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Introduction
Lifecycle Email Marketing Practices and Examples

How to Use this Report

• Insights. Each section contains notable insights into the causes and impacts of certain customer behaviors associated with each lifecycle 
moment. Use them to help you better understand your customers and define your marketing objectives moving forward.

• Inspiration. Use the examples in this report as inspiration for your own email marketing initiatives. These are not intended to be a perfect 
representation of a given practice, but rather a collection of examples of how your peers have approached the same lifecycle moment.

• Checklists. Use the “Getting Ready” and “Build Your Content” checklists at the end of each section to help you get started on building out your 
own best-in-class emails.

• Leverage Your Simon Data Team. Your dedicated Client Solutions Manager and the Advisory team are available to discuss how you might use 
the principles featured in this report across the Simon Data platform to help you meet your own objectives. Reach out and schedule a 
conversation.

In this report, you will find a collection of example emails demonstrating best practices for messaging across the customer lifecycle. It’s not 
exhaustive but should offer a glimpse at how your peers are approaching lifecycle email marketing and offer inspiration for how to approach yours.
This report does not cover welcome experiences or other end-to-end lifecycle experiences, and you can find more on these in the following: 

• Welcome Experience Showcase (Coming Soon…)
• Best Practices in Customer Lifecycle Marketing (Coming Soon…)
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Fast Facts: Abandoned Carts
Lifecycle Email Marketing Practices and Examples

Abandoned carts are 
inevitable, but knowing 
why consumers drop off 
will help identify barriers to 
purchase and improve 
conversion rates.

• Abandonment rates vary  
across industries, usually 
in line with average 
purchase complexity and 
size, which can affect 
decision confidence.

• A poor user experience 
across the checkout 
process is among the 
biggest obstructions to 
purchase.

Tip: 
• Do your homework. Use 

resources such as Google 
Analytics, consumer 
research, surveys, and 
heat/click maps to better 
understand where and 
why your customers drop 
off.
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of all online shopping carts in 2019 were 
abandoned before the customer completed a sale.1

Source: Simon Data analysis; Baymard Institute 2019; Shopify, 2018; 
Moosend 2019.

Source: Simon Data analysis; 1) Statista, 2020; 2) Statista, 2019.

However, industry affects abandonment rates2… 

Common Causes of Abandonment

• “Unknown” Totals. Encountered unexpected 
purchase costs – such as fees surfaced at 
checkout (e.g. shipping, taxes), uncalculated 
discounts, or multiple item counts.

• Account Set Up. Required to take time/surrender 
personal information and create a profile ahead 
of purchase. 

• Complex Checkout. Process took too long, 
requiring too many clicks, too much information 
input, or repetition before finalizing purchase.

• Coupon Search. Left site to search for a coupon or 
discount code.

• Lower Price. Found (or was looking for) a cheaper 
or substitute item on another site.

• Low Confidence. Lacked confidence in any of the 
following: brand (reputation, authenticity), 
product (quality, fit, price), self (need, selection).

• Web Errors. Experienced a timeout, or was 
required to re-enter information

• Shipping Concerns. Encountered high shipping 
fees, slow turn around time, or non-preferred 
provider at checkout.
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Dermalogica: “Your Skin Will Thank You”
Email Showcase: Abandoned Cart 

Dermalogica actively 
removes barriers to 
customers revisiting their 
carts by offering a direct 
link to the checkout page.

• Dermalogica uses 
simple, clean visuals and 
copy to put the focus 
back on the products 
that were of interest 
(including any free 
samples).

• Dermalogica offers a 
shortcut to the cart to 
make it easy to 
purchase.

Tip: 
• Keep it simple. Keep the 

focus on the products at 
hand, as the customer 
already found something 
‘special’ about them to 
save in their cart.

Source: Simon Data analysis; Dermalogica.

Refresh Memories
Include visuals of 
items from the cart in 
order to remind 
customers what they 
left behind.

Make It Easy
Take customers right 
back to their cart to 
enable the purchase 
in as few clicks as 
possible.

