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Letter from
the editor

Mollie Woolnough-Rai

I LOYALTYLION

ver the past few months,
I've set up a book club so
[ have an excuse to talk to
my pals each week.

I've tuned into my favorite
fitness influencer’s “pancake fam” commu-
nity and exercised with other fans during live-
streamed workouts.

I've even joined my favorite podcast’s 30th
episode on Zoom along with many other
listeners. The host said my name and answered
my question! Safe to say, | fangirled.

What do all these things have in common and
why am | sharing them with you? Because at
LoyaltyLion we believe there’s a community
problem in the ecommerce space. Yet these
experiences were all instances that lit me up
and let me connect with others — regardless
of time zone or geography. They're commu-
nity-based experiences that mattered to me.

Back in 1974, psychologist Seymour Sarason
articulated the importance of community in this
short statement: They’re “one of the major bases
of self-definition”.

We use communities to enrich our identity, expe-
riences, and the connections we make — giving
us laser focus, purpose, and drive. Safe to say,
community matters.

In ecommerce, vibrant communities prosper. At
the beginning of the pandemic last year, Higher-
Logic reported that 81% of their clients saw

an uptick in online community engagement.
Reaching shoppers at their points of passion is
what sparks deeper connections and long-term
relationships that retain valuable shoppers for
longer.

Just look to Sephora’s Beauty Insider Commu-
nity for proof. Their community are their biggest

advocates and make them part of their brand
story. Today there are 17 million members who
are responsible for 80% of the company’s sales.

Notallit’s cracked up to be

That's lovely. But we've got some difficult-to-
swallow news for you.

Ecommerce brands think they have a commu-
nity but what they actually have is a customer
base. Few consumers are completing communi-
ty-based activities for the brands they love and
repeat buy from.

We carried out extensive research that sought
to understand what customer communities were
all about. We found that email engagement was
subpar, social media engagement was low and
customers weren't engaging in conversations
with other shoppers. The communities that we
know drive ROl just don’t seem to exist.

Because community matters, we've put together
this collection of tips, tools, and stories to help
you understand what a brand community looks
like, and why it should matter to you. Check out
the contents page to see what we've got in store
and enjoy.

Ecommerce brands think
they have a community but
what they actually have

is a customer base. Few
consumers are completing
community-based activities

for the brands they love and

repeat buy from.
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Customer
communities:
The inside scoop

Do you have a brand community?
Or, do you have a collection of customers

masquerading as one?

0000



Customer communities: Inside scoop

he more we’ve talked to our merchants
recently, the more we’ve realized that
consumers are far less community-
minded than we’d like to believe.

Why are we telling you this? Although for some,
communities appear “wishy-washy” and a vanity metric that is difficult
to measure. In reality, they're an a) untapped revenue stream, and b)
a unifying force that makes sure all your marketing activities add up to
something longer-term and more meaningful.

So let’s dig deeper
into why community
matters.

Are you in the camp of retailers that
think “community” is a vanity metric —
difficult to justify and hard to define?
Spoiler alert: community has power.

On average, brands with communities
seea+1,352% return on their invest-

ment (ROI) after just two years. This

increases as communities age. After

10 years, brands can see as much as
a +10,000% ROL.

This is because a brand community is
more than a hodgepodge collection of
customers who have bought from you
before.

A real brand community is a subsec-
tion of loyal customers who, on your
balance sheet, are valuable, because

Customer communities: Inside scoop

they interact with your brand, and with
each other.

They spend more with your store
over time than average, unengaged
shoppers.

They have also established a deep
emotional connection to your brand.
They drive incremental gains for your
store through shared conversations,
common interests, and relationships
with other shoppers.

So why aren’t you seeing a ridiculous
ROI from your own brand community?

It's time to ask yourself a difficult
question. Do you have one, or are you
mistaking your customer base for more
thanitis?

Bursting the brand community bubble

To understand brand communities, we had to unpick how community-minded

consumers really are.

We asked shoppers what community-based actions they complete for their

preferred brands. We then used these insights to build up a clearer picture of what

the community landscape looks like.

Enter the

Community Matix.


https://www.higherlogic.com/blog/online-community-stats-you-should-know/
https://www.higherlogic.com/blog/online-community-stats-you-should-know/
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Exposé: The
Community Matrix
and Community
Personas

The Community Matrix shows that communities are made up of four, different
profiles. Each profile offers different levels of value to your brand (based on
participation and interaction). They also need differing levels of marketing effort
to maintain relationships with them.

The goal is to reach a community of Insiders (bottom right quadrant). They need
low marketing effort, but they are of the greatest value. They routinely undertake
the most community-based actions most beneficial for your brand and your
bottom line.

Marketing effort to maintain the relationship

High

Low

Lurkers

Make up 17% of a community base

They like your brand but are passive community
members. They see your marketing but need
more value from your brand to complete more
high-value community-based activities

Drifters

Make up 14% of a community base

These shoppers are unengaged and aren’t active
community members. They have purchased from
you and that’s where their emotional relationship

with your brand ends

Customer communities: Inside scoop

Supporters

Make up 51% of a community base

They share your brand via word-of-mouth and
engage with your marketing. But they need more
incentives and attention to bring incremental
gains back to your business

Make up 18% of a community base

The best community members you can get. They
advocate for your brand without needing incen-
tives. They complete the community-based activ-
ities that are the most valuable for your brand

Value from the relationship

Fig. 1: LoyaltyLion Community Matrix.

“Marketing effort to maintain the relationship” is the estimated marketing spend

and time needed for the customer to establish an emotional connection to your

brand. “Value from the relationship” is the participation and engagement they

give back to your brand (i.e level of advocacy, engagement with marketing, and

conversations with other customers).

11
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Drifters

Drifters make up 14% of a community base.

These shoppers are ghosting you. They don’t engage with your brand outside of
purchases and are close to leaving you firmly in the friend zone. They purchased
from you but that’s where their emotional connection ends. They:

Check out as a guest — meaning you're left with none of their details to re-
engage them
Leave you unread — they don’t open your marketing emails or follow you on

social media
e Stay silent - they don't recommend your brand to others or leave reviews

Drifters may be unengaged but they have potential.

They’ve purchased from you —that’s the hard part —and already trust your product
and service. With some TLC, you can push them over the line territory.

13
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Lurkers

Lurkers make up 17% of a community base.

Lurkers are Drifters, with a glow-up.
They like you — but they like you from a
distance.

Lurkers are more valuable than Drifters
because they are engaging. But they're
still not ready to fully participate.

e 83% of Lurkers log in to complete
a purchase, meaning that they're
open to a relationship with your
brand

e 30% open marketing emails from
brands they like. They're listening to
your message but they don't click
through on the offers or content
you're promoting

e 10% follow stores they like on
social media but that's as far as it
goes — they don't help you amplify
your activity by liking, commenting
on, or sharing posts

Lurkers represent a difficult trade-off.

You've managed to slide into their DMs
and they’re paying attention, but you
need to put in more time and effort
to get them giving back to your com-
munity. Don’t get put off though. That
effort will be worth it once you push
them into Supporter territory.

Customer communities: Inside scoop
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Supporters

Customer communities: Inside scoop

Supporters make up 51% of a community base.

A Supporter is your classic community
BFF. They engage with your marketing,
tell others about you, and feel emo-
tionally connected.

e 54% of Supporters will recommend
you to friends and family, helping
you acquire more customers who
trust you from the get-go

e 43% will write reviews for your
brand so you have more social
proof that builds confidence in your
brand

e 28% click-through on marketing
emails and improve your engage-
ment metrics

e 15% like, comment or share social
media posts and amplify your brand

Many brands fall into the trap of think-
ing these are the best type of com-
munity members. But it takes a lot
of work to get them to do communi-
ty-based actions.

Unlike Insiders, Supporters aren’t fully
committed to playing the community
game yet, but they’re not far off. The
good news is that they represent a
good percentage of your customer
base.

With just a little more effort, this large
segment of your community could sub
in and join you as an Insider.

17
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Insiders

Insiders make up only 18% of your community base.

Insiders are the GOAT community
members. They're your biggest cheer-
leaders, and they're always driving
incremental gains for your brand with
their community-wide advocacy.

They’re extroverts and want to engage
in conversations with you and other
customers. They do everything a Sup-
porter does without you having to ask.
But they also do so much more:

e 54% create original posts about
stores they like on social media
rather than just sharing or com-
menting as Supporters do

e 46% interact with your brand by
writing or responding to posts in
your online community — this could
be on a Facebook group or in a
forum

e 54% will chat with other customers
in your online community

18
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Insiders are powerful. They will im-
mediately impact your acquisition
and conversion metrics, but they’ll
also drive enormous value in other
ways. They help you understand how
to improve your customer experience
and are the best people to undertake
market research with. Their feedback
likely even ends up driving your pro-
duct direction.

But the percentage of Insiders who
make up a community base is alarmingly
low.
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Community-based activity

Log in to their account to complete a purchase

Open marketing emails

Follow stores they like on social media

Share personal information with brands they like
(eg preferences, skin type, birthday)

Recommend brands to friends and family

Leave store or product reviews

Click-through on marketing emails

Forward marketing emails to friends and family

Like, comment and/or share social posts from stores they like

Join a store’s online community (eg a Facebook group or in a forum)

Post about a store they like on social media

Write or respond to posts in the store’s online community
(eg a Facebook group or in a forum)

Chat to other customers in the store’s online community

Figure 2: Community-based activities completed by each Community Persona.

Customer communities: Inside scoop
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Take our quiz to find out which Community Persona makes up the majority of your community. >>
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Want Insiders?
It’s all about value...

Now you’ve met the customers who make up your community, it's time to figure
out how to move them towards Insider status.

Successful brand communities see strong ROl because they offer an obviously
strong value exchange.

For the effort you put into transforming Lurkers into Insiders, you get: more brand
awareness, more advocacy, practical feedback, and increased trust. These all
benefit your bottom line.

Meanwhile, the community you've built gives members financial and experiential
benefits that motivate them to behave more like Insiders.

Read on to see the data on what customers want from a community and the incremental
gains it will bring to your brand. >>

Value to your
brand

Cost-effective aquisition
Greater conversion
Open and honest feedback loop
High CLTV
Brand loyalty

Ideal customer

community

Value to the
customer

Financial benefits
Brand alignment

Experiential benefits

Customer communities: Inside scoop

Figure 3: The value exchange of a customer community.
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No-drama guide to
the ideal customer
community

Communities work because they have value
exchange built-in. We’re here to cover the

three drivers that get more customers to be
community-minded. And, the ongoing gains this
brings to your business.
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Benefits of a community

for shoppers

ith our Community Personas
established, we wanted to find
out what motivates consumers
to join a community and take
partin the activities that drive
the most value for brands.

The results showed three key motivators:

1. Transactional: Getting monetary benefits or savings for registering and
participating

2. Brand alignment: opportunities to establish emotional connections
with the store

3. Experiential: The ability to improve their own shopping experiences

Keep reading for the
hard facts.

26
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Show them the money: Financial motivators

Free delivery

86% said free delivery was important in
motivating them to complete more community-
based activities

This is especially important for Drifters (76%)
and Lurkers (85%)

Discounts

82% of all community members —and 78% of
Lurkers — say access to discounts are a top priori-
ty in motivating them to complete more commu-
nity-based actions

27
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It's not a shock that transactional perks drive community members — especially
Drifters and Lurkers. They want money back in return for completing communi-
ty-focussed actions.

But, as members move towards Supporter and Insider status, brand alignment
and experiential drivers take priority.

Make it official: Brand alignment

Given the transactional world we live in, it was arguably a little surprising to see
that customers are looking to get under the skins of the brands they shop with.

The opportunity to create emotional connections with brands is a key motivation
for shoppers to join and undertake community-based actions.

69% of those we spoke

to said that being able to
communicate directly
with the brands they like
would make them join its
online community

THIS IS IMPORTANT TO AND
................. OF OF

SUPPORTERS INSIDERS

No-drama guide to the ideal customer community

But it's not just about being able to communicate with the brand. It's about being
part of the bigger picture.

