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Introduction

As 2023 draws to its end, the
eCommerce industry is expected to
total $8.1 trillion and account for
20.8% of all retail sales this year.
Despite the ongoing inflation and
economic crunch, shoppers are still
expected to maintain their holiday
spending in 2023. In fact, online
spending is expected to increase more
than overall spending as customers
compare prices and search for deals
among popular online retailers (which
is much harder to do when visiting
brick-and-mortar stores!).

While tidal layoffs had settled down in
H1 of 2023, the lingering sentiments are
expected to continue. They can

potentially influence holiday season
shopping trends. If we go by predictions
and analysis, this year is going to be
crucial for eCommerce brands.
Price-conscious consumers are
expected to keep a tight grip on their
purses influenced by the
macroeconomic conditions. However, on
the bright side, brands can still cash in
on the holiday season by putting value
and affordability at the forefront of their
marketing campaigns.

The one-size-fits-all approach will no
longer be valid this year. With higher
stakes and more conscious customers,
eCommerce brands will have to think out
of the box and walk even greater
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distances to meet their customers’
expectations.

This report explains the trends that are
shaping eCommerce for the 2023 holiday
season and what they mean for
eCommerce brands in the coming
months. It also provides suggestions on
how retailers can prepare for this year’'s
holiday shopping season, apply the right
tech stack, and draw insights from the
hard lessons of 2022.
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Top 4 Insights From
Holiday Season 2022

As we enter the holiday season of 2023 and try to figure out what consumer
behavior is going to be like and how it will impact both retail and the larger
economy, it's worth taking a look at where consumers left off at the end of
2022. Whatever the 2023 season may have in store, you can't rely on mere
assumptions and go in blind. Instead, you need to take an informed,
data-driven approach when marketing for the holidays — and that means
reviewing your historical performance in depth. Following are the factors
that made the Holiday Season of 2022 unique.

2.1 E-commerce Spending Trends In 2022

The eCommerce revenues were impressive. Let's give you a quick overview of
the eCommerce success and some of the major trends in eCommerce
spending in 2022.
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Retail sales grew by

4.8% YoY

Consumers spent

$211.7
billion

on online shopping!

US holiday eCommerce sales
will return to double-digit growth

this year at
11.3% YoY
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2.2 Consumer Behaviour In 2022

Businesses must understand where their customers are
spending their time, know how to appeal to them, and also
understand what they actually want once they are inside
the store. According to Stackla (2022), 72% of online
consumers are more likely to purchase from a brand that
creates a more personalized experience. Hence, analyzing
and tailoring the consumer experience is crucial for the
success of your eCommerce business. Precise analysis
can also lead to creating an effective marketing plan and
maximizing your results.

2022 also saw the return of in-store shopping and the
desire for omnichannel experiences.

Customers returned to stores for both in-person shopping
and pickup of online orders. Although the role of the store
changed during the pandemic, stores have since proved to
be as important as ever. As a result, businesses can opt to
create enhanced customer experiences or offer loyalty
programs to incentivize shopping. This improvement can
happen when you complete and enrich existing customer
data, and discover data about customers who haven't
shared their information via loyalty programs, eCommerce,
newsletter sign-ups, etc.

% of Spend by Channel’
October-December, 2020 - 2022

2020
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35% 34%

2021 2022

M In-Store " Online

[\J
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2.3 Peak Time For Holiday Sales

In 2022, macroeconomic factors led to more people
shopping earlier than in previous years. Marketers kept
up with the evolving holiday shopping timeline. Below
are some of the key differences observed in holiday
sales.

21% of Customers

began their holiday shopping
in October.

60%
of US consumers began their

\
In 2022, holiday shopping
spiked around Mid-October

Christmas shopping
before December.

