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How to grow revenue through simple and personalised communication tactics



Activate
your data in real time to better 

target, personalise, and measure 

all interactions

Connect
with customers through 

seamless email, SMS, 

mobile push, and review 

experiences

Guide
your marketing with built-in 

AI, automations, predictive 

analytics, and benchmarks

Grow

your audience, your 

customer lifetime value, 

and your total revenue

Power
smarter digital
relationships
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~$50B+145k+



2,448 active Australian and New Zealand Consumers
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ENGAGE CONSUMERS WITH ENTICING DEALS

89%
   

   

 

   

  

   

   

   

  

   

 

   

  

say exclusive offers or discounts make the most 

engaging marketing emails. 

TRUSTED PERSONALISATION DRIVES CONVERSION

59%
   

   

 

   

  

   

   

   

  

   

 

   

  

say personalisation influences them to buy, whilst 

also improving the shopping experience for 75%.

PREFERRED COMMUNICATION CHANNELS EVOLVING

90%
 

   

 

   

  

prefer email as a communication channel. However 

33% of Gen Z highlight a growing trend towards SMS.



DOWNLOAD

THE FULL

REPORT



Grow    Protect    Engage



Email subscribers are 2 times more valuable 
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Grow: DECJUBA Insider
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● Provide a loyalty program that gives the user reason to 

be subscribed

● Consistently provide benefits that can only be accessed 

by email subscribers
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INSIDER WEEK
EARLY ACCESS TO 

PROMOTIONS
EXCLUSIVE PRODUCT 

PREVIEWS
PRODUCT TRIAL 

COMMUNITY
PARTNER OFFERS & 

COMPETITIONS
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● Key timings for acquiring new subscribers

○ Lead up to Black Friday (Peak trade)

○ January - New Year, new me clean out mindset

● Achieved a +9% list growth YoY

Tip: Identify the time periods when your list starts to decline 
then plan your acquisition investment accordingly
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OBJECTIVE

Maintain a healthy 
database & drive 

conversion

CHALLENGE

Introduction of one-click 
unsubscribe button

Remain top of mind for subscribers

● How often does our database really need to hear from us?
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● HYPOTHESIS | Maintaining current cadence to our most 
engaged customers while sending less to our lesser engaged 
customers will protect the database and maintain email revenue. 

● TEST FRAMEWORK | Cohort test using Audience Breakdown 
tab to determine which segments provide the most value. 







● RESULTS | 90% of revenue was generated by a specific 
cohort, providing business case to reduce our email cadence
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Protect: Frequency Testing
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● HYPOTHESIS | Maintaining current cadence to our most 
engaged customers while sending less to our lesser engaged 
customers will protect the database and maintain email revenue 

● TEST FRAMEWORK | Cohort test using Audience Breakdown 
tab to determine which segments provide the most value 

Tip: Find and protect your most valuable customers
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● Behaviour-based segmentation

○ Browsed categories or brands

○ In store, online and omni shopper

○ Average order value 

● Utilise dynamic content product feeds to drive conversion

● Preferred channel - eDM or SMS

Engage: Personalised & Dynamic Content

x

Tip: Utilise your customer data to create a personalised experience



Dual Strategy

Set Preferred Channel Flow

Flow Filters:

Has not been in 
flow in the last
30 days

+2 More Conditions:
● OR Opened Email at least once in the 

last 30 days where Apple Privacy Open 
equals False

● AND Person is not suppressed for 
email

+1 More Condition:
● AND Person is consented to receive SMS

+2 More Conditions:
● OR Opened Email at least once in the 

last 30 days where Apple Privacy Open 
equals False

● AND Person is not suppressed for 
email

Allows the Preferred Channel setting to automatically 

re-calibrate based on a user’s actions

Change # of days settings 
throughout this flow to 
adjust how often the 
recalibration occurs - this 
should coincide with how 
often a customer sends to 
All Subscribers 

Change # of event occurrences 
(“at least once”) throughout 
this flow to adjust the 
channel preference threshold



Preferred Channel Flow Example: 
Abandoned Checkout

Dual Strategy

Flow Filters:

Placed Order 
zero times 
since starting 
this flow

AND has not 
been in this 
flow in the last 
7 days

+1 More Condition:
● AND person is 

consented to 
receive SMS

EMAIL

SMS

BOTH +2 More 
Conditions:

AND person is not 
suppressed for 
email

AND person is 
consented to receive 
SMS
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● Behaviour-based segmentation

○ Browsed categories or brands

○ In store, online and omni shopper

○ Average order value 

● Utilise dynamic content product feeds to drive 

conversion

● Preferred channel - eDM or SMS

Engage: Personalised & Dynamic Content

x

Tip: Utilise your customer data to create a personalised experience



Thank you
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