6



West Elm: “Ready When You Are”
Email Showcase: Abandoned Cart 

West Elm uses timely, 
visual, and urgency-
driving reminders to push 
customers back to items 
left in their carts.

• West Elm prominently 
displays the sale that 
lured the customer to 
remind them that there’s 
a limited window in 
which to buy.

• West Elm knows furniture 
is a considered 
purchase, so it offers a 
‘find a store’ option for 
customers that need 
reassurance of size, 
color, or features.

Tip: 
Upsell vs. Cross-sell. 
Upsell only when you have 
upgraded options on the 
same product. Otherwise, 
consider cross-selling with 
complementary products 
so as not to overwhelm. Source: Simon Data analysis; West Elm.

Refresh Memories
Highlight the offer that 
brought the customer 
into the site in the first 
place.  

Upsell With Intent 
Be specific and limited 
about your suggestions. 
Upsell with only a few 
products of the same type 
and category so as not to 
overwhelm with choice.

Offer Hands-on Experience
Make it easy for customers 
to find a way to experience 
the product in person, 
especially for more 
considered purchases.Create Urgency

Use language that 
drives urgency to 
encourage customers 
to quickly complete 
the purchase.
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Prose: “Feel Like Something Is Missing?”
Email Showcase: Abandoned Cart 

Prose follows up on 
‘incomplete’ purchases to 
encourage the purchase 
of complimentary 
products by anticipating 
and handling common 
objections. 

• Prose knows its products 
are more effective 
together, and so while 
not having an 
‘abandoned cart’, they 
still remind customers of 
their missed items.

• Prose offers a direct 
shortcut to their custom 
shampoo formula, 
making it easy to 
checkout.

Tip: 

• Know their objections. If 
you know why customers 
walk away, you can more 
readily foster confidence 
and help overcome the 
barriers. Source: Simon Data analysis; Prose.

Create Confidence
Highlight reviews from 
current customers to 
inspire confidence in 
the product and their 
decision-making. 

Handle Objections
Offer insights that 
address common 
objections and 
highlight the value 
customers get from 
completing the 
product bundle.
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Best Practice Checklist: Abandoned Cart
Lifecycle Email Marketing Practices and Examples

Use this checklist to get 
started on building out a 
best-in-class abandoned 
cart email for your brand. 

• Establish your objectives 
and the metrics you 
want to drive to 
determine the type of 
message and incentives 
you should use. 

Tip:

• Urgency-driving is an 
effective tactic for 
marketers, but it only 
works when the 
consumers believe it’s 
true. Be careful of ‘sale 
fatigue’, as it can lead to 
perceived 
commoditization of your 
brand.

Get Ready…

q Do your homework. Use resources such as 
Google Analytics, consumer research, surveys, 
and heat/click maps to better understand 
where and why consumers drop off.

q Eliminate obstacles. Make sure your user 
experience is not what’s causing customers to 
abandon. Use what you know about drop-off 
and friction points to find ways to mitigate 
them (where possible) across the checkout 
experience, so your email has more impact.

q Deliberate on discounts. Map your 
abandonment campaigns against your 
broader set of initiatives to ensure sales aren’t 
counter-productive or commoditizing and 
focus discounts on most ‘at-risk’ customers.

q Use Simon Data. Consider how to combine 
real-time event triggers from Simon Signal with 
the rich data from your customer record to 
deliver a highly-tailored abandonment 
experience.

Build Your Content…

q Refresh memories. Use what you know about 
your customer’s experience and highlight the 
offer that brought them into the site in the first 
place, such as a specific sale or featured 
product. 

q Make it easy. Include a link for customers back 
to their cart to enable the purchase in as few 
clicks as possible.

q Suggest an alternative. For high-consideration 
purchases, make it easy for customers to find a 
way to view the product in person at a brick 
and mortar store or through a ‘trial’.

q Showcase the cart. Include visuals of the 
products in the cart in order to remind 
customers what is there, and, consider 
featuring a limited number of upsell items.

q Choose your words. Use language that drives 
urgency, but avoid high-friction words, like 
“buy” or “pay”, which might deter uncommitted 
shoppers. 

q Remove barriers. Use what you know about 
drop off to enable consumers to overcome 
possible objections, such as customer reviews.