-
-
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2.4 Holiday Sales By
Product Category In 2022

In line with the trend of 'focus on
celebrations’ and ‘cautious
spending’, shoppers prioritised
spending on gift-giving and
shared experiences to maximize
holiday fun and togetherness.
Meanwhile, they forwent spending
on other items in order to stay
within planned holiday budgets.
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Discount

Club

Grocery

Mass

Drug & Convenience
Footwear & Apparel
Beauty & Personal Care
Off-Price

Sporting Goods
Home Improvement
Department
Grocery Delivery
Electronics

Home

YoY Growth by Retail Subsector’

October-December, 2020 - 2022

2020-2021

W 2021-2022

6%
8%

14%

15%
14%
12%

24%

29%
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What We Learned From
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2022 saw a spike in holiday sales in comparison to 2021. However, the

2023 holiday season is predicted to be very different from last year
Back-to-school

owing to a volatile economy, an abundance of choices, and a shift in
spending is expected to increase.

customer expectations. That being said, some trends from the

previous years are here to stay. Let's take a look at the key takeaways Consumers will be looking for

from 2022, that would be integral to the 2023 holiday season sales. discounts.

In-store shopping is projected to

Four Spending Trends for the rise.

2023 Holiday Season

With so much uncertainty, predictions about this year’s holiday

Customers will favor

smooth purchase
season vary. However, there are four significant trends many and Freturn

sources agree on. experiences.

0 0 0

-
-
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3.1 Kickstart Holiday
Campaigns Earlier

Keeping up with the trends of the season, major
retailers started promotions before November.
With holiday purchases spread across the year, it
proved to be beneficial for eCommerce brands
that stocked up and deployed campaigns earlier
than usual.

People want time to compare prices and look for
brands that offer good deals without
compromising product quality or customer
experience. In fact, 32% of consumers in the UK
said they spent more time researching online
before purchasing last year, compared to
previous years.
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3.2 Integrate Online And In-store
Customer Experiences

Today, customers expect a seamless
experience across various channels. To
improve customer satisfaction, deliver an
omnichannel experience.

87% of customers

expected a seamless transition
between different channels while
interacting with a brand.

(Zendesk)

e The number of retailers offering

buy-online-pickup-in-store (BOPIS)
increased by 43%
compared to the previous year
(1IBM)
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This integration of online and offline experiences Furniture giant Ikea has set a benchmark in

not only caters to customer preferences but also unifying offtine and online customer experiences.
enhances convenience, leading to improved Customers can visit their stores to browse
customer loyalty. through products. Additionally, the store provides

, . consultation with their design executives, free of
Global casual wear brand Uniglo offers a ‘Click & , _
charge, to understand the shopper’s requirements

Collect’ service. ‘Click & Collect’ is their global _ _ , _
and determine which product best fits their needs.

BOPIS option which allows customers to purchase _
Once shortlisted, customers can place an order at

products online and collect their orders in-store , ,
o the store and track the delivery online.
the very next day at no additional charges.
This not only enables customers to see the

furniture in person but the additional consultation

E WEN  MEN WD BARY a 8 o w/ . o .
SEE L humanizes their interactions, subsequently
B establishing a personal rapport. lkea’s
online-offline engagement strategy also boosts
1.DELIVERY OPTION ONCER SUMMARY| | ITEMIS) ECT
e i s Py .07y P g b P 2900 the brand recall value.

SUETOTAL Ri. 2550.00

OROER TOTAL s, 299000
mciiwivw il Al lvess)

Dol MOR 113 days

Ml Motkata! Bangaini Puner Channe - 3-8 Sags
b Eilies 510

OROER ITEMIS

Plaase wial Tor dofivery amall jatout 1.9 days)
w winting shara.
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3.3 OptimizeApps and Websites

Most users uninstall apps within a month of
downloading, due to poor onboarding and
user experience. As the holiday season rolls
in, it is imperative to optimize your website
and app to capture leaving users rather than
lose them to a subpar digital experience or in
complicated journeys.

Contextual nudges and in-app messages are
incredibly effective in boosting retention and
preventing customers leaving..

lkea understands the need for contextual
nudges to promote effortless user
onboarding and deliver a smoother overall
user experience and feature adoption.
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Take a test drive of our new
experience!

We're improving how products are browsed for and
we'd love for you to try it.

=

Take a test drive of our new
experience!