Customers will be more likely to join your community if they really understand why
your brand exists, where you've come from and what you stand for. If customers
know your story, they feel a part of it and that they’re getting more in return. This
makes them far less likely to defect to other brands.

Clarity of purpose

76% of Insiders said that a greater
understanding of what a brand stands for will
make them complete more community-based
activities

Brand story

74% of Insiders said understanding the brand’s
story and history will make them engage in a
more community-minded way

That’s 44% more than Lurkers who said this

was important

29
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In return for their community-mindedness consumers also want to feel they are
surrounded by others who have come together around a common cause. They

are looking for “a place of comfort and coziness” where members connect with

each other around shared values.

48% of the people we surveyed said they’d join
a brand community if they could have conversa-
tions with customers who are like-minded

Using the community to talk to others with
shared interests is important to 76% of Insiders

Being able to use the community to contribute
to a cause they care about is important for
80% of Insiders

The royal treatment: Experiential

The final key driver that makes community-minded folks join and take part is
the promise that the community will elevate their shopping experience through
experiential perks. They want to feel confident in their decisions, get advice, and
find out more about your products from other customers who have bought them.

70% of customers are motivated to complete
community-based activities if they can access
more product knowledge by being a member

This is important for 75% of Supporters and
83% of Insiders

61% said they would be more community-
minded if they could access content on topics
they're interested in. This is important for 81%
of Insiders

No-drama guide to the ideal customer community

As well as trust, consumers also want to feel they're getting something special
in return for their interactions. Rather than a bog-standard online checkout
experience.

45% of customers say they would join a com-
munity if it makes them feel like a VIP

76% of Insiders said that the opportunity to
test new products would make them join a
community

O For 72% of Insiders, invites to exclusive events
O are crucial

68% of Supporters said that first-look access
to sales and new product drops would make
them participate more

The benefits of community

to your business

Now you know what you need to deliver to get customers acting like committed
community members. But what's in it for you?

When customers feel connected to brands, more than half (57%) increase their

spending.

The other benefits of community for your brand are:

e Cost-effective acquisition: Thanks to more word of mouth (WOM) and
brand conversations

31
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e Greater conversion: Because of an
improved sense of trust

e An open and honest feedback
loop: Providing future direction for
your brand

e Higher customer lifetime value and
brand loyalty: thanks to longer-
lasting, emotional connections

Effortless acquisition

Online shopping is now a collabora-
tive activity. This means consumers are
more proactive in sharing the brands
they like with others.

A brand community creates an oppor-
tunity and safe space for your members
to talk about your brand and drive or-
ganic WOM. This doesn'’t just get your
name out there, but it gives them influ-
encer status too. Community members
are also the most likely to make refer-
rals to your store.

Why should you care? Organic WOM
helps you save money as you're bring-
ing in new customers without invest-
ment in costly acquisition channels.
Your Supporters and Insiders act as
advocates on your behalf. A little can
do a lot. Researchers have found
that a 10% increase in WOM trans-
lates to between a 0.2 and 1.5%

increase in sales.

Greater conversion and
brand trust

Engaged community members try to
get others involved in the community
too. Supporters and Insiders leave re-
views and create user-generated con-
tent (UGC) for the brands they love.
This social proof increases trust which
makes new customers convert quicker.

75% of consumers say that UGC

makes brands appear more authentic.
And 88% of people trust online re-

views written by other shoppers. This
is because someone like them has cre-
ated the social proof. And they can see
your products getting used IRL.

The sense of authenticity doesn't just
convert new shoppers quicker. It cre-
ates ongoing trust that keeps new
shoppers coming back, buying again,
and getting in on the community
themselves.

Open and honest feedback

Your community can become your most
valuable source of feedback. 71% of
companies use their community for
market research and 66% turn to them
for product development.

Whether through experiential rewards
— like enrolling members to a tester
panel — or through monitoring conver-
sations on your marketing channels,

communities tell you exactly what your
big spenders want. You can also iden-
tify and improve the “squeaky wheels”
before they start to negatively impact
your brand.

This open and honest feedback loop is
valuable for you and your future busi-
ness. It's also helpful in making sure
that customers feel like a key part of
your onward journey.

Long-term loyalty

A big benefit of a customer community
is brand loyalty. The more time and

What’s

No-drama guide to the ideal customer community

effort an individual invests in it, the
higher their lifetime value will be.

Not only do engaged community
members spend more, but they con-
tribute to a positive community ROl by
talking about you, chatting with other
customers, recommending you, and
recruiting new members.

And the good news? Insiders have the
greatest propensity to be loyal. Our re-
search showed that 82% of Insiders are
members of their preferred brand’s loy-
alty programs, versus 28% of Drifters.

stopping you?

You now know what community looks like, what drives each persona to be

community-minded, and the value they bring to your business.

But we know what you may be thinking — another channel to manage, another

plate to spin. In reality, your community is the unifying force that points all your

marketing activity towards a meaningful, ROI-driven outcome.

Keep reading for advice and examples on using your loyalty program to

build your community of Insiders. >>

33


https://www.bigcommerce.co.uk/blog/word-of-mouth-marketing/#word-of-mouth-marketing-statistics
https://www.bigcommerce.co.uk/blog/word-of-mouth-marketing/#word-of-mouth-marketing-statistics
https://www.bigcommerce.co.uk/blog/word-of-mouth-marketing/#word-of-mouth-marketing-statistics
https://www.tintup.com/blog/9-things-learned-2018-user-generated-content-report/
https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803
https://searchengineland.com/88-consumers-trust-online-reviews-much-personal-recommendations-195803

Who’s who in your customer community?

Quiz alert:
Who’s who in
your customer
community?

Unsure who’s making up the majority of
your customer community?
Take our quiz to solve the quandary.




Who’s who in your customer community?

Start

hink of your customer community.
We don’t mean the one-offs and the
gone-offs, but the people that you
consider to be engaging with your
brand right now. Got them in mind?
Time to start!

Do these

customers

open your Yes
marketing

emails or follow

you on social

36

media?

here

Yes

Do these customers like,

Do these customers

Who’s who in your customer community?

Supporters might make up most of your
community base...

Your community probably feels like it's taking shape. You've
got a pool of members that rally around you and are

Yes .
comment or share your leave product reviews or
social media posts? recommend your brand

to friends and family?
Yes Yes
Do these customers
e Do these
click links in your
customers
marketing? .
2 write, respond
or post on your
Yes online customer

community
(this could be a

Do these customers share

Do these customers

their personal information

log into their account
when they complete
their purchase?

Emergency: You may have
a community of Drifters!

You might be mistaking your customer
base for a community. Reassess if they're
really committing to your brand and
completing community-based activities

— like engaging with your marketing or
sharing you with customers. Are they just
buying from you often and that's where
the relationship ends? Time to up the ante.

Facebook group or
an online forum)?

with you (such as their
preferences, birthday, skin
type etc?)

Looks like you’ve could have a
bunch of Lurkers on your hands

Feeling stuck in the friend zone? Question

if your community is really engaging with
your marketing, and each other. Are they
clicking and converting? Are they sharing
and chatting about your brand with others?
Capture them now before they leave the
group chat altogether or you could end up
with a community of Drifters.

connected to your brand. Maybe they’re supporting you by
recommending you to their friends or writing reviews. But is
this only happening behind the scenes, rather than on public
stages? To be a community champ, you've got to give them
the motivation to become your biggest spokespeople.

Do these customers post

Yes Yes

Do these customers about your brand on social

engage in conversations media?

with other customers?

Yes

Congratulations! You’ve got a
thriving community of Insiders!

You're right on the money. Your community base gets you,
supports you, and are your biggest cheerleaders. They want to
take up the mantle, represent you in their social circles and engage
in proactive conversations with other shoppers. They're fiercely
loyal and are essential to your community — and revenue — growth.
Don't let them slip through your fingers though. This type of
community is hard to come by.

Now you’ve got a clear picture of who's who in your community, time
to understand what customers really want from a community and how
you can reach, or ramp up, your Insiders. >>
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Advice column:
Using a loyalty
program to grow
your community

Keep reading to learn how to engage
each Community Persona and move
them from those dull Drifters to

enamored Insiders.
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uildinga communitydoesn’tneed tobeafull-time
job. With the help of aloyalty program, you can
make your brand community a unifying force
that directs all marketing activity towards one,
meaningful ROI-driven outcome. Here’show

HowdoIget

Drifters to create

an account and
share their personal
information with me?

Good. You see the value of

A transforming guest shop-
pers (or Drifters) into mem-

bers you can re-engage. Customers
who sign up to your site are 47% more
likely to buy a second time because

you'’re able to reach out to them and
remind them you're there.

Plus, the first-party data helps you
gain audience insights to create a per-

sonalized experience for users.

Unfortunately, you're in a tight spot.
Only 18% of consumers share per-
sonal information with their favorite
brands. And Drifters aren’t fond of cre-
ating accounts either. So how do you
get them to hand over their details?

cheek palette that electrifies with al

Begin by giving them incentives to join
your tribe. Loyalty points and rewards
should do the trick. When you set up
your program, make sure your reward
customers a hefty bonus of a few hun-
dred points for creating an account.

A/B test a notification that tells Lurkers
they’ll get loyalty points for creating an
account after they’'ve completed their

purchase (the LoyaltyLion Campaigns
feature will help here). Ofra Cosmetics

have a pop-up that informs customers
they’ll earn loyalty points for signing up
and making purchases.

L
Did you know you can earn points for signing
0 up, making purchases and more?

Learn more

RCK

Advice column: Using a loyalty program to grow your community

Drifters will be itching to sign up if they
see they can redeem points against fu-
ture purchases.

Now onto motivating Drifters to share
more first-party data with you — like their
birthday, skin type, and preferences...

My advice is to use an on-site pop-up
that gives Drifters value. This could be
bonus points in exchange for sharing
their personal information with you.

Fashion brand, Never Fully Dressed

gives members £10 off an order when
they sign up for their loyalty program.

GLRGEY

4 10 OFF
w

When you sign up to Loyalty Love™

! *Valid on your first online order over £50. Cannot be
- combined with other offers or applied to previous orders

’ We’ve got TEN different and easy ways for you to earn
points and treat yourself. Once you're signed up, you'll be
able to earn points and redeem them for your favourites.
i
"
's SIGN UP TO LOYALTY LOVE |

preferances. For further information relating 1o how we process and use your

personal, please refer to our Privacy Policy

* We process your personal data as stated in our Privacy Policy. You can unsubscribe
- at any time by visiting the Account section of the website and updating your

How doIget more

Q of my Drifters and

Lurkers to engage
with my brand on social
media?

You're not alone. Only 18%

A of consumers follow their
favorite store on social me-

dia and only 15% like share, or com-

ment on social posts of the brands they
like.

Drifters are allergic to the “follow” but-
ton. But it's because they don't know
the value you bring on social media yet.

Use your loyalty program to encourage
them to follow you. You can give them
points for each platform they follow
you on that they can trade in for re-
wards later on, reward them for liking
and sharing your content too.

Jewelry brand, Missoma, rewards
members points for Facebook likes and
Instagram follows and also promotes
the loyalty program in their Instagram
stories.


https://f.hubspotusercontent20.net/hubfs/4855278/Feb_20_consumer%20research/Cheat%20sheets/Up%20close%20and%20personal%20with%20personalization.pdf
https://f.hubspotusercontent20.net/hubfs/4855278/Feb_20_consumer%20research/Cheat%20sheets/Up%20close%20and%20personal%20with%20personalization.pdf
https://loyaltylion.com/uk/loyaltylion-campaigns
https://loyaltylion.com/uk/loyaltylion-campaigns
https://loyaltylion.com/customers/ofra-cosmetics
https://www.pinterest.co.uk/001piyga0x6jyemnpjpw8c7g52rtf2/promoting-your-program/on-site-notifications-banners/
https://loyaltylion.com/customers/never-fully-dressed
https://loyaltylion.com/blog/brand-community-case-study-missoma

HAVE YOU JOINED

the stack?