Source: Simon Data analysis. 

1 2
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Customer Coaching
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Fast Facts: Customer Coaching
Lifecycle Email Marketing Practices and Examples

Customers reward 
companies that help 
them make buying easier 
or get the most out of 
their products with higher 
purchase frequency, 
increased cart size, and 
loyalty.

• Customers are 
completely overwhelmed 
by choice and 
information - content 
that helps them discern 
is doubly rewarded.

• Coaching can come in 
many different formats, 
but all should lead-to or 
leverage your products’ 
differentiator to avoid 
‘free consulting’.

Tip: 

• Do your homework. Use 
focus groups, social 
listening, service reps, 
etc., to identify high-
impact coaching topics. Source: Simon Data analysis; CEB/Gartner 2019, LearnUpon 2019.

Commercial Impacts of Coaching

• Point in the Right Direction. Create decision 
simplicity by offering customers product 
choices that work best for them.

• Teach Something New. Help customers better 
understand how to fully leverage the product or 
make them aware of new products and 
services.

• Make It Easy. Walk customers through the 
purchase process, summarize essential 
information, save them time and effort.

• Bolster Confidence. Reassure customers of their 
purchase decisions by emphasizing the utility 
and value of the product or service for them.

• Give Them a Deal. Help customers get a better 
deal in a way they might not have found 
themselves.

Customer Coaching:  Any tool or resource that enables consumers to achieve some objective across the customer 
lifecycle, such as simplifying the decision-making process or facilitating the full utilization of a product or service.

+16%

+20%

General Coaching Content
Brands that use content aimed 
at coaching customers see 
commercial outcomes that are 
on average 16% better than 
those that don’t.

Tailored Coaching Content
Brands that personalize their 
coaching content see 
commercial outcomes that are 
on average 20% higher than 
those who don’t use coaching 
content at all.

Effective Ways to Coach
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Allbirds: “Time for a Birdbath”
Email Showcase: Customer Coaching 

Allbirds leveraged the 
shoe’s selling point of 
being “easy to wash” to 
reengage owners and 
ensure continuing value. 

• Allbirds shows 
consumers how to 
leverage one of their 
key value propositions 
to get the most of out 
their shoes. 

• Allbirds uses a small 
number of steps paired 
with visuals to make 
the process accessible 
and fool-proof.

Tip: 

• Time it right. Use time 
since purchase to 
inform when and what 
to send as your 
coaching.

Make It Relevant
Demonstrate and 
remind consumers of 
the value of your 
product. 

Make It Easy
Make lessons 
manageable to 
increase the 
likelihood of 
follow through. 

Source: Simon Data analysis; Allbirds.
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Prose: “Meet Your New Custom Routine”
Email Showcase: Customer Coaching 

Prose welcomes their 
customers with a how-to 
guide that counters life-
long habits and shows 
them how to make the 
most of their new 
purchase.

• Prose uses coaching as a 
valuable part of their 
welcome series to dispel 
common myths of hair-
washing and encourage 
good use of their 
product. 

• Prose links to several 
‘how-to’ resources on 
their site.

Tip: 
• Know your customer. 

Understand what barriers 
keep your customers 
from meeting their goals, 
coach against those pain 
points in a way that 
leads to your products.

Dispel Myths
Consider what 
preconceptions or 
habits might keep 
customers from 
maximizing the 
value of your 
products and 
coach them toward 
a better approach.

Start on the Right Foot
Use coaching in your 
welcome series to make 
sure that they see value 
from the beginning.

Source: Prose; Simon Data analysis.
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M.M. LaFleur: “5 Pieces, 8 Outfits”
Email Showcase: Customer Coaching 

M.M. LaFleur simplifies 
decision-making for their 
customers by offering a 
product guide to solve a 
common challenge of 
what to wear and when.

• M.M. LaFleur’s target 
audience struggles 
with navigating 
wardrobe needs and 
expectations while 
balancing busy lives. 