We're improving how products are browsed for and
we'd love for you to try it.

|

Easier category browsing
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3.4 Personalize Campaigns

A reported 72% of consumers do not interact with non-personalized messaging. An increasing demand for personalization combined with a
surge in eCommerce brands set the stage for a competitive online retail landscape. The holiday season and the influx of communication
that customers come across, add to the already compounding competitiveness. So, to stand out, leading brands prioritize
hyper-personalized omnichannel campaigns to create a lasting impression.

eCommerce brands that effectively utilize personalization on their websites have observed a 75% boost in their average page views.
Likewise, creating personalized in-app user journeys delivers the dual benefits of arresting app churn and improving CLV.

Sephora’s use of personalized recommendations makes their campaigns impactful. Based on previous interactions, Sephora displays similar
recommendations.

‘Can't-Miss New Clean Beauty Bestselling Beauty
Picks youll love, minus ingredients you might nat. e here These fan-tavoriies are worth the hype
'SHOP NOW' : SHOP NOW > SHOP NOW »

Holiday Season 2023 Best Practices Guide for E-commerce Brands



48.7239215686274
48.7239215686274
86.1407843137255
86.1407843137255
86.1407843137255
86.1407843137255
https://www.forbes.com/sites/blakemorgan/2020/02/18/50-stats-showing-the-power-of-personalization/?sh=7666af252a94

Sephora’s re-engagement strategy is equally masterful. Anyone who browses through or engages with holiday-themed offers or products

on their website receives personalized messages conveying discounts on other similar products and bundles.

Beauty Offers (7)

30% OFF** All Sephora
Collection

Stock up on must-haves and
routine essentials from Friday,
10/28, to Monday, 11/7.

Beauly Insider members only.
In store & online « Ends 11/7/2022

**Exclusionsiterms apply. Discounts
cannot be stacked

Ly SAVINGS EVENT

=’ TIOLIDAY

(10%
\ OFF
0207 N7 W3 17

Use code SAVINGS

02817

Qur Holiday Savings Event Is
on!

It's time to get gifting! Save on
exclusive beauty they—and
you—will love.

Beauly Insider members only.

In store & anline » Ends 11/5/2022
fExclusionsiterms apply.
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Free Danessa Myricks Beauty
Trial Size

Cut back on shine with the
bestselling Yummy Skin Blurring
Balm Powder.

Free with $25 purchase ®

Beauty Insder members only.

Online only
*Exclusions/terms apply.

Apply

Spend More, Get More

Pick up to six free trial sizes from
Pureclogy, COLOR WOW, shu
uemura, and more!

Free with $100 purchase.®
Beauty Insider menmbers orty.

Online only
*Exclusionsfterms apply

View all

Choose a Complimentary
SkKincare Trial Size

Pick a luxe trial size from
Lancdme, Guerlain, SK-I,
Augustinus Bader, or La Mer.
Complimentary with $55 purchase_®
Beauty Insider members only

Online only
Exclusionsfterms apply.
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3.5 Leverage Customer
Intelligence To Understand Users

2022 saw an increasing need to make
marketing campaigns more data-driven than
ever. As online retail becomes saturated
with options, leading brands are turning to
actionable analytics to connect with their
customers. Identifying customers, and
products or enabling engagement based on
real-time analytics has helped top brands
prove their value to customers and establish
brand recall.

3.6 Target Messaging Based On
Personalized Recommendations

Brands that targeted recommendations
based on customer behaviors had an easier
time capturing customer attention, even

during the peak holiday season when a
barrage of similar messaging flooded the
consumers’ inboxes. Similarly, relevant and
customized product recommendations are
foolproof methods of creating opportunities
to cross-sell and up-sell, and, subsequently,
generate more revenue.

Calvin Klein does a great job of delivering
personalized outbound communications.
This email displays a curated selection of
products, alongside relevant price drops
and discounts. Additionally, their
recommendations and discounts, based on
past interactions, incentivize customers to
purchase products.
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CalvmKlein weis ws s

STILL LOOKING FOR SHIRTS + DRESS
SHIRTS?