See More

Once a member is a follower they've
reached Lurker status — now to get en-
gagement up.

Retargeting is your friend here. Use
it to reach out to the customers who
have shopped with you or follow you
but haven't completed any more com-
munity-based actions (Lurkers, we're
looking at you).

Your social activity should talk about

Advice column: Using a loyalty program to grow your community

your brand values and story in an
honest and compelling way. Half of
the consumers said that a deep un-
derstanding of a brand’s story or his-
tory would make them more commu-
nity-minded. This jumps to 74% for
Insiders.

The pet food brand Edgard and Coo-

per’s social posts show customers
they can trade in loyalty points to sup-
port charitable initiatives. Their cus-
tom rewards let shoppers exchange

their points to plant a tree or donate a
meal to an animal in need.

FOR EVERY ORD

ER

By telling shoppers the initiatives you
support on social media, you'll be well
on your way to turning Drifters and
Lurkers into Supporters — and seeing
your notifications blow up.

These newbie Supporters will also
want to tell others who share their
values all aboutyou. Leverage this and
post social content that customers

Advice column: Using a loyalty program to grow your community

can’t help but share with their friends.

LIVELY promotes double loyalty point

offers on their Instagram Stories that
followers would be silly to miss out on
if they don’t click through.

Time for a Spring treat!

Score 2x Points for
every $1 you spend all
weekend long!*

SWIPE UP TO SHOP & EARN DOUBLE

-~

See More

They also encourage followers to tag
their BFFs in the comments of their
feed posts and show them how easy
it is to refer friends and get rewarded.

11:15 al T @)

WEARLIVELY
Posts

arnxdernn

©oQY N

1,100 likes

wearlively Facetiming your bestie to remind them
that it's the LAST day to earn DOUBLE POINTS with
every order today! Tag your BFF below
#livingLIVELY

{via @meganvaughan}

View all 19

medganvauahan This is our doa. | took that photo

HowdoIget

my community

members to click-
through on my marketing
emails?

The struggle is real. Only
A 20% of community mem-
bers click links in marke-

ting emails.
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https://vimeo.com/showcase/7613089/video/492004342
https://vimeo.com/showcase/7613089/video/492004342
https://help.loyaltylion.com/en/articles/1965661-reward-custom-reward
https://help.loyaltylion.com/en/articles/1965661-reward-custom-reward
https://loyaltylion.com/customers/lively
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Take a step back and examine what
you're flooding your customers’ inboxes
with, and how personal it is. When it
comes to email, personalization is key:

e 74% of marketers say targeted

personalization increases customer
engagement
e Personalized emails deliver 6x

higher transactional rates

Make your email marketing more

clickable with personalized loyal-
ty emails. They have a 2.5X higher

open rate than the industry average
because they’re full of tailored, useful

information. No more feeling like “just
another shopper.”

Your loyalty program is full of data.
Bring it into your emails to make the
contents unique to each customer.
You could pullin the customers’ points
balance, what tier they're in and how
many more points they need to un-
lock their next reward.

ASTRID (& MIYU

r: 500 points %

~ Countdown is on for New Years!
Have you treated yourseif te a pretty pink box full of sparkie yet?

SHOP HOW

Jewelry brand Astrid & Miyu sends
personalized emails that include each
individual's personal points balance at
the top. Seeing the points they’'ve got
waiting will make them itch to click-
through and spend the points on their
next splurge.

View this amail In your browser

FREE US SHIPPING OVER $40

LIVELY

SHOP ALL BRAS BRALETTES -10-1-1.]

You could go out in
your birthday suit...

But here’s 100 Points towards a bra
just in case! (Thats $10!)

Now make a wish :)

| 1 |
P P P
i » )
"#| | |
L [ »| s
L# #| |
el #| L’
[ ] "l ﬁt‘
(X ¥ »l
|_#| #| "1
»l "l |
] dl o

Login te your account and check out

your points to redeem.

REDEEM YOUR $10 REWARD

LIVELY sends customers emails on their
birthday telling them they’'ve got 100
points as a gift (that’'s equal to $10).

CLAIM YOUR BAG NOW

Hello Mallie,

For the next 48 hours only, these selected accessories are available at
fewer Club points.

Your points status:
» Points earned: 780

» Points pending: 0

* Panding peirda: Thase peinta wil be credited witkin 10 days afler your last crdar.

REDEEM REWARDS NOW

Waterdrop sends members emails
when they've earned a reward through
the program. When Lurkers see emails
that are all about them, they're not
going to bin them. They're going to
open, smile, click and shop — the four-
part recipe to more Supporters.

Don’t get it twisted. These personalized
emails don't need to be hours and
hours of manual work. Automations

flows, and triggers exist for this exact
reason. With them, you can easily sync

data points across and make sure these
personalized emails get sent with your
eyes shut.

Advice column: Using a loyalty program to grow your community
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https://www.liveclicker.com/blog/21-compelling-email-marketing-and-personalization-stats-you-need-to-know-now/
https://www.liveclicker.com/blog/21-compelling-email-marketing-and-personalization-stats-you-need-to-know-now/
https://www.liveclicker.com/blog/21-compelling-email-marketing-and-personalization-stats-you-need-to-know-now/
https://loyaltylion.com/uk/loyalty-emails
https://loyaltylion.com/uk/loyalty-emails
https://f.hubspotusercontent20.net/hubfs/4855278/July_2020_scaling%20campaign/Ebooks/Look%20Forward%20–%20How%20to%20scale%20your%20ecommerce%20business.pdf
https://f.hubspotusercontent20.net/hubfs/4855278/July_2020_scaling%20campaign/Ebooks/Look%20Forward%20–%20How%20to%20scale%20your%20ecommerce%20business.pdf
https://loyaltylion.com/customers/waterdrop
https://help.loyaltylion.com/en/articles/3128644-shopify-plus-shopify-flow-integration-manual
https://help.loyaltylion.com/en/articles/3128644-shopify-plus-shopify-flow-integration-manual
https://loyaltylion.com/customers/astrid-and-miyu
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How can I get

my Lurkers to go

public and talk
about my brand?

A

they like to friends and family.

Only 30% of community
members leave reviews
and only 36% refer brands

But, for Supporters these numbers go
up:

e 54% recommend brands they like
to friends and family

e 43% say they leave reviews for the
brands they like

shoppers become active community
members.

So how do you get more Drifters and
Lurkers into the Supporter crew? And,
get more customers while you're at it?

Link up your loyalty program with

your reviews platform and reward
customers for leaving feedback on

your brand or products.

Annmarie Skin Care has linked its

loyalty program with Okendo and re-
wards customers 200 points when
they write a review.

Under each product listing, they
display the star rating and how the

REVIEWS

by === OKENDO

(49 B9 9 @

Based on 1021 reviev

WRITE A REVIEW

of reviewers would recommend this product to a friend

Effectiveness [

5 Stars 930 Poor

Scent L

T T .J { -
Excellent -
B —_— 2 ),

3 Stars

2 Stars

4 Stars E
I
I
I

1 Star

The more your Supporters talk about
your brand and create social proof
for you, the more your community
will grow. Reviews and recommen-
dations are evidence that your brand
is legitimate and makes passive
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product works on different skin types.
Reviewers can also leave a photo and
pick the “effectiveness” and “scent” of
the product. This helps new customers
get a grip on the product without
having to test it themselves.

Advice column: Using a loyalty program to grow your community

Supporters do refer others, they just
need a nudge sometimes. Set up an
automation so that when Supporters
leave a review, they get sent an email
telling them they’ll receive points for
referring a friend too. The gym brand
EXO gives Supporters 1,000 loyalty
points for a referral. Supporters al-
ready like what you're all about (they
wrote the review didn't they?) so

they’re going to follow through.

Rl

Friends stick together!

Hey there!
Thank you for all your support and leaving us an awesome review! &%

But did you know you can share an amazing discount with a friend who would
also love our product? ¥ B

It you share your referral link in this email, they'll get $5 OFF their first purchase.
That means they could get a Variety Pack of Energy Bars for only $5 or Protein
Bars for $3!!

And if they buy, that means good things for you too! You'll get 1000 loyalty points
tor each friend that uses your code. gk

‘What can you do with all those shiny points you ask? F

You can redeem them for a bunch of different options, including:

Free Variety Box

$5 Discount 30% Discount

-

500 Points 1,250 Points 1,500 Points

It's really that easy! So spread the lowe!

And we can't wait to see you again soon! &

Remember: It's no good rewarding cus-
tomers with loyalty points for making a
referral and not telling them about it.

You've got to shout about the perk in
emails, on-site, and on your social
channels too. You could display a no-
tification to members in the check-out
that shows they’ll get points for re-
ferring others. This call-to-action
works because customers are happiest
right after buying. Get them to share
these positive vibes.

Supporters do
refer others,
they just

need anudge
sometimes.
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https://info.loyaltylion.com/en/increase-referrals-and-revenue
https://info.loyaltylion.com/en/increase-referrals-and-revenue
https://loyaltylion.com/integrations
https://loyaltylion.com/integrations
https://loyaltylion.com/customers/annmarie-skincare
https://loyaltylion.com/integrations/okendo
https://help.loyaltylion.com/en/articles/3123321-reviewer-to-referrer
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81% of Insiders

become more

community-
minded if they get access
to content around topics
they’re interested in.
What kind of content

should I create?
Create super sharable con-
A tent that unites your com-

munity and shows you're in
tune.

Think about what your customers
will want to engage with during their
downtime - without pushing your
products down their throat.

If you're a health care brand, your
community is interested in healthy
living. Post stories of individuals' lifestyle
hacks and habits. If you're selling to
Gen Zs who are obsessed with Tik Tok
trends, have a Q&A with the next Tik
Tok rising star.

Astrid & Miyu created community-
centric content during lockdown that

was full of inspirational playlists and
podcasts

Tussday Fam (exciuding services)

Asmm@mvu Login  Wishlist Loyalty GBPv ()

2

Astrid & Miyu Community”

Self-care content to make you smile & sparkle

Your one stop, community shop! Community means a sense of belonging and at Astrid and Miyu we thrive en customer feedback and bringing positive and uplifting vibes. We've taken all our best
bits and put them into one glorious place. Its a bit like a golden hour selfie, sheer perfection

Find all your "how-to's", self-care and love, content pieces on our collections and what we're passionate about and so much more!

STYLING A&M INSIDER THE BRAND LAB

I’m not ashamed to
say I’ve been grooving
to their “Feel Good”
playlist the pastfew
months.

The pieces showed how Astrid & Miyu cares about their community and the
brand became part of their customers’ daily lives.

Advice column: Using a loyalty program to grow your community

LIVELY started up

their #livingLIVELY
initiative.

SHOP FITGUIDE COMMUNITY STORES

vvvvvvvvvvvvvvvvvvvvvvvvvvvvvv € IN EVERY ORDER TODAY!

LIVELY

#livingLIVELY at Home Events

SEARCH REWARDS LOGIN @(D)

Digital meetups, fireside chats, at home resources, and more! All of the things coming straight to

#livingLIVELY At Home with Rachel Liverman of

Glowbar

Learn how to keep your skin glowing & fresh when you

can't get out for a facial.

Wednesday, March 18th

5:00 PM EST

your living room from @wearlively IG. Join our email list, follow us on IG, and check out our

2

he path
ygood
<inis
ear

highlights to stay up on the latest! Can't wait to hang with you on the interwebs!!

GET ON THE LIST

Beachwaver

Saturday, March 21st
WATCH NOW
7 -9pm

#livingLIVELY At Home with Sarah Potempa of

Tune in while this celeb hairstylist teaches you some fun,

new hairstyles to try out so you can feel your best.