• By simplifying 
wardrobe decision-
making, they cross-sell 
products by proving 
multi-functional value.

Tip: 
• Use your site. Host 

content on your site, to 
allow for a pithier email, 
better engagement, 
and a single source of 
updatable content.

Make It Relevant
Know your audience 
personas and 
objectives in order to 
best showcase the 
value your products 
can bring them. 

Make It Easy
Make solutions 
practical and easy 
to digest, thereby 
empowering 
customers and 
easing pain points.

Source: Simon Data analysis; M.M. LaFleur.

Redirect Traffic
Use coaching emails 
as an opportunity to 
drive people back to 
your site.
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Best Practice Checklist: Customer Coaching
Lifecycle Email Marketing Practices and Examples

Use this checklist to get 
started on building out a 
best practice customer 
coaching resources for 
your consumers.

• Blanket ‘how-to’ guides 
are a common tactic 
but consider how you 
can make existing 
guides more tailored to 
your customers’ specific 
needs using the data 
you have about them. 

• Coaching emails are 
also useful as a part of 
the welcome series as 
they enable you to 
encourage ideal 
behaviors early on.

q Set an objective. Establish what outcomes 
you’re aiming for and what consumer 
behaviors can get you there. Use this as a basis 
for your planning. 

q Know what good looks like. Identify 3-5 key  
characteristics of your high value customers as 
insights for coaching opportunities. These are 
especially valuable when coaching as part of a 
welcome series. 

q Know your audience. Personas vary in goals, 
abilities, and pain points and coaching needs 
to resonate accordingly.

q Make some changes. Using what you know 
about product usage or purchase barriers, 
identify improvements that can be made 
outright on the site or with the product.

q Use Simon Data. Consider what data points 
(demographic, preferences, contextual, etc.) 
that will enable a tailored coaching experience 
for your shoppers, and leverage Simon Data’s 
platform to use that data to deploy highly-
targeted and personalized coaching.

Build Your Content…

q Format for purpose. Consider your objective 
and decide if coaching is best done through a 
guide, quiz, predictor, etc.

q Make it relevant. Demonstrate and remind 
consumers of the value of your product by 
highlighting the benefits of follow-through. 
Consider tailoring guides to your segments and 
personas.

q Make it personal. Use implicit and explicit data 
points to tailor content to the user, finding a 
balance between ‘relevant’ and ‘creepy’.

q Make it easy. Make coaching easy-to-follow 
and manageable to increase the likelihood of 
follow-through and avoid confusion.

q Use your site. Use coaching emails to link 
customers back to your site. Consider hosting 
coaching content on your site to ease 
versioning concerns.

q Time it right. Use time since purchase to inform 
when to deploy coaching, and on what topics. 
For example, coach how to accessorize a dress 
immediately after purchase, or how to clean 
shoes a few months after purchase.

Source: Simon Data analysis. 

Get Ready…1 2
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Review Requests
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Fast Facts: Brand and Product Reviews
Lifecycle Email Marketing Practices and Examples

Reviews are a critical input 
to decision-making for 
most consumers, but 
getting and retaining 
positive reviews can be a 
challenge for brands.

• Consumers have high 
expectations around the 
quality and quantity of 
reviews they want to see 
before considering a 
product.

• Consumers are more 
likely to volunteer 
negative than positive 
reviews, as they are more 
motivated. The simpler 
the review process, the 
more likely you are to win 
positive reviews2.

Tip: 
Verified reviews matter. 
Prompted reviewers are 
more likely to leave a 
positive review. Ask all 
customers for a review.3

Sources: Simon Data analysis; 1) Statista, 2019 “Most important factors regarding online reviews according to consumers in the United States as of March 2019”. 
2) ReviewTrackers, 2018. 3) Northwestern University, 2015.
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Online review factors assessed by consumers 
when considering a purchase1

Verified Reviews are More Likely to be Positive

4-stars is the both most common threshold for 
brand/product trust and filter-setting when 

searching2.  