WE SELECTED THESE JUST FOR YOU...
CONMTINUE SHOPPING

SHOP BESTSELLERS >

Ty RBEEB
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Planning For
Holiday Season 2023

2022 was the year when conventional wisdom on retail was no
longer applicable and new trends started to emerge. While some
things would not change, holiday season spending most certainly
did and the trends of 2022 are here to stay. So, learning from the
precedent set by retailers in the previous year, here are some of our
recommendations for this holiday season marketing to get the
desired ROI.

41 'Buy Now, Pay Later' Gained Popularity

Amid heightened inflation and high holiday spending, consumers
sought to stretch their dollars further last holiday season with
‘buy now, pay later’ (BNPL) services: short-term financing parsing
purchases into smaller no/low-interest payments. Heading into
the holiday season, 72% of shoppers were worried about the
rising costs of gifts, and almost a quarter of consumers were
worried about their inability to pay off this debt.
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4.2 Start Early

The trend that dominated holiday shopping in
2022 is not going anywhere in 2023. With the
shrinking of disposable incomes and the fallouts
of infiation, consumers have spread out their
purchases across the year. To drive conversions,
it is imperative for your holiday campaigns to
reach customers before November ends.

Accurate data at your fingertips is crucial to make
the right decisions for your online store. You'll
need accurate answers to questions such
as—Which of your products should you procure
more? Which ones to promote and which skews
to drop?

With Netcore’'s A/B Testing, you can be prepared
well in advance to see what does and does not
work. Try different campaigns simultaneously to
find out what is more effective. Our Al-powered
insights will give you real-time campaign
performance data and solutions for possible
problem areas.
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Jaipur Shirmla

e

Offers
Fopular Products

You May Like

In addition, with the help of actionable analytics, change your web and
app messaging and campaigns based on data you have on user behavior.
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4.3 Prepare For Snags Across The Funnel

A lack of connection, insights, and a

holistic view of how your SKUs perform, creates a
chasm between your marketing strategy and your
customers’ expectations. In a world where
customers are spoilt for choice, an out-of-stock
message would not deter them from seeking to
purchase that product elsewhere. The supply chain
challenges of the last couple of years have
influenced customers’ purchase behaviors. Many
have switched retailers in favor of brands that have
adequate inventory. So, before the holiday season
starts, cut down on any snags, and take stock of
your inventory to deliver a satisfactory customer
experience.

With Netcore’s Product Performance for

eCommerce solution, marketers and category
managers can make the right decisions faster and
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ensure optimal inventory management. Soon, with machine learning-based affinity
segments, you can target the best audience by recommending/showing, or hiding
select products.

With triggers for back-in-stock, price drops, and new arrivals, even your customers

will be well-informed.

Haodne
Conversion metrics okt wine

e a o .
Bon 4,000 3,630 1,040 a0 260

[\J
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4.4 0" er Personalized Discounts

This year's shopping behaviors are highly influenced by infla-
tionary pressures. A greater percentage of shoppers are
looking for cheaper alternatives and making use of price
comparison tools. Hence, this holiday season, e-commerce
brands should be prepared for volatile customers and a
decline in brand loyalty.

The most effective method of tackling this is by providing
discounts to your customers. Communicate price drops based
on their preferences. This will arrest customer defection.
Additionally, provide coupons. They can help improve reten-
tion and loyalty even in the current economy.

Netcore Cloud enables you to personalize discounts to each
customer across all channels such as emails, web messages,
push notifications, exit intent pop-ups, and more!
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Ship it Now. Gift it Sooner.

R

s
Order with ground shipping bef PST on 12/15 to get it by Christmas.

FLASH SALE

40% OFF
- 80% OFF

Last day to get 40% off + free shipping % free returns.

Getting the perfect gift has never been this easy.
(It can be a gift for yourself-we won’t tell.)

Online only Use code’ SOGOOD

- 40% OFE..

-+ FREE SHIPPING
& FREE RETURNS
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4.5 Create Loyalty Programs And Early-Bird Benefits Leading To The Holiday Season

The best way to boost your Customer Lifetime Value is to nurture a sense of exclusivity in your shoppers. Early-bird discounts and loyalty pro-
grams are exactly what you need to develop a meaningful relationship with your customers.

ldentify your most loyal shoppers using the Netcore RFM analysis. The RFM analysis maps customer segments on the basis of their recency,
frequency, and order value.

