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The digital marketing landscape as a whole has 
undergone a few seismic shifts in recent years, and 
we’re now beginning to feel the impact. Retail marketers 
are facing a hurricane of challenges that are rocking 
conventional approaches to the acquisition and 
retention of customers. 
  
The challenges facing retail and e-commerce brands are 
coming to a head. The Covid-19 pandemic sparked a 
rush to embrace digitalisation. With more brands online, 
all competing for the same ad space, acquisition costs 
have skyrocketed. A study by SimplicityDX estimated 
that the Cost Per Acquisition (CPA) has risen by 60% in 
the past five years.

Alongside this, Apple’s recent iOS privacy update has 
impacted how brands and advertisers can target and 
personalise their audience’s experiences. And the term 
‘impact’ isn’t used lightly - Facebook’s parent company 
Meta estimated it would take a 10 billion dollar hit in 
2022 due to this update. For the full year 2021, 
Facebook ad impressions increased by 10% year on 
year, and the average price per ad increased by 24% 
year on year.

And on top of both factors is the impending removal of 
third-party cookies. An action that will further limit 
brands’ abilities to track users across channels and 
platforms. To maintain the expected levels of customer 
personalisation, brands must now look to alternative 
strategies.

Consumer data acquisition and engagement specialists 
3radical and multichannel audience engagement and 
experience platform Xtremepush believe this moment is 
a golden opportunity. Far from a setback, this perfect 
storm offers forward-thinking brands the chance to get 
ahead of the crowd - but how? And where to start?

3radical’s Commercial Director Rebecca Trivella and 
Xtremepush’s Director of Partnerships Robbie Sexton 
have joined forces to share what they have learned from 
clients and industry experts about how brands should 
counter rising acquisition costs with a focus on 
customer lifetime value (LTV). Shifting focus toward 
retention and reactivation will allow brands to maximise 
conversions and maintain their growth trajectories. 

As two people on the front lines of these changes, 
Rebecca and Robbie are uniquely placed to guide 
marketers on best practices. Read on to find out more. 
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THE AGE OF THE DIGITAL 
CHAPERONE

PRIORITISING LIFETIME VALUE

In the era of third-party cookies, e-commerce brands became 
fixated on short wins. Customer acquisition was the primary 
KPI, and marketers took less consideration beyond the first 
purchase. With acquisition costs rising, progressive brands are 
shifting their focus to retention. As a result, the priority KPI has 
moved on to lifetime value. 

Focusing on lifetime value isn’t just the next best option. It 
makes sense fiscally. Research by Bluecore shows that every 
time a customer purchases from a brand, the likelihood of a 
repeat purchase increases. After one purchase, the possibility
of repeat purchase is at 17%; after six transactions, it’s 52%! 

“It’s about making sure each acquisition is progressed further 
down the sales funnel - just clicking an ad doesn’t make you a 
customer,” 3radical’s Rebecca notes. “Measure ROI not by the 
cost of the first transaction but by the consistency of full-price 
purchases. This will give marketers a better sense of true loyalty 
and customer value.”

Doug Darroch,
Digital Marketing Director,

Renaissance Digital Marketing

- Robbie Sexton, Xtremepush Director of Partnerships

“
”

To truly understand
your customer’s lifetime value,

you need to carefully track their data 
and behaviour as much as possible. 
This could include how often they 

purchase, what they have purchased, 
how much they usually spend, how often 
they use discounts, how often they have 

returns, search data, response rate to 
emails and SMS.

“

”

KNOWING AND UNDERSTANDING YOUR CUSTOMER

The quickest way to move customers along the funnel or journey is to 
know their motives and interests. “Digital marketing has historically not 
done a great job of understanding the online customer,” Robbie states. 
Many retail brands use only clickstream data to personalise consumer 
experiences, leading to hard-sell tactics such as retargeting. Marketers 
should stop broadcasting everything to everyone and seek to genuinely 
understand the customer’s intent. 

This is time for change: “Retailers need to flip the script. Profitable, 
healthy growth often comes less from prioritising CPA and more from 
understanding who is likely to be a high-value customer and focusing 
on engaging with them,” Robbie says. Let marketing teams build 
customer experiences that drive long-term loyalty and lifetime value by 
employing softer engagement targets. Put a greater value on 
understanding your audience and being relevant.
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“There are two levels of personalisation,” Robbie outlines. 
“Firstly, ‘we know your name and your purchase history’ which 
is used to tailor special offers or retarget ads. And secondly, a 
deeper level of understanding by looking at motivation and 
intent. A customer experience based on this data is 
experiential personalisation.”

