
10 success stories
of World's largest brands implementing 

Customer Engagement Platform



We like innovation 
and challenges.

Working with market leaders, we create 
unique implementations that help us boost 
their sales results and at the same time 
improve the Marketing Automation market. 
We’re raising the bar.

Get to know 
the implementations of 
brands that are paving 
the way for other 
companies.



Challenges:

Solutions:

● increasing the conversion of 
anonymous visits to the data of 
potential customers

● increasing customer retention
● personalization of mass 

communication
● sealing the shopping path

● Behavioral and transactional 
segmentation

● Welcome program
● Rescue of an abandoned cart
● Product retargeting
● Dynamic content on the site
● Birthday e-mails



On the product page there is the possibility of buying the 
product individually or in a dynamically matched set 
created with the SALESmanago Copernicus algorithms.

The system calculates the level of rebate on the whole 
set offered to the client (within the framework of 
standards accepted by the client).

30% of conversions 
among buyers for the first time 

are generated by sets



Dynamic e-mails adjust the list of products individually for 
each customer. The message is sent automatically after 
the visit on the website which has not finished with a 
purchase.

higher OR and CTR compared 
to mass communication1200%

We use different types of dynamic emails:
● product retargeting
● abandoned cart
● activation when there is no purchase for X days



Challenges:

Solutions:

● Parallel system implementation in several 
different websites
○ delonghigroup.com
○ livinshop.it
○ kenwoodclub.it

● Improving the quality of communication 
with potential clients

● Using the ROPO effect to increase sales 
(research online, purchase offline)

● Event management - landing pages 
with registrator for culinary workshops, 
e-mails reminding about the upcoming 
event

● Dynamic e-mails with recommended 
recipes

● Segmentation based on interest in 
various content sites

● Using lead generation tools



Popup encouraging to subscribe to the newsletter in 
exchange for a discount for the purchase of a specific 
product. The content of the popup varies depending on 
which product is currently covered by the promotion.

New users are subjected to lead nurturing in order to 
build a permanent relationship and increase retention.

160% increase in the conversion
of a pop-up compared to a static 

subscription to the newsletter



Generating leads by creating landing pages with 
registration for cooking workshops. Subscribers receive 
automatic messages informing about the course and 
reminding about the date of the workshop.

average OR 
of messages sent to participants52%

The process is supported by dynamic culinary 
recommendations depending on the selected workshops 
and the products viewed on the website.



Challenges:

Solutions:

● A wide group of customers with 
diverse shopping preferences

● Keeping the customer's interest in the 
offer from visits to the site to 
finalization of the order

● Generating secondary website traffic 
and re-orders

● Behavioral and transactional 
segmentation

● Rescuing abandoned shopping carts
● Product retargeting
● The use of machine learning and AI 

recommendations to activate inactive 
users



We have implemented mechanisms of automatic 
message sending, in which products are tailored to each 
client (gender, type of footwear, clothing).

The system collects information about visits and the 
contents of baskets to remember the preferences of 
each user.

400% higher OR and CTR 
in relation to mass communication



Using SALESmanago Copernicus Machine Learning & AI 
to build product recommendations based on the 
behavior of other website users and recommend 
products preferred by users with a similar profile.

The system sends a message with such 
recommendations in order to activate users who have 
not returned to the site for 30 and 60 days.

increase in OR and CTR  
in relation to mass communication 
with the current offer

200%



● A wide range of devices and packages
● Possibility to cross-sell additional 

services (TV, internet, home phone)
● Customer has many touchpoints in 

which he can see the offer

Challenges:

● Implementation of omnichannel 
communication

● Application of recommendations to 
increase sales of services and 
additional packages

● Taking up sales activities when the 
contract with other service providers 
are about to expire

● Use of own product recommendations 
engine based on DWH data

Solutions:



After visiting the website that does not end with the 
purchase, the customer receives an automatic email 
containing:
● an offer for a product that was browsed (here: TV)
● information about the company's offer connected to 

the product (eg access to subsciption of streaming 
serivces)

● an offer for phones that contact has been interested 
in recently

57% OR and 19% CTR 
of dynamic messages



Mass newsletter communication contains product 
recommendations selected by:
● dynamic recommendations based on the last 

customer activity on the website
● Customer's own algorithm based on data from DWH

The messages are personalized with customer data.

Over 50% higher OR and CTR   
than static, mass offers

50%



● Limiting marketing activities only to 
anonymous visitors and leads

● Conversion of leads to customers
● Building relationships with leads from 

the first contact

Challenges:
● Intelligent lead generation using 

dynamic content
● Dynamic welcome message
● 1-to-1 personalization of offers for new 

contacts

Solutions:



Anonymous users leaving the site receive a personalized 
form showing device they were recently interested in, 
where they can leave their details to obtain an offer.

Information on the products that interest them are from 
the beginning used for behavioral segmentation for 
specific devices, producers and types of services that 
customers want to use.