Reviews Strongly Influence Purchase Decisions

Benefits of prompted vs. unprompted reviews3:  

• Better perspective. Prompted reviews are more 
likely to have higher ratings than self-motivated 
reviews.

• Verifiable. Prompting allows you to verify the 
review as a real purchase, eliminating fake 
reviews.

• Trackable. You can tag experiences and 
engagement to individual customers and use 
that data for further personalization purposes.

• Less Extreme. Unprompted reviews are more 
likely to have extreme opinions fueling their 
motivation.

• More likely. 70% of reviews for the average 
retailer originate from post-purchase emails.
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Sephora: “Speak Your Truth”
Email Showcase: Review Requests

Sephora positions review 
requests as a “give and 
get” opportunity. They 
show how valuable 
reviews are and make it 
easy to join in.

• Sephora knows that 
consumers lean on 
reviews for beauty 
products, so it’s built a 
community to help 
others make decisions 
about their purchases.

• Sephora sends monthly, 
bulk requests for reviews.

• Sephora emphasizes 
their requests for honest 
feedback.

Tip: 

• Keep a record. Show 
customers you ‘know’ 
them by reminding them 
of their past purchases.

Make It Easy/Relevant
Remind consumers 
what you are asking 
them to review and 
make it easy to click 
through to the form 
field.

Make It Useful
Highlight the ‘so what’ 
for why consumers 
should offer feedback. 

Make It Useful
Clearly demonstrate 
how reviews are used 
in order to also drive 
consideration of other 
products.

Source: Simon Data analysis; Sephora.
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Nordstrom: “Nordy Club”
Email Showcase: Review Requests

Nordstrom uses an 
unfussy template to focus 
on the request at hand 
and makes it easy for 
customers to understand 
the ask and participate.    

• Nordstrom encourages 
frequent shoppers to 
share what would further 
encourage loyalty and 
engagement.

• Nordstrom wants 
consumers to feel a 
sense of ownership in the 
direction of the loyalty 
program. 

Tip: 
• Style your request. 

Decide if you need 
qualitative or 
quantitative insights for 
your reviews and design 
your request to best 
capture that information 
from verified customers. Source: Simon Data analysis; Nordstrom.

Make It Useful
Highlight the ‘so what’ 
for why consumers 
should offer feedback. 

Make It Easy
Emphasize the “low lift” of 
your request with key 
words and simple calls-
to-action.
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Thinx: “Take the Survey”
Email Showcase: Review Requests

By offering entry into 
monthly sweepstakes and 
simple messaging, Thinx
encourages reviews from 
existing customers.

• Thinx enters participants 
into a sweepstake for 
their products to 
encourage participation.

• Thinx stays on brand with 
their request both 
through branded photos, 
but also with ‘monthly’ 
entries into the 
sweepstakes.

Tip: 
• A/B test requests. Things 

like call-to-action 
buttons and motivators 
are great to experiment 
with. Try different colors 
and motivators to see 
what works best for your 
audience. Source: Simon Data analysis; Thinx.

Motivate with 
Rewards
Offer consumers 
something in 
exchange for their 
time. Make It Clear

Visually emphasize 
your call-to-action 
so that readers’ eyes 
are drawn to it and 
more likely to take 
action.
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Best Practice Checklist: Review Requests
Lifecycle Email Marketing Practices and Examples

Use this checklist to get 
started on building out 
best practice automated 
review requests for your 
consumers.

• Prompted and verified 
reviews are more likely 
to be positive than self-
motivated reviews

• Consider if you want to 
allow unverified reviews 
on your site.

q Set an objective. Establish what outcomes or 
insights you’re aiming for and what consumer 
engagement you need to get there. Use this as 
a basis for your planning. 

q Know your audience. Different segments and 
personas vary in expectations, preferences, 
and motivations when leaving reviews. Tailor 
your requests to resonate accordingly.

q Have a response plan. Establish in advance 
how your brand will respond to negative 
feedback. Plan how/when you will respond, 
acknowledge, and act on their comments.

q Use Simon Data. Deploy Simon’s out-of-the-
box integrations and webhooks action to 
connect the breadth of your customer data to 
your CX and NPS platforms to drive deeply 
personalized review requests that are in sync 
with recent customer actions and disposition.