Experiential personalisation uses earned zero-party data to 
consider various contextual flags. These flags are used to 
deduce a consumer’s sentiment, interest, and motivation for 
looking at specific products or services. This has the potential 
to deliver truly personalised and relevant experiences for 
customers. 

WHAT IS EXPERIENTIAL PERSONALISATION?

To improve the customer experience, 
companies need to guide customers through 
the product or service offering. Rebecca 
advises that brands with an online presence: 
“digitally chaperone the customer to improve 
their experience. Use data-driven 
recommendations to provide a personalised, 
engaging customer experience. Look to add 
value to the relationship and engage outside of 
the purchase. These will help build true loyalty 
and maximise lifetime value.”

-  Rebecca Trivella, 3radical Commercial Director

“
”

You have to make every click work as hard as possible and experiential 
personalisation is the best way to do this.

DRIVING LOYALTY THROUGH 
EXPERIENTIAL PERSONALISATION 
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HOW CAN EXPERIENTIAL PERSONALISATION DRIVE CUSTOMER 
LOYALTY?

“Be as relevant as possible, as soon as possible,” Rebecca advises. At each touchpoint, use whatever 
information is available to personalise the experience - even if it’s limited as you know the category they have 
come to shop for.

From there, open a two-way dialogue by providing space for the customer to share their needs and 
motivations and then listen to them. Use this intent data to adapt 
the customer experience and make relevant recommendations.

For example, many brands offer 10% off the first
purchase in exchange for a customer’s email address.
This is a simple and clear value exchange; however, 
there is no opportunity for the consumer to share
their purchasing intent. Without that information,
marketers will be forced to send generic
communications and hope something sticks. 
The lack of personalisation will make it less
likely that the customer will move along the
sales funnel.  Why not ask for more information 
at this point? What would be the most useful
two data points you could request in exchange
for the discount? 

Instead of asking for their email
address immediately, wait until they are going

to exit the site. If they exit with an abandoned cart,
you can send them a discount for the items they

were about to purchase.

You can also ask for their email address before they have 
added anything to their cart, when they leave the site with an 
exit intent popup. You can look at their shopping on your site 
with CRO tools and email them based on what products they 

were viewing.

Furthermore, you can also try to help shoppers with a 
customer service chatbot while they are shopping. In 
exchange for their email address, you can answer any 
questions they have and follow up with personalised

options based on their chat history.

Doug Darroch, 
Digital Marketing Director,

Renaissance Digital Marketing

“

”
In contrast, add optional opportunities for
consumers to provide preference data to improve
their experience. Who are you shopping for today?
What brought you here today? What type of products
are you interested in? What kind of new product releases 
would you like to hear about? These valid questions can 
help brands create a more relevant and personalised 
experience.

Alternatively (or additionally), work behavioural science 
methods into your strategy. Studies show that 
consumers are more likely to use a discount if they have 
‘won’ it rather than simply given it. By gamifying the 
value exchange and creating an engaging, interactive 
experience, brands can increase the likelihood of a first 
transaction.

Providing opportunities to share preference information 
shouldn’t end at the first transaction. Customers are 
humans with ever-changing needs, interests, and 
motivations. If you successfully solve the customer’s 
need with the first transaction, they probably won’t be 
looking for the same thing the next time they land on 
your website. To maintain relevancy, brands must 
constantly seek new customer information and 
immediately incorporate it back into the experience.
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SEEK TO UNDERSTAND. 
NOT TO SELL. 

Successful brands build long-term customer relationships through trust, respect, and openness, Rebecca 
says. “We’ve seen it work successfully time and time again with our clients.” Treat the brand-to-customer 
relationship as a two-way dialogue, and customers will be able to tell you what they want. Be open to asking 
questions and demonstrating that you heard the answers through action.

EMBRACE TRUST AND TRANSPARENCY

Looking at this from a tech and website
performance perspective, companies need to

make it easy for customers to provide information.

Include buttons such as ‘Did you find this useful?’ within 
an FAQs section, for example, will give you data as to 

whether you need to improve and how to help your site 
performance.

