for att registrera dig. Givetvis ar det kostnadsfritt )

Som om det inte vore nog ar fler &n 90 st, snudd pa Fairtrade-markta, pixelklader ar redo att
pryda din Avatarl Xor, the Luber of Deals, har sikiats i Azure City. Det sags att han har
kommit dver nagot alldeles extra... Logga in och utforska varlden Azura i vrt eget
medlemsspell

Psst... QUAD XP galler for samtliga produkter for websidan, men for att hjalpa dig pa traven
har véra inkopare slipat prisema pa eft gang pinaler; klicka pé lanken nedanfor for att
kommea till vér kampany! For att motverka for stor belastning pa véra system kommer Quad
XP att delas ut retroaktivt under den kommande veckan

Webhallen
nyhetsbrev@webhallen com

N Fragan N Férra fragan

Viken spelseri, som nle annonserats utan,  Diablo frar 20 a, det frarvimed en exusiy
angtar du efer tl Switeh? 14viing! Vad hoppas du Biizzard slapper hamast?
1. Mer Zelgal Diablo 4

2. Punch-Out == 30%
3. Metrold Ovenwalch 2

4. Kid learus [ ] %
5. Smash Bros World of WarCraft 2

6. Animal Crossing - 18%
7. Donkey Kong StarCraft 3

8 Kiby 5%
9, Star Fox Warcran 4

10. Maro Party = 26%
G4 n har och rosta (nere till vanster) e oSt Viings 3 5%

Blackthorne 2

Rock n Roll Racing 2
StarCraft: Ghost

o

hvarcrau Adventures: Lord of the Clans

Antal roster. 13262

e,
m ;ﬁ: Arets e-handiare 2013
ol

Du fér detta nyhetsbrev eftersom du ar kund hos Webhallen eller har bett om att fd detta nynetsbrev.
Vill du inte ha brevet langre, g in pa http:/\vw webhallen cominyhetsbrey.php och avsiuta din
prenumeration

www.webhallen.com | tel: 08-673 60 00

KLEVU

Webhallen is providing category results and
has a fairly good error tolerance.

Again, this is a relatively positive search
implementation. One area that could be
improved would be the overall UI/UX of the
search results page.

nostozJ

We found no evidence of personalized
product recommendations in Webhallen’s
post-purchase emails, and no welcome
messages or newsletters were received.
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dotmailer

hitting the mark

www.dotmailer.com