Build Your Content…

q Choose your format. Know what you need from the 
reviewer to inform the review format. E.g. surveys 
allow more specific datapoints and feel like a lower 
commitment than a written review but can lack 
detail. 

q Make it easy. Ensure the review form requires as few 
steps as possible to complete and make it easy to 
click through to the form field. The easier it is, the 
more likely positive reviewers are to leave one.

q Use your words. Emphasize the “low lift” of your 
request with key words and simple calls-to-action, 
such as how long it will take.

q Make it useful.  Clearly demonstrate how reviews 
are used and highlight the ‘so what’ for why 
consumers should offer feedback. 

q Make it visual. Remind consumers what you are 
asking them to review by showing them photos of 
their purchases. 

q Time it right. Fresh reviews are always best, so send 
requests in an appropriate window for that product.

q Test and learn. Use A/B testing on things like call-
to-action buttons and motivators. Try different 
visuals and copy to see what works best for your 
audience.Source: Simon Data analysis. 

Get Ready…1 2
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Milestone Events
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Fast Facts: Milestone Events
Lifecycle Email Marketing Practices and Examples

Customers are much 
more likely to engage with 
communications that 
celebrate them. Use 
milestone events to show 
consumers appreciation 
and keep them engaged.

• Birthday and brand 
anniversary emails are 
the most common –
however, birthdays see 
significantly higher open 
and click through rates.

• Milestone events are an 
opportunity to show 
value and reengage 
customers.

Tip: 
• Choose wisely. Not all 

milestones apply equally 
to all brands. Choose the 
ones that align most 
closely to your products’ 
value proposition and/or 
shared values. 

Sources: Simon Data analysis; 1) Experian, 2010. 

Increased Click-through of Birthday Emails

Personalized birthday emails have 300% higher 
click-through rates than average marketing 

emails1.

Sample Customer Milestones

Customer Milestone:  Any event accompanying an accomplishment in a customer’s life, particularly in the context 
of their relationship with the brand. 

There are several opportunities to celebrate 
customers. Here are a few sample milestones:

• Birthday

• Anniversary 
• Monthly/Annual Activity Summary
• Product Usage (hours, events, etc.)
• Planned Milestones (wedding, pregnancy, 

weight loss, etc.)

• Travel/Vacation
• Professional/Educational
• Financial

1x 3x
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Rent the Runway: “Rental Rewind”
Email Showcase: Milestone Events

By sending semi-annual 
reports, Rent the Runway 
(RTR) demonstrates the 
value that their monthly 
subscription can bring 
customers.

• RTR uses customer data 
to calculate personalized 
reports to emphasize 
value received.

• RTR leverages data and 
resonant language to 
tailor the email.

• RTR shares newsletter-
style updates to cover 
time-relevant updates.

Tip: 
• Not just yearly. Consider 

the most effective 
cadence to remind (and 
celebrate!) the value 
you’ve brought 
customers and stay top-
of-mind.

Source: Simon Data analysis; Rent the Runway.

Demonstrate Value
Show consumers the 
value they’ve received 
from your brand to 
encourage them. 

Give An Update
Highlight any new 
features, products, or 
services to drive 
engagement back to 
the site.

Make It Personal
Demonstrate 
appreciation and 
recognition of their 
utilization of your 
product. 
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Classpass: “What A Year”
Email Showcase: Milestone Events

Classpass’ simple 
anniversary email 
contains just enough data 
points to both resonate 
and peak interest at the 
same time.  

• Classpass calculates 
personalized time spent 
exercising and quantity 
of classes to emphasize 
value.

• Classpass creates a 
simple email to 
encourage consumers to 
engage via their site for a 
more detailed report 
(and motivate them to 
sign up for a class).

Tip: 

• Don’t overwhelm. A few 
data points can go a 
long way – consider 
hosting the bulk of a 
personalized report in an 
online account to better 
test email efficacy. Source: Simon Data analysis; Classpass..