RFM Analysis

£ Need attention ¢r Stars
1(7.69%) 3(23.08%)

High

A At-risk il Unsure @ Rising stars
1(7.69%) 2 (15.38%) 2 (15.38%)

Frequency + Purchase
Madium

¢ Dormant % Hesitant ¥ Novice
1(7.69%) 2(15.38%) 0 (0%)

Low

Low Madium Hiah
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Penmerce Brands

Once you've established the segment you want to
target, userich, detailed, and interactive AMP emails to
give exclusive deals and loyalty points to your most
valued customers. AMP for email is a revolutionary tool
for any brand. It gives emails a dynamic and interactive
web-page-like experience, using AMP components like
carousels and accordions. It also makes it possible to
dynamically update emails from external services, so
the email content is always up to date - no matter when
your recipient opens it.
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4.6 Deliver Impeccable
Omnichannel Experiences

Today’s shopper is looking for the best option,
irrespective of the channel. That's why the
best way to ensure success this holiday
season is to have an omnichannel-focused
strategy.

To enhance your strategy, leverage our
Al-powered omnichannel personalization to
deliver bespoke recommendations to your
users, at touchpoints across the funnel.
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7\ We've missed you!
E,H_ : n_ﬁ} 15% OFF! Use coupon code...

g %i 2
L M R ?J ﬁi h

' Ecommerce Store
" =
. Your cart has items ready... ﬁ > 3,3
‘ 1)
¥ L N T c i *

ﬂ Formal Men's Shirt
$45.00

et
-~
ﬂ :‘;rh"; Running out of stock

L.\ Shop your favorites before .
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Netcore's Al-powered real-time insights can Product Page Widget [
help deploy widgets and curate
hyper-personalized pages based on your Row 1 You May Like
customer’s past interactions. Product Page: You May Like

— " Row 2 Complete the Look

uwr
I=
2
uy
“
b
=
o
=3
]

9 > o & -You May Like B- Complete the Look
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The buck doesn’t stop there, you can drive
engagement further with relevant emails, push
notifications, SMS, and even WhatsApp
messages.

This holiday season, leave no stone unturned.
Take the help of our personalized ads on
Google, Facebook and Instagram. Promote
product discovery and improve conversions by
displaying ads based on users' previous
engagements.
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g Fashion Hub
Sporscrd

Shop Now
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4.7 Use Geo-fencing With Personalization

Smart marketers unanimously agree that it's essential to know your customer, not just for engagement, but also for sales. For your
communication to align with this principle, you need to deploy personalized widgets, push notifications, and web messages based on
your customer’s previous interactions and their geography.

Set a Halloween-themed scene with dark tableware and glassware reminiscent of a cabinet of curiosities to set '
-\ Shop all cookware & tableware

a cozy, festive moad in your home

Menu

| BLANDA
| maTT
Serving bowl

ARTISTISK
Chopping board

>
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lkea’s disparate campaigns for different geographical regions speak to a wider audience. In 2022, their US homepage had curated
collections for Halloween, while the Indian page displayed categories suitable for Diwali.

= Go affordable this festive season

s : > h i

Serveware starting Cushion covers Coffee tables
at Rs.149 starting at Rs.99 starting at Rs.999

.

VISSVASS

; -0 - . L i LED lighting chain
y -y . = | Rs.399
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Understanding user sensibilities can help establish a long-standing relationship with your customers. To achieve this, use Smart
Segmentation to create campaigns for specific regions. Also, use Predictive Segments to explore the nano-segments within the
broader classifications.