WATCH NOW

Community members get access to cooking lessons,

meditation sessions, and stories of how leading ladies
navigate the WFH sitch.


https://loyaltylion.com/customers/astrid-and-miyu
https://www.astridandmiyu.com/pages/astrid-and-miyu-community
https://www.astridandmiyu.com/pages/astrid-and-miyu-community
https://www.wearlively.com/pages/lively-events
https://www.wearlively.com/pages/lively-events
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And Missoma has a community space

called “The Link Up” where they
share exclusive interviews with up- ERnrY MISSOMA C R Qf

ond—coming creatives. NEW IN BEST SELLERS JEWELLERY LAYERING ACCESSORIES GIFTS OUR WORLD

If you're already rewarding communi-
ty members for social follows, signing
up to your mailing list, and opting in to
hear from you, then you're going to get
eyes on this thoughtful content.

Make sure you’re - $
listening to what I B / @Ilnku@

your Insiderslike gy =

to see and create it s e e kst g
more of it.

"

e
missoma meets: charlotte rose missoma meets: pip millett missoma meets: poppy faun
The model and artist on painting with her body and Up and coming singer Pip shares the unique trick that Brightonian artist Poppy reveals what it's like to be

creating in lockdown helps her remember lyrics commissioned by Playboy

READ MORE READ MORE READ MORE @ Help

50 CofMMunityMatters CofMMunityMatters st


https://uk.missoma.com/pages/the-link-up
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HowdoIgetmy

Q Supporters to

complete Insider-
like behaviors (like act
as an influencer for my

brand)?

Encourage Supporters to
A start and take partin con-
versations around your

brand by giving them VIP access to
member spaces.

Muscle Nation, the gym apparel and
supplements brand, has a private
Facebook group where members get
added perks like early access to new
products and experiences. Members
also use the space to connect and
chat with others.

Group by Muscle Nation

Muscle Nation Community

@ Private group - 22.0K members

About Discussion Announcements Rooms Members Events Media

Once you’ve got some

Supporters invested in your

community space, they’ll see

the value of it and tell their

buddies too. Bingo: more

WOM and cheap acquisition.
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Next, make members feel they have
stakes in your brand and part of your
decision-making process. LIVELY uses
loyalty tiers to let their most engaged
shoppers vote on upcoming styles.

Seeing that you want to hear what
they've got to say will make Sup-
porters feel pretty smug. They could
even post about your new product on
social media if they’ve had a part to
play in its creation (and you get more
= UGC to boot).

What's Your Status?

BESTIE STATUS

$0! Free to join! Woot Woot! $115 Annual Spend!

Status Perks TIER 1 TIER 2
EARN! Points per $1 Spent 1 2
Annual Spend* $0 $115

Use Points toward LIVELY faves
Birthday Gift (points)

Persanal In-Store Fit Session
Vote on Upcoming Styles

Early Access to New Styles

Exclusive Events

TOTAL BOSS STATUS POWERHOUSE STATUS
$325 Annual Spend!

TIER 3

$325
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https://www.facebook.com/groups/200862674213800/
https://www.facebook.com/groups/200862674213800/
https://loyaltylion.com/uk/loyalty-tiers
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. Make sure you also show Supporters
SHOP DISCOVER ~ JOURNAL  TREEKEEPERS z--"u“n \HALI AUD R Q A that your brand purpose and mission is

something to talk about.

The eco-clothing brand, Zorali, rewards
shoppers points (that equates to real
trees they plant!) when they spend
with the store or complete communi-
ty-minded activities. If a shopper earns
10 points on a purchase, Zorali plants

WELCOME TO TREEKEEPERS REWARDS 10 trees on the shopper’s behalf.
When Supporters

are on the same
wavelength as you,
they’re going to
tell others who are
like-minded.

Sign upand help us put trees in Eartn. 10 tr Hamted for every item purchased, The trees are our gift to the planet The

Trea TS rewards are yours - for keeps,

Already 3 Zoralian? Sign in now

Where Supporters may have recom-

mended you behind closed doors be-

fore, they won't be able to keep ex-
TIERS & REWARDS periences like this quiet. They'll want
to shout about it in public spaces and
you've transformed them into Insiders
who advocate.

0

o1 o2 D3

54 CounityMatters CoMunityMatters 55
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How do I stop my

Q Insiders ghosting

me?

Insiders are your number

A one fans. But that doesn't
mean you can ignore them.

If they feel left on the sidelines, they
could unfriend you. You've then lost a
high-value customer that was advo-

cating for you without you needing to
put in much effort. Bummer.

Insiders go mad for experiential perks
though. They want you to go above
and beyond to make their shopping
experience unforgettable. So, surprise
and delight them with VIP perks.

The beauty brand,
Farmacy, gives its Insiders
afirst-look at sales so they
can shop their trusty favs
at afraction of the cost
before other customers.

Advice column: Using a loyalty program to grow your community

FARMACY

REWARDS SALE

202

+ A FREE 5-PIECE BONUS GIFT!"

CODE: REWARDS20 I

You're invited to this exclusive, members-only event!

BONUS GIFT WHEN YOU SPEND $75. *'3 $45
WHAT'S INSIDE: - VALUE

- Honeymoon Glow deluxe mini

- Very Cherry Bright deluxe mini "'._‘?'l‘_i:;
- Green Clean deluxe mini e
- Hydrating Coconut Gel Sheet Mask
- Strawberry Lip Bloom full size AR, -

- Canvas pouch
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https://vimeo.com/showcase/7613089/video/492003135

Advice column: Using a loyalty program to grow your community

With loyalty tiers, Boody gives their
top-tier Insiders — or, “Goodness Ad-
vocate(s)” — access to double point
shopping days that others don’t get.

To get Insiders to become long-term
subscribers, you could also create a

special tier in your loyalty program
that gives exclusive benefits.

When a member signs up, give a
discount on selected products or
the entire catalog (remember: 81%
of community members will become
more community-minded if they can
access financial incentives). Or, give
them discounted shipping on recur-
ring orders.

The Insider experience doesn’'t end
online either. Give these high-value
customers the VIP treatment IRL

too. When an Insider receives their
order woo them with an unboxing
experience. Slip in a free product or
send them a “thank you” card telling
them you appreciate them and the
exclusive perks they get for being
your biggest fans.

Subscription perks

will keep your regular

Insiders. They’re opting

into a repeat product

where they get more from
you the longer they keep

the subscription going.
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Women v Men v Baby v

About Us v Blog

The Goodness

Earn comfort coins on your account and

sale events and more.

SIGN IN

HOME > THE GOODNESS CORNER

Next, you'’re going to hear from 10 ecommerce heavyweights about how to

use the rest of your Martech stack and strategies to lock in more Insiders. >>
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Turning your ecommerce customers into loyal community members
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WE MAKE
WEBSITES

Turning your
ecommerce
customers into
loyal community
members

sonline retail continues to soar, the events of the last
year have onlyaccelerated this, with more and more
shoppers turning to ecommerce stores. Buthow can
younurture these new online customers intoloyal
community members and seize the opportunity?

Because you ought to. Put simply, loyal customers (and community Insiders)
spend more, shop more, have minimal acquisition costs, and are better advo-
cates for your brand.

Here, we gather a few pointers on where to put your efforts in optimizing your
ecommerce store to cultivate loyalty and grow your community base.

Turning your ecommerce customers into loyal community members

ol.Keepitfrictionless

The shopping experience should be
a breeze, not a headache. Would you
race back to a slow site with a cluttered
interface and a weak search? Unlikely.

First things first, make sure your online
store is easy to use so people want to
revisit and become a more active com-
munity member. Focus on:

e Having clear navigation, filter, and
search
e Promising good site speed

e Being fully accessible

o2. Give flexible delivery

Your delivery experience is also bound
to incentivize future purchases and
community growth. Today's custom-
ers place a lot of weight on delivery
options. So make yours appealing —
here’s how:

e Offer fast delivery e.g. next-day
services

e Make it affordable

e Give alternatives e.g. collect in store

e Offer a premium service eg.
TOAST's Post Pass, Hasbro Pulse

Premium

e Provide specific time slots
e Incentivize loyalty with shipping

benefits e.g. free shipping for Nike
Members
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https://wemakewebsites.com/blog/ada-and-shopify-what-you-need-to-know/
https://www.toa.st/products/toast-post-pass
https://www.toa.st/products/toast-post-pass
https://www.nike.com/gb/help/a/shipping-delivery-eu
https://www.nike.com/gb/help/a/shipping-delivery-eu
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8 PUuULS= HASBRO PULSE FAN FEST ~ NEW BACK IN STOCK EXCLUSIVES © BRANDS v HASLAB TEAM-UP SERIES

03. Ensure the checkout
process is smooth

Next up, checkout. Making it easy for
your customers to complete their pur-
chases means they’ll be more likely to
shop with you again, tell their friends
about you, and engage in other com-
munity-focused activities rather than
remain a Drifter. But what exactly does
an “easy checkout” look like?

e Offers wallet options e.g. Shop

Pay, Apple Pay, Google Pay,

PayPal
e Provides an accelerated checkout

e.g. Buy now
e Stores customer info ready for
repeat-purchases

Hasbro Pulse Premium

Please Login To Purchase > ‘ $50.00

Product Description

Want free standard continental U.S. shipping and other perks for a
year?

Join Hasbro Pulse Premium®!

« FREE standard continental U.S. shipping on ALL eligible orders
 EARLY ACCESS to select product drops

« First to know about BACK IN STOCK items

« MEMBER-ONLY seasonal promotions & discounts

« Access to EXCLUSIVE Hasbro Pulse content & events

« And other perks!

*By "Adding to Cart”, you are agreeing to the full Hasbro Pulse
Premium Terms: Read her

Be the first to know about can't miss product drops, back in stock
items, and more by signing up for our Newsletter!

04. Nail your post-
purchase comms

Now onto post-purchase. Customer
communications at this stage are
key to alluring the likes of Drifters to
engage with your brand community
beyond their purchase. Make sure
you're following up on customer orders
with useful and engaging content that
relates to their new purchases. Some
opportunities might be:

Tutorials
e Careinstructions

Loyalty program invites
e Suggested products (tailored to
their purchases)

Turning your ecommerce customers into loyal community members

05. Personalize for
returning shoppers

Our last tip relates to the returning
customer experience. You ought to
use data to anticipate, excite, recom-
mend, and deliver to your commu-
nity. Specifically, you should make
customizations based on customers’
previous purchases:

e Customize what content appears

¢ Highlight the right promotions

e Show complementary products to
previously bought items

e Personalize emails, SMS, packaging
inserts, and advertising too

e Offer convenient re-ordering

About We Make Websites

So there we have it. We hope there
are some bits in there for you to steal
when building a stronger community of
loyal customers throughout your online
store. You'll be on your way to nurturing
a group of engaged Insiders before you
know it!

Want to chat more about fostering
loyalty throughout your ecommerce
store? We're just a few clicks away
— get in touch with our Shopify

experts.

Respected as the Shopify Plus agency for in-
ternational brands, We Make Websites de-

sign, develop, and optimize Shopify Plus stores

to help global businesses get the most out of this

platform.

Author
Eve Rouse,

Senior Content Editor
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How to use paid
media to keep
your community
happy (and
converting!)

hen we discuss paid media, it’s almost always
associated with conversions. We runads so
our products are seenand purchased, then
measure their success byhow muchrevenue
we generated,and how high our returnwas.

But with rising acquisition costs and markets becoming incredibly saturated,
we're seeing more and more leaders in the space using paid media to not just
make sales, but to connect with their customers and cultivate their communities.
Emerging brands need to take a similar approach if they want to stay competitive.

How to use paid media to keep your community happy (and converting!)

Over the last five years, Shoelace
has helped hundreds of merchants
tell powerful brands stories with ads
that their audiences want to be a part
of. We do this with Customer Jour-
ney Marketing, a proven method that
aligns with where your buyers are in
their journey to show them specific
messaging and creatives to give your
ads a personalized touch.