This will also benefit your marketing - getting a 
customer’s mobile phone number, permission to market 

to them, and opening up additional channels of 
communication with them. Data shows that SMS and 

messaging app marketing has a strong conversion rate 
right now, particularly when email inboxes can be 

saturated, and brands are now offering delivery updates 
via text message or WhatsApp, and those are very 

valuable pieces of customer information.

Nathan Lomax
CoFounder, Quickfire Digital

”

-  Rebecca Trivella, 3radical Commercial Director

“

”

       Find out as much as you can about the reasons for purchase so you can better 
serve the customer. That might be nudging towards content, not a purchase 
recommendation. Doing this effectively requires opening a dialogue and an opportunity 
to humanise the customer experience.

“

It’s this personalised experience, built on a motivational context; the digital experience has yet to master. 
However, the technology already exists to replicate and improve this customised experience. And at a much 
larger scale. 
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This is the best way to overcome privacy concerns too. As Robbie follows on: “Customers know there is a 
trade-off between privacy and personalisation. If respect is there, if customers can see the benefit, then the 
relationship will grow.” 

Companies that invest in their customers in this way and develop intimacy with their audience are more in 
control of their future. By avoiding reliance on ambiguous data practices, they’ll also have a more engaged 
following and a much higher customer retention rate. 

Nathan Lomax
CoFounder, Quickfire Digital

I think it’s telling that the likes of Coca-Cola, 
Mercedes and Heinz now have an e-commerce offering - 
and that it’s not about a sales channel; it’s about the data 

they’re collecting.

PepsiCo’s Senior VP and head of e-commerce, Gibu Thomas, 
said that e-commerce is giving the company ‘data on what 
people are doing versus what they say they will do’, while 

Jean-Philippe Nier, head of e-commerce for Kraft-Heinz’s in 
the UK and Ireland, believes that ‘the long-term window of 

this platform is to get closer to our consumers. We see real 
value in this channel to be an insight and data channel for us’.

I think we’re now moving into an era where businesses are 
beginning to understand just how powerful customer data 

can be - beyond simply sales numbers.

If you’re in a shop with limited options, you might still buy 
something. If you’re on a website with multiple options, 

you’re likely to buy something which is perfect for you, and 
that could transform the way you view future product 

development.

“

”

By opening up a two-way dialogue with customers, marketers will begin to better know their customers. 
This open communication creates positive outcomes for brands and customers.

If brands provide a space for customers to share their preferences, interests, and motivators, they will 
receive much richer information than clickstream data or third-party cookies. As Robbie says: “Data drives 
the insight. The insight drives the systems.” So the richer the data, the better the insights will be, and the 
more effective, relevant, and personalised the customer experiences and communications will become.

THE DATA AND TECH THAT MAKES IT HAPPEN
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TOP TIPS FOR RETAILERS
In the face of soaring acquisition costs, increased competition, and a cookieless world, here are four top tips 
for retailers looking to mitigate declining marketing outcomes. 

1. Pivot your KPIs: To increase customer retention rates and lifetime value, these must be the primary KPIs 
that marketers use to assess the success of campaigns. 
And, if marketers are still ultimately judged on new acquisition ROAS, your customer retention rates and 
profitability will continue declining.

2. Build feedback loops into your customer journey: wherever customers are in the journey, they should 
always be able to share their preferences, interests and comments. Each touchpoint should use the data 
from past interactions to adapt and improve the experience, making it as relevant as possible.

3. Show you are listening: asking customers for feedback doesn’t show that you are listening. Actioning 
that feedback does. Brands that collect data but don’t act on it will create a mistrustful and irrelevant 
experience. For a customer, there’s nothing worse than a brand re-asking for data they already have.

4. Let customers control their preferences: in a trust-based environment, customers should be in control of 
how a brand communicates with them. Choosing the platform, frequency, and contents of communications 
means that brands can deliver greater relevancy. In addition, customers will be more engaged with the 
marketing communications they receive because it comes on their terms.

5. Add context to lifecycle comms with zero party data. Conversations with customers are deeper with 
zero-party data. Using consumer names is only one part of the puzzle. Add context by using consented 
location data; where are they right now? Is there an event nearby that they might enjoy? Consider ways to 
deepen the conversation and engage your consumers on a level that surpasses standard segmentation, 
such as high LTV or, better still, enhances it. 