[X]Netcore CUSTOMER ENGAGEMENT =° .‘. k) :eLt::?rEV

Audience Maximum 4 live predictive segments are allowed. x

W Overview

Predictive segments Q =me EETT
% All contacts Create, view, and manage Raman-powered predictive segments
= Lists
o Segment info Contacts Segment type Created date

o Segments

% Predictive segment
Likely te Purchase in 28 days

0 Likely to Purchase Jul 16, 2023 12:29 PM
@ Blacklist contacts 3 - 1042
&) Attributes
Likely te Uninstall in 14 days ~ i
1 Us — 445000 Likely to Uninstall Jun 22,2023 12:29 FM
FE User dats table 0- 1038 == lul OB, 2023 12:29 PM
D - 103 ENABLED
= Custom contral group
= 4 Likely to Purchase in 14 days  ~ 29 p
FB custom audience 1000000 Likely to Abandon Cart bt
D - 1034 ENABLED 5, 2023 1229 F
Likely to abandon cartin 7 .. + :
800000 Likely to Abandon Cart JuLOG._ZHUZB 12'2_9 EM
o - 1030 ENABLED Jul 13, 2023 1220 PM
Likely to purchase in 7 days ~ i
800000 Likely to Purchase Jil 08, 2023.12.25 P
D - 1076 ENABLED Jul 13,2023 12:29 FM

6
<& MINIMIZE THIS
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Further, find accurate real-time data
indicative of the campaign performance, for
each segment. Based on these analytics
and Netcore’s Al-powered
recommendations you can refine
campaigns to achieve desired outcomes.
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Customers who will purchase in the next 7 days

Predictive segments based on customer data analysis by Raman

Most likely to churn

O

Cotacts 3,50,000,000 QO

Moderately likely to churn Least likely to churn O
() ()
e 39,8754 P9
App Churn Management

Churn Performance

Last 90 days

15th Jan 2020 - 29th 2020

15th Jan 2020 - 29th 2020

Accuracy

91

86

Most likely to churn

23.5k

14.7k

Churn arrested

238

425

Period \/ Campaign \/

Opportunity loss

10338

8200
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4.8 Focus On Mobile Acquisitions

Mobile app purchases have been booming and
they will only increase during the holiday
season. So a mobile-focused marketing
strategy, heavy on personalized
communication via app-push, SMS, and

WhatsApp messages can give youanupper >

hand. With easy access to the best offers at
their fingertips, most customers would not be
able to resist making a purchase.

To get the returns you desire, use the Netcore
Smart Push solution. Smart Push cuts through
the noise and ensures greater deliverability.

Additionally, Smart Push will allow you to
engage with users better using richer,
personalized media as opposed to the
overused cut-and-dry methods.
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| 3

Hi john,
We picked up some cool shoes for you! s~
Code: RUSH 10 | Use it right away

W oAnr,
 fae gan chaonsd ee sylle e 0 g aoary

| 3

Hi Ann,
Have you checked new collection of sunglasses!

29


48.7239215686274

To make the most out of your mobile traffic
during the holiday season, we bring you
Journey Orchestration. Take end-to-end
control of campaigns and deliver
personalization at scale. This intuitive tool
will allow you to deliver relevant messages
at theright time, every step of the way, from
the time your user starts browsing...

____________________ >

Above all, our Al-generated insights
will tell you exactly how to improve
your app’s performance.
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Creste Campaign —+ Numbar of App Uninstalls saas an increase by 30%

................................ B O B e,
& |
¢ : :
I%" Caonversion journe ‘
] Y :
Engapement .
05% .-[anuarulng \+
Conversion o -J\I E
D'] k] | - Engagament
= . El_ ] 3.0u
=
" I I'.'_._' Canversion o
T e o i (S 504
o ‘
:;-. . Pui.-r.hase ®

Raman Insights

e Nurriber of App Dedly Active Users (DAL] sees & drop by 20% sees a drap by 20%

@ Less Likely to Chum @

2530000
L]

ul Your manth on month revenue has increased by 12% & Fairly Likely to Chum @

£470,000

n | App Push Notification click rates an
Jourmey 10: 35 saw 8 decline by 40%

Create Campalgn -+
® Mast Likely to Churn @ Pourniar of Daily Apg Unanstally saw.an

£230,000 [1] e by 30mt

Number of App Daily Active Users (DAU)