220% higher conversion 
than static content



All new users added to the database receive a welcome 
email containing:
● general welcome information and presentation of 

the company's offer
● product recommendations based on the history of 

customer visits (device, offer, price in the case of 
installments)

● offer for alternative devices to the one calculated in 
the same offer

54% OR and 27% CTR  
for a welcome message

54%



● Communication is carried out to 
consultants, not the end customer

● A very diverse and extensive 
purchasing history of consultants

● Large size of the shopping basket

Challenges:
● Integration with the customer's own 

CRM system
● Implementation of personalization for 

mass communication
● Dynamic messages to increase sales
● Using detailed data on consultants to 

target the campaign

Solutions:



The campaign of one of cosmetics brands, varied 
depending on the recipient's segment.
In the emails for retail recipients, the product is 
recommended dynamically. Depending on the products 
purchased and the time that has elapsed since the last 
purchase, email contains recommendations based on 
previously purchased products or a cross-selling offer.

162% increase in OR 
in relation to mass mailings



We use a list of dozens of different parameters 
describing the profile of a consultant to target regular 
promotional campaigns
● segments of consultants
● purchase history
● behavioral profile
● number of loyalty points
● time since the last purchase

30% higher OR and CTR 
compared to non-targeted campaigns30%



● Big competition of companies allowing 
taking first loan for free

● The use of call center in the 
application process

● A comprehensive set of information on 
current customers and the need to 
adjust offers

Challenges:
● Integration with the customer's native 

CRM system
● Dedicated scenarios for displaying 

promotional forms and banners as part 
of the client's website

● Alerts about the activity of monitored 
contacts on the website

Solutions:



Dedicated popup directed exclusively to monitored 
contacts who do not consent to communication by 
e-mail.

After clicking, the user can change their subscription 
settings and start receiving offers via e-mail.

12% conversion 
for recovered marketing consents



The campaign targeted for anonymous users who spent 
at least 2 minutes on the site and browsed at least 5 
subpages. Activated at the exit from the page.

Lead acquired in this way goes straight to the call center 
with information about the need to take immediate 
contact.

7% conversion rate 
 of anonymous users to leads7%



● Low conversion in online channels
● The need to efficiently handle queries 

from various Internet sources
● Implementation of a common 

communication tool for many car 
showrooms

● Building loyalty among people who 
made a purchase

Challenges:

● Segmentation and routing of leads to 
the appropriate car showroom and 
salesperson

● Personalization of all communication 
with the data of the assigned 
merchant

● Lead nurturing for new leads
● Sales alerts informing about hot leads 

activity

Solutions:



Each lead has a company and a sales associate assigned 
to it, so that when receiving a message with the current 
offer, it is always signed with the data of the appropriate 
salesperson with whom it conducts the sales process.
Bulk messages look like they are sent directly from the 
box of this merchant.

50% increase in OR 
personalized messages 

compared to bulk

17% increase in sales 
for leads acquired online



● Relatively large size of the shopping 
basket and the potential for its 
enlargement

● Providing clients with the most 
personalized experience in the buying 
process

● Increasing the Customer Lifetime 
Value

Challenges:
● Behavioral and transactional 

segmentation
● Personalization of mass 

communication
● Product recommendations in e-mails 

and on the website
● Recovering abandoned carts
● Progressive acquisition of customer 

data

Solutions:



Encouraging customers to make further purchases by 
providing rebate codes at a specific point in time. 

The amount of the rebate code depends on the value of 
the customer calculated as part of the RFM analytics.

180% higher OR and 915% higher CTR
compared to current communication



Personalization of the shopping process does not only 
include product retargeting and rescuing abandoned 
shopping baskets, but also providing ready shopping 
baskets built based on customer's purchase history.

Mass messages contain personalization of offers, thanks 
to which content always remains relevant for customers.

Over 50% higher OR 
mass communication 
from the market average

50%



● Combination of on-line and off-line 
sales

● Increased customer retention and 
continued interest in the offer after the 
visit

● Providing salespeople in stationary 
stores with information about the 
customer’s profile

Challenges:
● Segmentation based on location and 

assigning customers to stationary 
stores

● Finalization of purchases started 
online in a stationary store

● Implementing dynamic e-mails that 
increase conversion

Solutions:



First, we implemented a set of dynamic messages to 
increase on-line sales
● saving abandoned carts
● product retargeting

E dynamic e-mails compared to mass sales campaigns:

400% 
increase

 in OR 

1200% 
increase
 in CTR 

200%
 increase in 
conversions 



Integration of the VOXBOX application allowing the 
creation of interior designs using products from the VOX 
offer.

The project can be downloaded after leaving the data 
and customer can schedule a meeting in the nearest 
store to see the products he used live.

20% of new contacts 
come from registration in VOXBOX

22,5% sales 
conversion



Contact

info@salesmanago.com
www.salesmanago.com

+44 20 3936 4391

mailto:info@salesmanago.com
http://www.salesmanago.com