Demonstrate Value
Show consumers the 
value they’ve received 
from your products 
and services to 
encourage them to 
continue the 
relationship. 

Drive Engagement
Create an 
opportunity to drive 
consumers to the 
website using a 
personalized call to 
action.  

Make It Personal
Address the 
customer directly 
so the customer 
feels direct 
ownership over the 
results.
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Turbo: “Happy Turbo Anniversary”
Email Showcase: Milestone Events

Turbo celebrates with a 
results report, a showcase 
of new features, and a 
promise to how it can 
help customers meet 
their financial goals.

• Turbo invites consumers 
to engage via a detailed 
report and makes it easy 
to remind clients how to 
access their accounts.

Tip: 
• Not just backward-

looking. Consider what 
your customers might be 
able to get out of their 
upcoming year with you. 

Source: Simon Data analysis; Intuit Turbo.

Drive Engagement
Push customers to the 
website using a 
personalized service 
review. 

Give an Update/ 
Show Value
Highlight any new 
features, products, or 
services to drive 
engagement. 

Look Forward
Highlight common 
customer 
objectives/pain points 
and how continued 
use of your products 
and services across 
the next year can help 
them. 
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ASOS: “Happy ASOS Anniversary”
Email Showcase: Milestone Events

ASOS celebrates annually 
with its customers and 
quantifies the length of 
the relationship to show 
personal appreciation.

• ASOS quantifies the 
number of years since 
first purchase to add 
personalization

• ASOS includes a link (not 
seen here) to their 
dedicated hashtag for 
people to share about 
their relationship with 
ASOS.

Tip: 
• Not just discounts. There 

are other ways to 
encourage re-purchase 
than discounts. Before 
using one, consider other 
ways to drive 
engagement.

Source: Simon Data analysis; ASOS.

Motivate Re-Purchase
Give customers a 
reason to visit the site 
and add things to their 
carts.

Make It Personal
Show appreciation through 
personalized recognition of 
the relationship. 

Make It Eye-catching
Capture attention with the 
sentiment of celebration 
through visual cues.
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Best Practice Checklist: Milestone Emails
Lifecycle Email Marketing Practices and Examples

Use this checklist to get 
started on building out a 
best practice milestone 
email for your customers.

• Know where you’re 
coming from and where 
you’re trying to go to hit 
your objective.

• Milestones don’t have to 
mean discounts.  Aim to 
demonstrate the value 
you have shown, and can 
continue to show, across 
the year to drive 
meaningful engagement 
instead of self-
commoditization.

• Use smart segmentation 
along with 
personalization to send 
the most meaningful 
milestone messages to 
the right customers.

q Set an objective. Establish your benchmarks 
and what outcomes you’re aiming for. Then, 
consider what customer behaviors can get you 
there. Use this as a basis for your planning. 

q Do your homework. Use resources such as 
focus groups, consumer research, surveys, and 
test and learn to find insights for what 
milestones your customers will most value, and 
what (if any) reward they’d be most likely to 
use.

q Know your audience. Segments and personas 
vary in expectations and preferences around 
what rewards and communications will 
resonate. Your celebrations should be tailored 
accordingly.

q Use Simon Data. Use Simon’s custom context 
and dynamic content capabilities to power 
highly-relevant and engaging milestone 
emails that looks great and resonate with your 
customers’ unique needs.

Build Your Content…

q Don’t be creepy.  A few data points can go a long 
way – make sure you’re not using explicit data 
that are too personal or might be off putting

q Make it personal. Address the customer directly 
so they feel direct ownership over the results.

q Demonstrate value. Show consumers the value 
they’ve received from your brand to encourage 
them to continue engaging.

q Not just discounts. There are other ways to 
encourage re-purchase than discounts.

q Look forward. Highlight common customer 
objectives/pain points and how continued use 
across the next year can help them. 

q Drive engagement. Use a strong call to action to 
drive customers to the website, for example, a 
custom link.

q Test and learn. Use different versions of the 
emails to A/B test and identify which elements 
work best for your audience. 

Source: Simon Data analysis. 

Get Ready…1 2
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