30


48.7239215686274

49 Put Your Best Marketing Foot
Forward This Holiday Season
‘Mask-down Holiday’

In 2023, identifying and eliminating points of

o [m]m]
00

friction across customer journeys in both online
) ) ) Mobile Apps

and offline engagement will be pivotal for g

retailers to deliver satisfactory digital shopping ¢

L]

experiences. If done right, this can amplify sales o

=
o

as well as customer retention. An estimated

,
60% of digital orders are predicted to have oo M eeeeeeee D eeeeeeee
| 32% 45%

some tie to brick-and-mortar locations, either AP
(CRM / LMS/CMS)

to help create demand or to fulfill orders. -

1
\

With these factors at play, the Netcore Ofinebem | = I I | I I N I I I I I
Online-Offline Engagement solution can help

»e

you bridge the gap. A well-integrated online and o
Channel Data

offline engagement strategy can help generate
more opportunities to cross-sell and upsell.
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With Netcore's Unified Customer View, be
it on digital platforms or in traditional retail,
you get a 360° view of individual customer
profiles.

Based on users' digital and offline behavior,
you can convey relevant and customized
communication, offers, and even
recommendations. Beyond this, UCV will
also enable you to leverage each
individual’s preferred channel to ensure
impactful personalized customer
engagement.
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s . @ ’)
Sl - 3.5K

Insurance

BE

5.5K

Car & Motorbike

BE
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410 Re-imagined The
Merchandising With

. . Which type of journey would you like to create? X
One-click Triggers )
All  ECommerce BFSI Q
The checkout line in brick-and-mortar - Pricé drop Back in stock
. . Engagoe with choppere whn coam to Alert n-",(—ﬂ._wflﬁll (ltr\(IIutl.'s ?N.‘\l.
stores are crafted to upsell by displaying Create new B oMo 1 Vo st e
Crizate o new journgy with a
products that customers might otherwise Industry:€-commerce S
miss. This is a well-known merchandising B L
] o ] Stock running out New arrival Convert window shoppers into
strategy in traditional retail. However, the s e ity T My esantiv oo s s R

be interested in your products

modern customer has unique

Industry:E-commerce Industry:E -commerce Industry: E-commerce
preferences that have been shaped by a
wide variety of interests and personal o o meoy
Target customers who have Left Target customers who have left Target customers who have leht
research , accessed from the Comfort Of products in their cart products in their cart products in thelr cart
Industry:E-commerce Industry:E -commerca Industry: E-commance

their personal devices.

Netcore has re-imagined the merchan-
dising strategy to the same effect, high-
lightingeCommerce with the Merchandis-
ing Trigger.
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rpYY ’) f ~y v'
[1T"S BACK!
That beauty you've been looking at is back in stock.
This innovative tool uses automated CHECK IT OUT »

messaging based on catalog information.
It acts as a 24/7 intelligent assistant.

Picture this: your online store catalog is
seamlessly monitored for changes like

LIMTED EDITION,
EXCLUSIVE.

product availability, price drops, and new
arrivals. You, the merchandiser, can set
rules for automatic actions, such as noti-
fying customers about restocked items or
price reductions.

HEW,
EXCLUSIVE

HUDA BEAUTY HUDA BEAUTY

cury Flstrograde Eysshacow Palette.
357.00

LIMITED EDITION,
EXCLUSIVE

HUDA BEAUTY
o Nucla Eyashadiow Falette. $65 00

Ay
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VP SMEAKER LOUNGE
This not only streamlines your marketing

Price Drop Alert!
efforts but also enhances the customer ) .p
An item you love is now 15% off!
experience. As we head into the holiday

season, imagine effortlessly creating a sense

of urgency with FOMO (Fear Of Missing Out) é .
communications. Keep customers informed :

. Lightweight Cross-Trainers
about discounts, promptly alert them when £70-60- $59.50
sought-after products are back in stock, and

promote conversions with minimum effort.