But how does Customer Journey
Marketing help build a community? By
recognizing that the customer journey
itself does not end after a purchase has
been made. The same methodology we
used to initially drive conversions can
be reapplied to engage with Dirifters to
Insiders alike.

Atthe highest level, it's a balancing act
between making sure past purchasers
are properly included in campaigns

that prompt them to take additional
action (i.e. outside of making a pur-
chase), and excluded from campaigns
that could have a negative impact.

For instance, creating campaigns that
persuade Drifters in your communi-
ty to sign up for your newsletter to
get exclusive promos is a great way
to engage and connect with them.
While setting up campaigns asking
your purchasers for reviews or UGC in
exchange for special perks will make
Supporters feel more connected to
you and Lurkers like they're part of the
conversation.

It’s abalancing act

between making sure

past purchasers are

properlyincluded
campaigns that

promptaction
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Want to make your VIPs feel even more
special? Use lists (such as customer or
email) to properly identify and segment
your Insiders to reward them with early
access promotions or first dibs on new
products. One of our clients has an ex-
clusive subscription service that is only
advertised to their VIP customers, and
in the last 30 days that ad bolstered a
~13x ROAS! Win-win!

That said, having proper exclusions in
place can arguably be even more im-
portant. If a long-time Supporter or
Insider is suddenly seeing campaigns
promoting an impressive discount for
first-time shoppers, they may not feel
as valued as they did before. Similarly,
if your community is being shown cam-
paigns introducing them to your brand,
that disjointed experience is enough to
turn them off completely. Setting up the
proper audience exclusions is the best
way to make sure you're committing to
your community from both ends!

As media buyers, we understand
that an ad’s primary objective is to
drive conversions, but it's become
increasingly apparent that paid media
goes well beyond just bottom-line
sales revenue. Investing in strategies
such as Customer Journey Marketing
which acknowledges the integral
part your community plays in scaling
your business could very well be the
keystone that puts you on top!

How to use paid media to keep your community happy (and converting!)

Investing in strategies such as
Customer Journey Marketing
which acknowledges the integral
part your community plays in
scaling your business could very

well be the keystone that puts you
on top!

About Shoelace

Shoelace manages digital media buying for 400+
large and emerging DTC brands. Having leveraged
Customer Journey Marketing, our leading position
in the industry means we are able to attract and
train the best media buyers in the world to provide
powerful brand-first advertising experiences.

Author
Erika Cole,
Marketing Specialist
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How to engage and listen to your community
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How to engage
and listen to
your community

our brand’s community should growinanaturaland
personal way. Youshouldn’t need to directly call Lurkers
or Drifterstoaction for themtojoin and participateinit.

First, growing a community starts with having a great product

and a mission that resonates with your audience. When you
have these, people will engage and share your brand with their friends.

“Your job as an entrepreneur, business owner, or leader within your
organization is to create a product and experience so amazing - so unique
from all the other alternatives in the marketplace -that they can’t help but
share it with their friends and talk about it and rave about it.”

- Eric Bandholz, Founder of Beardbrand

70 CofMMunityMatters

How to engage and listen to your community

With a great brand

and mission, you’ll

organically build an active

community of interested
customers, but how do

you motivate them to take

action?

Consistency and
relevancy

There are a variety of channels and
platforms to engage with customers
on, but not every channel will be right
for your brand or be the best use-case
for your target audience. Test chan-
nels to discover where your audience is
most interested.

Find the best entry points
for engagement and use
those moments to gain
more Supporters and
Insiders

If you engage with customers regularly,
they will start to notice you, recognize

you, and follow you. As you build your
following, you will also build engage-
ment. Higher engagement leads to
more action.

Whether on Twitter or TikTok, brands
can let customers get to know them,
their interests, and thoughts. Over
time, these connections translate
to your brand. By keeping direct
messages (DMs) open, any type of
community persona can reach out to
ask the brand questions and engage.

But, how do youlisten to
your community?

Having a loyal customer base filled
with Supporters and Insiders gives your
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brandanopportunity:youcaninnovate
your products and brand based on
customer feedback. Not only does
this nurture customer relationships,
but if you build the products your
customers have expressed interest in,
you will continue to drive sales. Before
gathering feedback, it's important to
have a vision for your brand and your
product roadmap. Based on your
vision, you should listen and include
customers in that roadmap.

For example, a top DTC whitening
brand, Snow Teeth Whitening, sends
surveys to Insiders through email to
ask them what products they'd be
interested in next. This survey has a
60% completion rate. Every day as
customers purchase products, Snow
is getting real-time feedback. For
the product they decide to create
next, Snow will build a lookalike
audience on Facebook to target those
customers that voted for it.

Another example is the top skincare
brand, Tracie Martyn, who features an
on-site quiz to engage with their com-
munity, learn more about them, and
sync collected data to other marketing
channels. They can use all collected
data in their quiz to re-market through
email, Facebook Messenger, SMS mar-
keting, or even on Facebook ads.

So,how do youinvestin
building a community?

The truth is, you will always want
to do more than what your time and
money allows. Find the platforms that
feel natural to you and your customer
to engage on, whether it's blogging,
video, or social media. How one
brand builds a community could be
totally different from your approach,
so it's okay to recognize there are
other ways to build a business.

How to engage and listen to your community

How one brand builds

a community could be
totally different from your
approach, so it’s okay to
recognize there are other
ways to build a business.

About Octane Al

Octane Al provides an all-in-one platform for engaging
quizzes, data collection, and personalized Facebook Mes-
senger and SMS automation. Thousands of Shopify and
Shopify Plus merchants use Octane Al to connect, convert,
and retain customers by personalizing the customer journey
and giving customers the confidence to purchase. Our vision
is to build a more humanized and personalized shopping ex-
perience for all.

Author
Katie Krische,
Strategic Partnerships
and Marketing Manager
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Build your customer community using email and SMS

omnisend

Build your
customer

community using
email and SMS

Grab the Drifter’s
attention

You know the type: the shopper who
checks out as a guest and doesn’t
typically open your marketing emails.
The first challenge with engaging
Drifters is persuading this consumer to
share some personal details.

Use a pop-up form on your website
that encourages these tough-to-en-
gage folks to sign up for both email
and SMS marketing messages. With
a nearly 400% increase in marketing
SMS sent in 2020, text may be the
new channel Drifters respond best to.

Build your customer community using email and SMS

To make signing up more appealing,
add a fun twist with gamification. For
example, a “spin the wheel” form al-
lows Drifters to “win” a better incen-
tive by opting in.

While Drifters may sign up for your
marketing list, they tend to ignore
marketing messages. This is why
automating relevant and engaging
behavior-based email and SMS mes-
sages from the very start is critical.

urvivingand thriving as an ecommerce marketer

requires using multiple channels for building a strong
customer community with repeat customers.

Email and SMS marketing are two strong-performing channels that

engage every type of customer in your community. With year-over-
year conversion rates for both channels increasing more than 100% in 2020, it's
important to know how to effectively use them to nudge your community toward
greater commitment to your brand.

4 CounityMatters

15% OFF

K:SMBUSTION

SPIN THE WHEEL TO SAVE A
FORTUNE!

Fill in the field(s) below to spin the wheel.

Country A +XXX XXOCOMKXK

Receive Huge Discounts Via Email

Receive huge discounts via text message

‘TAKE 'ER FOR A SPIN

SHOP POPULAR VEHICLES CONTACTUS WEEKLY STEAL
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Build your customer community using email and SMS

Get the Lurker in the game

You probably have a sizable portion of
your community who make purchases
through an established account and
open your emails. Some even appear
on your social channel as fans.

They're great customers, but silent.
Sow the seeds that will give reason to
be vocal about your brand.

e Step one: personalize. Build upon
segmentation efforts based on
how customers interact with your
brand. When you deepen the
data with spending and engage-
ment behaviors, you can craft the
right content that speaks to your
audience

e Step two: strengthen the relation-
ship with automation. Utilizing
automated workflows to nurture
the customer-brand relationship,
such as post-purchase messaging,
makes Lurkers feel more connected
and increases repeat sales

e Step three: cultivate stellar cus-
tomer support. Integrate your email
provider with helpdesk partners
who can expand customer service
needs, such as Gorgias.

Boost the Supporter’s
activity

One level beyond the Lurker, a Sup-
porter actively engages with marketing

emails, on social media, and by sharing
reviews.

Use email and SMS marketing to en-
courage Supporters to leave product
reviews and create user-generated
content (UGC) by sharing photos of
their purchases on social media. You
can later use these reviews and testi-
monials by including them in marketing
messages, especially automated ones,
to encourage both Drifters and Lurkers
to engage.

For example, featuring testimonials of
top-rated products in a welcome and
browse abandonment series provides
social proof — encouraging them to en-
gage and purchase.

Nurture your dream
customers

If you motivate Drifters, Lurkers, and
Supporters enough, you're well on
your way to cultivating the most elu-
sive group every merchant clamors for
— Insiders. They are the ambassadors
who praise you from the rooftops.

These customers are your true VIPs
— treat them as such. Send them
an SMS telling them they have pre-
ferred access to sales and VIP-only
offers. Product reviews are great for
influencing consumers to purchase.
Lean on your Insiders for help. You
could drop them an SMS asking

them to leave feedback for recent-
ly-purchased products — complete
with a handy link directly to the re-
view page.

Or email them with invites to special
events, giveaways, and the chance
to provide feedback on upcoming
products and styles.

Even more, using this Insiders segment
inside of your combined automated
email and SMS workflows you can
deliver custom messaging, such as
a bonus offer, for different types of
automated messages — allowing the
automation to send the right message
at the right time to the right consumer

About Omnisend

Build your customer community using email and SMS

via the right channel. Talk about a
great customer experience!

Incorporate this segment into your
marketing automation, but feature
different incentives, verbiage, and
messaging paths than Drifters and
Lurkers.

Building these customer relationships
doesn’'t have to be difficult. Your best
bet for creating a sizable community
that will advocate for you, and also
provide the insights you need to
improve your customer experience, is to
use an ecommerce marketing platform
that will segment your customers and
offer powerful automation capabilities
through multiple channels.

Omnisend is a powerful email and SMS marketing automa-

tion platform built for high-growth ecommerce businesses.

With advanced automation workflows, customer segmen-

tation features, and a multitude of channels to reach the

customer (via email, SMS, push notifications, and more),

Omnisend enables marketers to drive sales at scale while

building lasting customer relationships.

Author
Greg Zakowicz,

Director of Content
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OKENDO
Building
community

using reviews
and UGC

or online merchants, UGC -whether it takes
the form of reviews,images or videos - provides
a customer-centric shopping experience that
builds communityand boosts conversions.

WEe'll cover three ways reviews and UGC help online merchants
build a brand community that drives loyalty and growth for the long-term.

They build trust and
authenticity

In the early phases of building a brand
community, merchants thrive when
they focus on two things: trust and au-
thenticity. In fact, 90% of consumers

claim that authenticity is incredibly im-
portant when they’re choosing a brand
to buy from. The trouble is, shouting
about how authentic you are is very...
inauthentic. Instead, online merchants
must put the power in their customers’
hands to provide the proof for them.

Sharing genuine reviews and UGC
collected from customers across your
website and marketing channels al-
lows you to showcase your customer’s
brand loyalty which builds trust with
those who may be less familiar with
your brand.

Baby apparel and accessories brand,
Freshly Picked, knew that a strong

brand community was crucial for
building trust with new parents. In
the parenting world, word-of-mouth
reigns supreme, so the brand re-
lied on populating their site with
encouraging reviews and UGC from
past customers to turn skeptical
moms and dads into eager buyers.

Building community using reviews and UGC

They help you deliver
optimized customer
experiences

When customers have a positive ex-
perience, they come back for more.
95% of customers say that customer
service is important when choosing a
brand to purchase from and stay loyal
to. By ensuring your brand provides the
best-in-class customer support, you
can motivate Lurkers and Drifters to
become loyal brand advocates (or In-
siders) that recommend you to others.