The more relevant and personalised their experiences 
are, the more valued customers will feel - and the more 
they will trust the brand. Research by Deloitte showed 
that customers most associated with their favourite 
brands with trustworthiness, integrity, and honesty were 
the emotional factors. 

So, as customer trust in a brand increases, the more 
likely they’ll share personal information. More data from 
the customer provides greater insights for the brand. 
The greater the insights, the more relevant and 
personalised the customer experience will be. A better 
and more relevant experience will make customers 
more likely to return and repeat it.

This virtuous cycle leads to higher retention, greater 
repeat purchase rates, and increased customer loyalty 
and advocacy.

E-commerce has massively increased 
competition and, indeed, has rung the death 

knell for some long-established names. And if 
there’s little to choose between products, 

what’s a customer to do? The answer is return 
to the brands who have delivered on what they 

said they would, over and over again. And if 
they can’t deliver, they’re up front about it and 

let you know.

If you can’t trust someone, are they going to be 
your go-to person for help and advice? No. And 
if you can’t trust a brand, you’re not heading to 

them for your next purchase.

Nathan Lomax
CoFounder, Quickfire Digital 

“

”
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WHAT DOES THIS LOOK LIKE IN 
REAL LIFE?
Understanding the theory is great, but how can you increase an uptick in your KPIs for real? 

This example shows an example of a pre and post-purchase journey that helps guide the consumer, uses 
contextual data to enrich the experience and builds a deeper relationship. 

The below flow shows the experience of a consumer purchasing a tablet for a child and the ongoing journey 
triggered by their intentions and the zero-party data collected. This example shows how to create a two-way 
dialogue using a request and reward approach. The request for information, where the company actively 
seeks to fill the gaps and enrich the consumers’ profile.  And the reward: where the company is actively and 
instantly using that information to bring contextual recommendations to the consumer. 

Touchpoint Consumer Journey

A Consumer visits an electronics company website to research buying a 
tablet for their child.

B (Request for information)

Pop-up survey asks the consumer who they are buying for, and they 
respond “for a child’

C (Reward for information)

Brand emails consumer a TechRadar article “best tablets for kids’ and 
includes product recommendations such as tablet cases and head-
phones for children.

6. Build and grow the conversation. Use your data for more than just transactional comms. For example, if 
you asked your consumer who they were buying for from recent interactions and they said their child, ask 
them their age. Start to refine the data through further interactions, and then plan content that will motivate 
your consumer to engage with your brand. 

7. Keep your data up-to-date: Customers are humans whose needs and motivations constantly change. To 
reflect this, brands should consistently provide opportunities for customers to update their preferences. 
Individuals will unlikely have the same purchasing criteria the next time they land on your website. People 
stop drinking, they become vegan. They no longer work in an office and no longer wear business clothes. 
People change, and so should your data. 
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D Consumer purchases an Android tablet and opts into a newsletter and 
other marketing comms from the company at checkout

E (Reward & request for further information) 

Consumer is emailed a celebration of purchase email with content on 
how to set up tablet security for children. 

The customer follows a link to another short survey asking, “How would 
you like your kids to spend their time using the tablet?”

●	 •	Games
●	 •	Education
●	 •	Music
●	 •	Learning	&	Education

Consumer selects Learning & Education

F (Reward for information)  

Email	to	the	customer	provides	further	tailored	and	personalised	content	
around their purchase and cross-sells another product to be considered: 
“We have these great recommendations for Education Apps your kids 
might love on their tablet.”

Using Learning & Education & Child as indicators of these preferences. 

G (Reward for information) 

Company sends an email 14 days post-purchase promoting accessories 
and tablet cases for kids tablets with further product recommendations.
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CONCLUSION
As the online retail market becomes increasingly saturated, brave and forward-thinking brands are switching 
off from cookie-fueled marketing. Very soon, all brands must make this leap or land in deep water.

To know and understand the customer, brands must allow consumers a voice in the brand-to-customer 
relationship. Foster trust and transparency by adopting an earned data approach and building an experiential 
personalisation strategy. By pivoting focus and success metrics onto customer retention and lifetime value, 
marketers can simultaneously mitigate the loss of cookies and rising acquisition costs. And ultimately take 
control of their future.
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