Still deciding? Check out these top items...

e S

Breathe Running Shoe XT Training Shoe
$74.99 $69.99
VIEW PRODUCT VIEW PRODUCT
1530 Sneaker 2530 Sneaker
$95.99 $69.99
VIEW PRODUCT VIEW PRODUCT
i
f v B
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411 Turbocharge Your Campaigns With Gen Al

All'through the holiday season, and beyond, Netcore's Gen Al, will be
your copilot. It will not only boost efficiency and marketing impact but
also seamlessly integrate into your daily tasks— providing real-time

=
alis
—
Effortless
product discovery

using visual
commerce

insights and data-driven recommendations to optimize decision-making.

Imagine a tool that learns and adapts to customer preferences, and
offers a personalized experience for each and every user. Gen Al's
capabilities include turbocharging creativity with Generative Al, refining
campaigns with intelligent feedback, and expediting marketing
workflows from conception to deployment. During the holiday rush, it

advanced

segmentation, enables hyper-personalized campaigns and content at scale—ensuring

Ao e 3 : timely, customized messages to captivate your audience.

With features like natural-language-based insight generation, advanced
segmentation, and Al-powered search, Gen Al allows marketers to work
smarter. It elevates efficiency and transforms strategies into tangible
results. It's not just about getting the message across; it's about getting
Uncover the right message to the right person at the right time, and Netcore’'s
insights using . , _ .
B ersatiorral _ Gen Al does just that. It redefines effectiveness for eCommerce success
ESEa analysisHuy : during the holiday season and beyond.

Holigay Season 2023 Best Pr%:es Gwdfor E-commerce Brands 36



48.7239215686274

412 - Make The Cusrtomers' Inbox Your Conversion Funnel

Customer inboxes during the holiday
season are like a bustling market-
place—flooded with messages from
diverse platforms, each competing for
attention. This constant stream of
notifications and emails can overwhelm
users and, let's face it, make them a bit
indifferent. While traditional advertising
could be a great fix, it often gets lostin
this influx of information, leaving you
with minimal returns. An innovative and
highly efficient solution exists—a way to
captivate your customers’ attention
without draining your efforts and
financial resources. Inbox Commerce!

Eliminate friction and allow customers
to complete transactions wherever
they are, ensuring shorter and smooth-
er user journeys. Inbox Commerce’s
USP lies in its ability to streamline the
shopping experience—from searching
to browsing to checking out—all in one
place: the customer’s inbox! It does
away with redirects and allows users to
stay focused on their tasks, leading to
higher conversion rates for your
business.
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[ X J
M Q_ search
F < |
Spin and save big Inbox D d
9 gI:TI‘JeQWM 815pm ’ PR
Happy Anniversary Sammy
We have spent one year together

To celebrate you,
we have surprise for you

Congratulations!

ar lree
Use code: SSBIG]
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The Netcore
Holiday Marketing
Checklist
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The Netcore

Before the holidays:

[ ] Testappandweb interfaces
for best results

[ ] Launchcampaigns
well in advance

If a customer is about to leave:

[ ] Exitintent pop-ups
with discounts

D Cart abandonment
messages

Holiday Marketing Checklist

On creating the campaigns:

Identify regions and holidays to
customize communication

[ ] Identify nano-segments
to target

If a customer leaves:

Send customized Email, SMS,
Whatsapp etc. with relevant offers
and recommendations

[ ] Re-targetonInstagram, Google &
Facebook using personalized ads

Need help checking all the boxes?
and improve your holiday season marketing plan.
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When customers arrive;

[ ] Communicate offers and discount
through web messages

[ ] Deliver customized product
recommendations

[ ] Leverage nudges tocreatea
sense of urgency or intrigue
(e.g.,'Only a few left in stock’)

Final step:

[ ] Boost your holiday sales
with Netcore Cloud
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https://netcorecloud.com/industries/ecommerce-marketing-platform/

Stay in touch with your \

customers throughout ‘l
their lifecycle 1O

TALK TO US

Netcore

Netcore Cloud Pvt. Ltd.

8th Floor, Peninsula Towers, Peninsula Corporate Park,
Lower Parel (W), Mumbai - 400013

+91 22 6662 8100 | salesteam@netcorecloud.com
netcorecloud.com



https://netcorecloud.com/request-demo/