Reviews allow you to collect valuable
feedback, which when acted upon,
improves your ongoing customer ex-
perience. This applies to both products
and the customer service you provide,
which ties into the customer-centric
vision that the most successful online
merchants share.

If your customers have left less than
5-star reviews expressing concerns
around a specific attribute of your
product, you can use this information
to fuel product development and sell
more products that your community
loves!
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Building community using reviews and UGC

A great customer example is the ap-
parel brand LSKD. They use customer

reviews to improve their products and
to better align with customer wants
and needs. Involving customers in this
part of the process creates a commu-
nity around their brand, and ensures
they’re giving their customers what
they want.

Content management tools such as re-
view replies, Q&As, and helpdesk inte-
grations allow you to follow up on less
than 5-star reviews and provide per-
sonalized, instant solutions. This helps
to inspire the customer’s confidence in
purchasing with you while giving them
an instant solution to their concern or

query.

They build trust and
authenticity

Loyal customers are crucial for building
brand trust and community. The more
loyal customers you have, the bet-
ter chance you have at growing your
brand, delighting more Insiders, and
reaching more markets.

However, your strategy to engage
and satisfy these customers needs
to be a bit more granular. Since your
most loyal customers actively engage
with your marketing, they’re expecting
personalized experiences tailored to
their desired wants and needs (91%
of consumers are more likely to shop

with brands who provide relevant
offers and recommendations).

Using the valuable product and cus-
tomer attributes that your reviews
provide, you can segment your audi-
ence and deliver hyper-personalized
messaging. This can be in the form of
product recommendations or product
education email campaigns that en-
gage customers and encourage future
purchases.

Dog food brand WAG does exactly
this. Using Okendo’s Attributes fea-
ture to capture insights about buyer’s

dogs, including the age of the dog and
their eating habits, WAG is able to fuel
their product recommendation email
campaigns based on these attributes.

By offering this kind of relevant,
engaging content, your audience feels
recognized and appreciated. You're
also exposing them to well-targeted,
perfectly positioned items which
increases the chances of additional
purchases being made, boosting your
customer lifetime value.

Ultimately, asking customers for re-
views opens up a two-way dialogue
that helps you create deeper rela-
tionships with your community and
generate engagement.

Building community using reviews and UGC

Ultimately, asking customers
for reviews opens up a two-
way dialogue that helps you
create deeper relationships
with your community and
generate engagement.

About Okendo

Okendo is a customer marketing platform with a suite of
tools for collecting and showcasing reviews and UGC on-
site including product ratings and reviews, photos and
videos and Q&As. Fast-growing consumer brands like Knix,
SKIMS and Zitsticka use this content to build shopper trust,
drive conversions and maximize CLTV.

Author
Rachel Tyers,
VP of Strategic Partnerships
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Clever
persona)lization

that wins every

kind of shopper

t’s common knowledge that no two consumers are the same -
whether they’re shopping on-site or engaging with your brand
through off-site channels.

Let’s look at how a personalized shopping experience differs based on
each key community persona, plus some quick and clever tactics to act
on each persona’s needs and challenges.

Delighting the Drifter:
Level up the homepage
experience

One way to pique the interest of
Drifters, encourage them to view
more products or to become a part of
your community is to get them excited
about what you have to offer. The
home page sets the tone for every
shopper’s experience. Use a home
page pop-up that offers an incentive
for Drifters to learn more about your
brand is a simple (but effective) place
to start.

Chompiow

CHAMPION x CRAIG GREEN EXCLUSIVE COLLAB

0 23 33 X4

DAYS HOURS MINS SECS

Your email address

Be the first to know

Clever (persona)lization that wins every kind of shopper

For example, to generate hype
around an upcoming clothing drop,
Champion showcases a pop-up that
triggers when a shopper lands on the
homepage. It contains a countdown
timer that not only creates excitement
around the upcoming release but
also encourages shoppers to sign up
for updates on other drops. This play
on urgency communicates that the
shopper only has a limited amount of
time to take advantage of your great
offer.
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Luring in the Lurker:
Enhanced email
communication and
FOMO marketing

The upside with Lurkers is that they've
already shown an interest in your
brand on-site. They just need a lit-
tle nudge to convince them to get to
know you outside of your website.

This is where email marketing makes
a difference. Using a combination
of informative content and relevant
products (like in the example from Skin
City), you can spruce up traditional
newsletters with helpful content -
such as delivery notices, limited-time
discounts, and products that are
relevant to that specific shopper’s
purchase habits.

Once the shopper has engaged with
the contents of your email and landed
on your website, this is where FOMO
marketing comes into play.

FOMO marketing is a subtle way of
steering a shopper towards checkout
by leveraging a shopper’s love for so-
cial proof.

True Vintage displays a next-day
delivery message on their Product
pages to customers who make a
purchase within a limited time frame.
In the example, next-day delivery is
communicated on a banner atthe top
of the page as well as underneath
the “add to cart” button.
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Supporting the Supporter
and illuminating the
Insider: Top tier perks for
loyal shoppers

While every shopper should be treated
like a VIP customer, the ones who
support and advocate for your brand
the most deserve some extra perks as
a “thank you” for their loyalty. Because
Supporters are active members of your
community, they should have access to
the perks that align with their interests.
And by treating them as such, you can
put these shoppers on the fast track to
becoming an Insider.

How? Customer segmentation allows
you to target your most loyal customers

YOUR TRUE VINTAGE NEWIN SHOP ~ BRANDS -~ OUR PICKS v SALE

Clever (persona)lization that wins every kind of shopper
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with messaging and products that
match their specific needs, giving you
the opportunity to treat them like a true
VIP.

During Cyber Weekend, True Vintage
created an experience that catered
to the shoppers who were most likely
to convert and drive higher AOV
(without creating massive discounts
for everyone).

To promote their sale, their most
purchase-savvy customers were added
to a VIP segment. Then, using a specific
UTM link leading back to their site, True
Vintage launched an email campaign
that gave these shoppers (and only
these shoppers) early access to their
Cyber Weekend sale. This strategy

v
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contributed to a 156% increase in
conversion rate and 15% higher AOV
for the brand.

If you want to differentiate the expe-
riences offered to a Supporter and an
Insider, offer the latter even more perks
for their loyalty across other channels
and through multiple campaigns.

Nevertheless, adding a layer of seg-
mentation into your strategy ensures
that you target each persona effective-
ly and through multiple campaigns.

NEWIN |  SHOPALL |  ACCESSORIE

EARLY
ACCESS

V.IL.LP

CODE : VIP20

Early access to the sake for you Bruno

Clever (persona)lization that wins every kind of shopper

Nevertheless,adding a
layer of segmentation into
your strategy ensures that
you target each persona
effectively.

About Nosto

Nosto powers perfectly merchandised and personalized shopping experiences
at every touchpoint, across every device. As the world’s leading Commerce
Experience Platform designed for ease of use, Nosto enables retailers to build,
launch and optimize 1:1 shopping experiences without the need for dedicated
IT resources or a lengthy implementation process. With experience deliverability
capabilities such as product recommendations, content personalization, category
merchandising, and more, Nosto helps brands build world-leading experiences
unlike any other. Leading commerce brands in over 100 countries use Nosto to
grow their business and delight their customers.

Author
James White,
General Manager UK & Ireland
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Building a customer community through exceptional customer service

90% of Americans use customer support to determine whether to do business

with a company. To build a thriving customer community, your team needs to be
equipped with the right customer experience tools.

Below we'll look at the three ways to build a customer community using a help-
desk so that you can consistently, efficiently, and personally meet your customers
where they are.
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next order: #SM15
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o1. Have consistent
communication across
channels

As your customer community grows,
it's likely that your customers are in-
teracting with you across various
channels. Tracking how your Sup-
porters and Insiders are engaging
with your brand and ensuring you're
there if they have any questions or
concerns will help you retain and
grow a healthy community.

Whether your community is communi-
cating with you through social media,
SMS, email, live chat or phone, it's im-
portant that you respond to customers
and your community quickly and with
the right information. That's where an
omnichannel helpdesk helps, as you
can centralize your customer tickets in
one place. For example, if a customer
interacts with you on Instagram and
via email, you can easily see that from
the Gorgias dashboard and merge the
tickets so that their customer service
experience is cohesive and doesn'’t uti-
lize more than one customer service
agent’s time.

o02. Know your customer
data

Making your customer’s experience
seamless and knowing their history
with your brand will go a long way in
helping them feel like they're part of

the family. Needlessly adding extra
steps such as asking them for their or-
der number can add extra work for the
customer, and your success team.

Make the most of your helpdesk pro-
vider’s integrations with Shopify, Ma-
gento, and top ecommerce apps so
you can easily see the full picture of
your customer as you respond to them
across channels, including their order
history. For example, with Gorgias
you can then modify, cancel, or refund
an order without having to switch
back and forth between your help-
desk and ecommerce platform. You
can also integrate a loyalty program
alongside your helpdesk to quickly see
a customer’s loyalty points and adjust
your response depending on if they're
a Drifter, Lurker, Supporter, or Insider.

Knowing your customer data also
helps you adjust your responses so
your community knows you care about
their experience. You can use macros
in Gorgias — prepared response tem-
plates that automatically pull in cus-
tomer data from your store, including
first name, order number, tracking
status, etc. — so your responses are
automatically personalized. This can
leave a lasting positive impression on
your community, especially with new
Drifters or Lurkers who need more
convincing.

Building a customer community through exceptional customer service

Jessica

These shoes look amazing, do you have them in store?

Michelle @
I'm not sure about the size, can you advise me?

Jim
LY BV aVaVaVaVaVaVaVaVaVaVaVe

Maggie
Can you update my shipping address please?

Mariane @
Hi! Do you know where my order is?

Gorgias bot
"L X FAVAVAVAVAVa Ve VAVAVAVAVAYS

CofMMunityMatters 91



Building a customer community through exceptional customer service Building a customer community through exceptional customer service

03. Don’t make your com- Building Q Strong customer

munity wait

A big factor in excellent customer ser- Community takes time. Your te am,s time

vice is first response and resolution
time. The quicker you respond and re- < b b ° h o 1
solve your customers questions, the IS eSt Spent engaglng Wlt pOtentla
better their experience is (making them

much more likely to engage in your cus- CuStOmerS and grOWing their relatiOnShip

tomer community).

Almost half of customer inquiries are With YOur brando

around one question... “where’'s my or-

der?”. Building a strong customer com-
munity takes time. Your team’s time is
better spent engaging with potential
customers and growing their relation-
ship with your brand, not responding
to simple questions that can be solved
with a tracking number.

With Gorgias you can automate up to About Gorgias

30% of your most commonly asked

questions using machine learning. You Gorgias is a helpdesk for Shopify, Magento and BigCom-

can set rules so that if a customer is merce merchants to manage all of their customer commu-

simply asking where their order is, they nication & tickets in one platform (email, social media, SMS).

will receive an automatic (but still per- It's powered with machine learning to automate up to 25%

sonalized) response right away, giving of commonly-asked-questions and seamlessly integrates

them the information they need, and into your existing tech stack to deliver better customer

experiences.

resolving the ticket. This frees up time
for your team to focus on building rela-
tionships with Drifters and Lurkers, and

surprising and delighting Supporters Auth.or .
and Insiders with personalized discount Chris Lavoie,
Tech Partner Manager

codes.

Sign up here to trial Gorgias for a

month and get the tools you need to
show up for customers and turn Drifters
into Insiders
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Justune

How on-site
messaging
can help build
ecommerce
communities

brand community is one of the most effective ways
tobuild arelationship with your customers outside
of your products. Butit canbe hard to engage with
some shoppers who tend to be Lurkers or Drifters.

Want to know how you can turn those low effort and value
shoppers into valuable Insiders? On-site experience and personalization! Let's talk
about what that could look like for different personas and how pop-ups can help
engage and invigorate these customers.

