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HOW WE EXCEEDED
EXPECTATIONS

AND ACHIEVED
BETTER CUSTOMER
ENGAGEMENT FOR A
PHARMA RETAILER.

Results exceeded expectations for this industry.

» BRAND BACKGROUND

i e OFF
T

Our client is a regional pharma chain with locations in &ﬁ%ﬁ%ﬂ%&m
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Quebec, New Brunswick and Ontario. However, in spite
of their strong market presence, their email marketing
program was limited to standard flyers.

» THE CHALLENGE

With only one mass-produced flyer distributed each
week, the drug store chain was missing the opportunity
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to be more relevant to their customers. As with many of our clients, mining data from {he loyalty
program partner can gather valuable insights to create a

Although their internal IT department could access data more personalized marketing program.

through their loyalty program partner, actionable insights

were also needed. The retailer was capturing information

such as email addresses and transactions, however it

wasn’t being leveraged for marketing communications. » THE HOW

» THE SOLUTION | 1 STRATEGIC ANALYSIS.

Strategic analysis was the first step which pointed to This lead to mapping a road to personalization. The goal

providing segmented communications as the solution. was to move from mass communication to segmented

We determined that we could provide a truly personalized communication. This entailed six different versions of the

e-flyer based on their customers’ purchase patterns. newsletter with variables based on purchase patterns.
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| 2 IMPLEMENTATION OF
REAL ONE-TO-ONE
COMMUNICATIONS.

Meant that an e-flyer with over 250 products featured
each week could also include key products that would be
targeted to the subscriber.

IF DATA SHOWED THAT A
CUSTOMER HAD A YOUNG

BABY, KEY PRODUCTS SUCH AS
DIAPERS, CREAMS OR INFANT
FORMULA WOULD APPEAR IN
THEIR CUSTOMIZED FLYER.

| 3 PREDICTABLE
PURCHASING HABITS.

Helped determine which of the 250 weekly products to
feature. Each one was ranked on a pattern of priorities,
interests and even preferred brand. By feeding data back
into the e-marketing system using a 1:1 predictive model,
we stimulated repurchase through custom loyalty offers.

WE WENT FROM

MASS COMMUNICATION
TO SEGMENTED
COMMUNICATION

TO ONE-TO-ONE
COMMUNICATION
USING PREDICTABLE
CUSTOMER BEHAVIOUR
IN 6 MONTHS.

TORONTO:
37 FRONT STREET EAST,
4TH FLOOR. M5E 1B3

MONTREAL:
80 QUEEN STREET,
SUITE 604. H3C 2N5

514-931-0255 416-361-3522

| 4 CUSTOMER ENGAGEMENT

Improved through more relevant editorial content that
was integrated into the newsletter. If a customer was
more interested in health and beauty, content would
be served up on those topics. By reinforcing value and
expertise to their customers, the pharma chain could
gain higher levels of trust.

» RESULTS AND INSIGHTS

With our approach, the email marketing program
deployment and system technology could track customer
engagement more effectively. We were at full performance
within 6 months. Sales lift and ROI could be precisely
measured on a weekly, monthly or quarterly basis.

The set up of our system allowed us to mine the
transactions and data — daily if required. This allowed us
to provide more relevant offers and content quickly.

As with many of our clients who follow our personalization
roadmap, we can typically expect a sales lift of 5% to
10%. Here, the results were even more outstanding. By
moving to one-to-one personalization, it increased sales
between 8% to 11%. And when we added loyalty offers,
sales moved another 4% to 6%. The overall sales lift was

as much as 15%.

SALES LIFT

—— AS MUCH AS ——
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