Use pop-ups to learn more
about low effort buyers

Low-effort buyers are your Drifters
and Lurkers, while these segments
are both repeat customers they're
either not engaged at all beyond the
purchase, or are passive members
of your brand community. These two
groups can be engaged using on-site
pop-ups to collect more information
and spur desired actions. Some
example strategies include:

e Quizzes to collect more information
to tailor future messaging

e Feedback forms to collect informa-
tion about product suggestions,
pain points, etc.

e Improved lead captures to incentiv-
ize account creation or newsletter

signup

The more information you can collect
on Drifters and Lurkers the more per-
sonalized and effective you can make
your marketing campaigns. These two
personas will respond positively to per-
sonalization as they’ll see more value
come from engaging with your brand
than they did before.

Another tactic to boost effort from
these personas is to use offers that re-
quire participation. Use giveaways as
your incentive for filling out the pop-ups
and giving you the information you're
looking for. Not only will one larger
giveaway likely cost you less in the end

than lots of smaller prizes, but it's also
likely to encourage more participation
by being something customers actually
want to win, think 3-night resort stay
vs a coffee mug.

Create VIP experiences
with pop-ups for top
customers

The best kind of customers for a
brand’s community are their Insiders.
These community members actively
engage with the company and other
members, publicly advocate for you,
and make content on your behalf. A
slightly less active but still very valua-
ble member is the Supporter, this is a
customer who engages but it requires
effort on your part to keep them there.
These two personas of top customers
are who you're looking to fill your brand
community with. Continue delighting
these strong community members with
some of these strategies for even more
success:

e Banners reminding them of their
VIP status once logged into their
account

e Send them product feedback quiz-
zes after purchasing

e Pop-ups showing the benefits
they’ve unlocked by reaching a cer-
tain spending tier

The key here is to use pop-ups in a way
to reinforce their special status, giving

How on-site messaging can help build ecommerce communities
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them the red carpet treatment and let-
ting them know! The best part about
Supporters and Insiders is that they will
tell you what'’s working and what's not,
effectively helping you not only improve
your brand but also your marketing!

Brand communities are so important for
a successful business, they're a source
of valuable information, inspiration,
and UGC. Make sure you're investing
the necessary time and resources into
growing this channel for your brand,
with on-site experiences matching
their behaviors, and the perks as well
as messaging to back it up!

How on-site messaging can help build ecommerce communities

Brand communities are so important
for a successful business, they’re

a source of valuable information,

inspiration, and UGC.

About Justuno

Justuno is a conversion platform for intelligent lead capture,
recommendations, and personalized messaging. Justuno
merchants, on average, see a 135% lift in revenue in the first
year of using our solution. We support brands like Pura Vida,
UNTUCKIt, Volcom, Rothy’s, and more and integrate with
more than 95 other top ecommerce technologies. Justuno
is also a Shopify Plus Certified app and a Shopify partner
since 2017.

Author

Michael Wadsworth,
Partner Marketing
Associate
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ReCharge your advocates with subscriptions

@ ReCharge

ReCharge your
advocates with
subscriptions

o you’ve got your product, your website ready to go, and
productionup and running. Now what?

It's time to build a community to create a growing and engaged
customer base that keeps coming back. Why is this important?

Thomas McCutchen Founder and CEO of Scoutside said it best:

“The most important piece to building a brand is having a voice - a point
of view. Make sure visitors feel - not just read - this voice and point of
view. Think of your brand as alanguage. You want your customers speak-
ing this language through all touchpoints of the brand through mecha-
nisms such as identity, color, and type hierarchy.”

- Thomas McCutchen, Founder and CEO of Scoutside

98 CofMMunityMatters

ReCharge helps merchants build their
brand and their culture wherever their
customers are on the community per-
sona matrix. You can grow your recur-
ring revenue through subscriptions,
increasing engagement, and average
customer value (ACV).

In our State of Subscription Com-

merce Report, we found that in 2020
merchants with a subscription func-
tion saw their subscriber base grow by
91%, and average order value (AQV)
was up across the majority of verti-
cals. Not all subscribers are equal, their
personas are as different as their sub-
scription offering and shipping cadence
customizations. Here's how to use sub-
scriptions to engage each of the con-
sumer personas in your community.

Let's start with the Drifters. We've all
done it. I'm the first to admit that I'm
guilty of this behavior. | buy something
online, checkout as a guest, and never
come back. But what if | was offered
an incentive to try a subscription? By
allowing customization on shipping
cadence, products offered, and provid-
ing the opportunity to curate boxes, a
merchant is more likely to attract those
guest checkout bandits and get them
to come back.

For Lurkers, who may have created ac-
counts, read marketing emails, but then
delete them quickly, try product incen-
tives and discounts. Build brand loyalty
by seducing Lurkers and giving them

ReCharge your advocates with subscriptions

whatthey’re looking for: discounts and
the occasional free gift. What better
way to transform a Lurker into Sup-
porter status than by proving there’s
value in reading your emails.

Once a customer becomes a Support-
er, you've got an engaged community
member. High-five. They're sharing
content and renewing their subscrip-
tions, but now there's the challenge
to keep your Supporters continuously
engaged.

Merchants
with a

subscription
function
saw their
subscriber
base grow by
01%1n 2020
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Black Rifle Coffee Company (BRCC)
is an example of a merchant who

uees recraroe ond Lovarion s W NEFEVETY yOUr customers are on the

create a membership program that

does just this. Integrating Loyal- Spectrum Of Community engagement,

tyLion directly into the Customer

Portal puts an emphasis on reten-

o by reminding cusomers to e ReCharge helps to quickly enable

deem their rewards before their up-

coming subscription. For BRCC, this Subscription and recurring revenue

adds value by nudging customers

to redeem their hard-earned points

while also minimizing shipping mOdels.

costs and rolling their free gifts into

existing subscription shipments.
This model helps merchants identi-
fy key customers who engage with
their brand, the Insiders.

About ReCharge

Insiders not only subscribe to your

membership program, they champion ReCharge is the leading provider of subscription manage-

it. They tell their friends to join and ment software for ecommerce. Since 2014, merchants of all

they're excited to hear what's new sizes have used ReCharge’s billing and payment manage-

from your brand. Keeping customers ment solutions to grow their business by increasing customer

at this level of engagement can lifetime value and reducing customer churn. Today, ReCharge

be a challenge, but it's achievable powers subscriptions for nearly 20 million subscribers across

through things like VIP perks, adding 15,000 merchants, including fast-growing brands such as Bil-

a gift to their subscription, or credit lie, LOLA, and Hubble. While it is based in Santa Monica, CA,

towards adding more products to the remote-first company is distributed across ten countries

their existing ones. Wherever your s rauindl he werldl

customers are on the spectrum of
community engagement, ReCharge

helps to quickly enable subscription
Author

Leya Leydiker,
Director of Technology
Partnerships

and recurring revenue models.
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3 ways to optimize your fulfillment strategy to build a brand community
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& ShipBob
3 ways to optimize
your fulfillment

strategy to build a
brand communi

enyoudelivera consistent unboxing expe-
rience, customers are more likely to stay
loyal, share your brand with their social
network,and become brand Insiders.

Creating a winning fulfillment strategy plays a huge role in creating an engaged
brand community. Here are the three most common ways to optimize your fulfill-
ment strategy to influence customer loyalty.

3 ways to optimize your fulfillment strategy to build a brand community

o1. Invest in custom
branded packaging

Did you know that 40% of online
shoppers would share an image of
their purchase on social media if it

came in branded packaging?

branded
packaging allows you to maintain

Investing in  custom
brand recognition throughout the
entire customer journey - while
making your Insiders feel special.
Custom-printed boxes that appeal
to your customer base can enhance
brand awareness and leave a lasting
impression on your customers.

If you outsource shipping, make sure
to choose an ecommerce fulfillment

provider like ShipBob that allows you
to use custom boxes, mailers, and in-
serts, so you maintain control over the
unboxing experience.

o2. Use shipping
incentives as a marketing
tool

Promoting fast and affordable two-
day shipping or other incentives like
free shipping are great ways to build
buzz around your brand, build a loyal
following and make your community
feel special. Here are a few simple
ways you can use shipping incentives
as a marketing tool:

e Run digital ads to promote free
shipping

e Add a banner with shipping pro-
motions to your website (“Free
shipping” information is the only
one that’s found to consistently
perform over time)

e Post on social media platforms
e Promote free shipping to build a
customer email list

To offset the costs of free shipping, you
can increase your average order value
(AOV) by offering bundles, upsells, or a
minimum spend threshold in exchange
for free shipping.

03. Build trust by meeting
customer expectations

By building trust, you're able to trans-
form the Drifters into Supporters and
Insiders who love engaging with your
brand. If you offer customers fast and
affordable shipping, your fulfillment
strategy must live up to what you
promise.

One of the best ways to reduce
shipping costs and lower transit times
is to work with a fulfillment provider
that allows you to split your invento-
ry across locations. Instead of having
to ship all orders from one central lo-
cation, you save time and money by
shipping from the fulfillment center
closest to your customer.
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s i i s ot o A great first impression and

review a retailer’'s returns policy be-

fore buying. Make sure that there are ConSiStenCy in delivery are What turns

no hidden fees associated with returns,

and make it clear whether or not cus-

tor-ner-s will be responsible for return a One_time Shopper into an engaged
brand Insider — and your fulfillment
Sopper ioan enged rand strategy plays a significant role.

— and your fulfillment strategy plays a

Agreatfirstimpression and consistency

significant role.

When you outsource fulfillment to a
3PL like ShipBob, you can easily imple-

ment these fulfillment best practices to About ShipBob

build a supportive and engaged brand

community without spending more of ShipBob is a global logistics platform that fulfills ecommerce
your time on logjistics. orders for direct-to-consumer brands. Our mission is to

make you more successful online by providing best-in-class
fulfillment so your customers get the fast and affordable
shipping they expect.

With reliable fulfillment services, warehouses near your
customers, and connected technology that powers our
fulfillment network, we help improve transit times, shipping
costs, and the delivery experience for your customers.

Author

Kristina Lopienski,
Director of Content
Marketing
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Q&A with Tiffany La, Social Media Marketing Coordinator at Glamnetic

Q&A with Tiffany La,
Social Media Marketing
Coordinator at
Glamnetic

We cozied on up with community royalty - the
lash brand, Glamnetic — and asked their Social
Media Marketing Coordinator all about the ins
and outs of their “Glam Fam”.
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Why is community

Q important for
Glamnetic?

“Our Glamnetic family is so
A important to our business
because of their immense
support and brand loyalty. We look to
our online Facebook community — the
Glam Fam - to learn how we can im-
prove our products and to create new
ones they want to see. Members of the
Glam Fam engage the most with our
new product releases and help with
our company-wide success — all be-
cause of their constant feedback and
suggestions.”

What does

a successful

communitylook
like for Glamnetic?

“One that’s highly engaged

A and loyal to Glamnetic. This
can be varied — as there

isn't one finite way to success. For us,
we want our community to be able to

provide us with their honest feedback,
opinions as well as likes and dislikes.

Beyond the products we sell, we also
want to make the lives of our cus-
tomers easier by cutting down their
makeup routine time and by making
them feel and look their best. If our
community is able to connect with
us on this personal level, we know
we've been successful!”

“We attribute

Glamnetic’s success to

our community members’

loyalty to our brand and
we couldn’t thank them

enough!”

Q&A with Tiffany La, Social Media Marketing Coordinator at Glamnetic

How does your
community work

and what does it
look like?

“Our community lives on

A social media. This includes
Instagram, Facebook, Twit-

ter, Tik Tok, and Pinterest. But, our Face-

book community is where our most en-
gaged and vocal customers are.

On Facebook, we post between five
and six times a week. These can range
from directly asking our community for
product feedback, fun weekly make-
up challenges or product tips and
tricks. Our members love posting their
collection hauls, makeup looks, and
questions.”

“I’san
incredibly
positive and
uplifting
community. It
truly feels likes
a family”
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GLAMNETIC FAM

@ Private group - 29.2K members

What doyoudo

to encourage

customers to
become members of your
Glam Fam?

“To get people to join in, we
A use social media to promote
the page and let customers

know it's there.

Our CEO also goes on our Instagram
Stories and promotes our community
page alongside more general company
updates. We also have consistent mes-
saging about the community in emails
and when we reach out to customers
by SMS.”

“We love to
promote the
inclusivity and
positivity of our

community.
It’s a place for
anyone to join!”

Q&A with Tiffany La, Social Media Marketing Coordinator at Glamnetic

What’s your top
piece of advice for
anyone looking
to build a customer
community like yours?

“We fully stand behind
A building a customer com-
munity. It's the best way to
understand your customers. You get to
know what they want, what they like
(and dislike). Because our community
is purchasing and engaging with us,
they’re vital to our success.”

“Our top piece of advice
is to always listen to
your existing shoppers
when building your
community.”

GLAMNETIC

Author

Tiffany La,

Social Media Marketing
Coordinator at Glamnetic
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Get the look:
Community inspo |
from leading
brands

Go from clueless about community
to community champion with these
inspiring examples from leading brands.

Get the look: Community inspo from leading brands
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SEPHORA Q_ Search % Stores & Services ;3:%?% Community Sign In @ é

Brands Makeup Skincare Fragrance Tools & Brushes Bath & Body Mini Size Gifts Sephora Collection Sale & Offers

Community Profile ~ Groups  Gallery ( Start a Conversation ) ( Add a Photo ) Q M

Sephora’s Beauty Insider

Community Beauty INSIDER

COMMUNITY e )

Ask questlons., join challenges, and get 5ot 9924990 members € Baseias posis
recommendations from people like you

Calling all super fans. Sephora’s

Beauty Insider Community (BIC) isa
thriving hub for those most engaged.

Hey there! New here? What is the B« Insider Comr ity? Need help?

Here, beG Uty experts Gnd neWbieS e 3 Steps to Get Started. » Read our FAQs > Ask our Customer Support team >

alike ask questions and chat directly to

brands and their founders — including Trending Groups Viewall Grovps  Featured Photos View all Photos

the founder of Nars, Francois Nars. -«

» ," Savvy Shoppers . Insiders i Trending at Seph...
o SIDIR - - 0 o
T 4 2% 83,493 220 112,706 “ 202 195,121

-

|
| 8% !l | ¢ y
\_ ﬁgauty Confident... ?Land Loyal MAKE !\!Iv:-xkeup Is Life —En liil?p : < i
. £2105,904 2 22,950 U 5o¢ 84,078 , e = A
MissLauren88 0 " lioness80 OO AngelArty ©0 " HairByBarbie 0 )
All Posts @ Support @ Start a conversation

Beauty INSIDER ‘
Spring Savings kvent

TheBICalsogets VIP, first-look access

VIB

15%

\NSIDER
10%

OFF

1/15-4/19

to new product drops and sales events.
Remind us again, how much shopping
()l‘b is too much shopping? Customers can

1/13-4/19

also join groups and chat about their

favorite topics (such as clean skincare).
Use code OMGSPRING

*Exclusions apply. See below for terms. ‘
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LIVELY LIVELY also helps its members glow up by running at-

THE LIVELY PODCAST

home events like fitness and yoga classes. If you don’t

fancy rolling out your yoga mat, there’s a LIVELY podcast
too (interviewing successful women like Bobbi Brown and

The lingerie brand, LIVELY, shines a
light on their community with a clear
and easy-to-navigate community sec- Erinn Hayes). The podcast represents the badass vision of
tion on their website. Members become women the LIVELY community embodies.
LIVELY ambassadors with the chance
to take part in the #GivingLIVELY phi-
lanthropy movement. Lingerie and

philanthropy sound like a winning com-

bo to us.
#livingLIVELY At Home with #livingLIVELY At Home with @WellnessWithMolly
@PineappleinTheBigApple: Cooking Sesh Time to breathe & take a break, crew. Join Ambassador
We're #livingLIVELY at home with Ambassador MJ of @wellnesswithmolly for a lunchtime 30-min slow flow yoga and
@pineappleinthebigapple! Turn in to learn a surprise new 15-min meditation!
recipe....
YOURS! POPPY FLORAL SCARF SCRUNCHIE IN EVERY ORDER TODAY! Wednesday, March 25th WATCH NOW
Sunday, March 22nd 12:00 PM EST
WATCH NOW
6:00 PM EST
SHOP FIT GUIDE COMMUNITY STORES L | V E LY SEARCH REWARDS LOGIN I‘E‘I(o) Get the look: Community inspo from leading bramd

They give their community mem-
bers double-point events through What's Your Status?

their loyalty program and top-tier
loyalty members get even more perks

Ilke hCIVing a say on upcoming Styles BESTIE STATUS TOTAL BOSS STATUS POWERHOUSE STATU
or inViteS to exclusive events. $0! Free to join! Woot Woot! $115 Annual Spend! $325 Annual Spend!
JOIN THE CREW, SHARE THE LOVE BRB, becoming a member now.
Status Perks TIER 1 TIER 2 TIER 3
EARN! Points per $1 Spent 1 2 3
Annual Spend* $0 $115 $325
Become a LIVELY ambassador and join this movement of wild
hearts and boss brains! This means being a part of a community of Use Points toward LIVELY faves

smart, strong women doing the things they love with the people
that they love. It means sharing in #GivingLIVELY philanthropy Birtheay-Gilt (points)
moments to pay it forward within your community and the world. It Persoral in-Stora EirSession
means growing your own social presence, getting first access to all
our launches, and being in the know before everyone else. To Vote on Upcoming Styles
apply, fill out a few quick questions and you’ll be on your way! By Acses o NawStyles

Exclusive Events
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" Limited edition, collectible works of art for your wrist.

Limited edition, collectible works of art for your wrist.

SHOP ¥ BRAND Vv  CONTACT ZOX LOYALTY

Z.0x

rewards.

Zox, a company producing affirmation

wristbands, is all about community
and the unique stories their customers Recent Stories
share. Customers submit their stories

to Zox, sharing the challenges they're

facing to help inspire and uplift others One Step Until We JustAsl Release

in the community. Zox then shares At ATime Meat Am My Past
02 May, 2021 Agﬂ n 30 April, 2021 29 April, 2021
these stories as highlights in their email —— Their members-only blog showers community
H 8 Peud more Reod more Reud more Rend more . . .
marketing. Get ready for your spotlight. members with perks like behind-the-scenes
— . access to the running of the brand, exclusive
0 > A b ip- Thanks for % -
- = Zoom hangouts, art classes, early premieres
HAVE A STORY TO SHARE? o of what's coming up next and “super drops”
(including exclusive colorways and clothing).
z0x Loyalty program members also get points for
purchases they trade in for discounts.
GOOD STUFF
CLEAN WATER
i
PRESS RELEASES
LEGAL STUFF
e oy
TERMS & CONDITIONS
vy fO
ZOoX

5308 Derry Ave Suite P
Agoura Hills, CA 91301

©2021

a ERwwn] D =melo o 33 @ » X EH vs

us CofMMunityMatters CofMMunityMatters 19


https://zox.la/pages/stories
https://blog.zox.la/
https://zox.la/pages/vip

Get the look: Community inspo from leading brands

120

Lego Ideas

A community space for Lego enthu-
siasts, Lego Ideas is a space to share
creations, enter prize competitions,
showcase proposals for new sets and
vote on other models dreamed up by
other fan designers — the most popular
ideas even go to market! Lego Ideas
also gives data to the brand and keeps
fans interested with ongoing contests.

70 IDEAS’  EXPLORE v

g ey

WINNIE THE POOH

“«r e
MEDIEVAL BLACKSMITH

& By Namirob

BLOG v

HOW IT WORKS

Contest

DESIGN A FIRST LEGO LEAGUE ROBOT
MISSION MODEL!

ENTER VIEW DETAILS

Get the look: Community inspo from leading brands

CONTESTS

Win cool prizes

ACTIVITY

Share your creativity

IN THE SHOP

Ideas that made it

SUBSCRIBE TO
LEGO® IDEAS
EMAILS


https://ideas.lego.com/
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Muscle Nation

Gym apparel brand, Muscle Nation,
puts community at the heart of its
brand, running initiatives to give back
to the community. They’ve donated to
a range of charities including Children’s
Hospital, Australian Bushfire Appeal
and Wires, among others. Motivation
to lift weights has never been higher.

COMMUNITY & DONATIONS

w MUSCLE

APPAREL & SUPPLEMENTS

L NOPARKING g5

Giving back to the community is important to us at Muscle Nation.

Since our beginnings, we have been dedicated to contribute, participate and donate to our community
wherever we can. Our vision for 2021 is to engage even further with our community, and strengthen our
community involvement. We are committed to change and making Muscle Nation a community that is

inclusive, supportive and emiowerini. To read our story, click here.

A MN Rewards

Group by Muscle Nation

Muscle Nation Community

& Private group - 22.1K members

About Discussion Announcements Rooms Members

SLaPi®

Get the look: Community inspo from leading brands

B99L D

Events Media Q

Muscle Nation also has a private Facebook group for mem-

bers to connect, chat and ask questions. The brand rewards

customers with loyalty points for following them on social
media. Their staggered loyalty program tiers give mem-

bers a better VIP treatment as they move up.

2% .8

| SILVER |
At this level you're officially crushing it

and you'll be enjoying some insanely cool

VIP treatment.

Entry criteria: $1,500 spent.

Earning rate: 7 points per $1spent

KOk

HI GOLD III
This is where you tick off a massive bucket
list item and officially attain elite status! At

this level you'll also unlock some seriously

awesome and exclusive MN perks!

Entry criteria: $3,000+ spent.

Earning rate: 8 points per $1spent

123


https://musclenation.org/blogs/community/community-donations
https://musclenation.org/blogs/community/community-donations
https://www.facebook.com/groups/200862674213800
https://musclenation.org/pages/loyalty-program
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So there’s the inside

story on why community

matters.

f you used to eye-roll

about the impact

and importance of

“community”, we

hope we’ve pulled

back the curtain on
a few things.

Turns out that the community most
brands think they’ve got is actually just
a customer base. A community, on the
other hand, is much more fascinating
than that.

The Community Matrix, mapped out
the four Community Personas that
exist — Drifters, Lurkers, Supporters,
and Insiders. It showed how each needs
differing levels of marketing effort to
keep their relationship with your brand
sweet.

We learned that across the board,
consumers want three key things for
their commitment to your community:

1. Transactional benefits
2. Experiential perks
3. Brand alignment

Give them all this and in return they’ll
complete the high-value, community-

based actions that will add incremental
value to your brand over time.

You'll have a brand community that
attracts and converts new shoppers,
delivers exclusive experiences that drive
up the lifetime value of your existing
customers and offers you an open and
honest source of customer feedback.

Hey presto: an ROI-positive community
buzzing with Insiders.

To bring all of this theory to life, we
joined forces with ecommerce experts to
show how “community” has the power
to bring all your marketing together to
deliver a strong, ROI-driven outcome.
We saw how your tools and channels
can be used to engage each Community
Persona and get them to complete more
community-building activities.

To top it all off, we celebrated a selection
of community champs. And, told stories
of just some of the brands who are out
there bringing their customers together.

We hope you've learned everything you
need to know about the ins and outs of
customer communities, why they matter,
and how to build your own.
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Convinced that community matters to
your business?

Talk to a member of the LoyaltyLion team. We'll help you build a

community that drives long-term revenue and even longer-lasting
relationships.
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About us

LoyaltyLion helps fast-growth ecommerce merchants turn unengaged
customer bases into active communities that power longer-lasting
relationships and sustainable growth. Use loyalty data and insights to
connect and accelerate your marketing efforts towards one meaningful,
ROI-driven outcome - a community of highly engaged, highly valuable
customers.

“Use loyalty data and
insights to connect”
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https://loyaltylion.com/demo?utm_campaign=Apr_21_Community%20Matters%20campaign&utm_source=ebook
https://loyaltylion.com



