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CDP (Customer Data), CDXP (Customer Data Experience), MA
(Marketing Automation). Quali le differenze e quali usare per

incrementare le Performance Marketing degli E-Commerce




Gabriele Taviani

Oltre venti anni di esperienza nel digital
marketing in ltalia, UK e Brasile, ha
realizzato piattaforme di Advertising
Trading Desk, Behavioral Tracking e di
Retargeting per l'e-commerce. Stato
E-commerce Director di Emozione3d
(SmartBox Group) e Digital Officer di
Bottega Verde. Autore di «Retargeting
N . Management», Hoepli 2017 e Docente
principale della MasterClass «Digital
Marketing per I'E-commerce e il New
CEO - Co Founder Slymetrix Srl Retail» di Netcomm Academy.
Consultant - GTaviani Consulting

Gabriele Taviani
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Oggi parliamo di:

Ecosistemadati

Data Management Obiettivi Marketing

Ecommerce Marketing
Data Driven

Comportamento Utenti

Tracciamento Utenti
( MA s Marketing Automation

Segmentazione Utenti

Automazioni comportamentali

Piattaforme Digitali Cdplcdxp

Analytics
Regole Automazione

Intelligenza Artificiale Comunicazione Dinamica

ECOMMERCE GROWTH

Oggi vendere online diventato molto
complesso. Attirare e Convincere i clienti ha
costi sempre piu alti e competizione sempre
piu aggressiva.

Il successo del E-Commerce per il futuro
dipende dalla capacita di fidelizzare
utenti/clienti come in una sorta di Club.

La Marketing Automation per un
e-commerce, rappresenta una strategia di
marketing digitale che usa le tecnologie
come strumenti per analizzare e ottimizzare le
performance tramite I'analisi comportamentale
degli utenti fidelizzandoli al club di vendita
online.
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E-Commerce Marketing
Data Driven

e
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Data Driven

data

e TROVARE & TRACCIARE - | dati, prima di tutto,
devono essere identificati e tracciati;

e RACCOGLIERE & ORGANIZZARE - | dati devono
essere portati in un archivio (DataBase) accessibile data
e gestibile; COLLECT

e LETTI & INTERPRETATI - | dati archiviati devono
essere letti e interpretati in termine di informazioni e
tendenze;

e USATI perle OTTIMIZZAZIONI - La comprensione
dei dati deve consentire I'ottimizzazione delle
strategie al fine di ottimizzare e migliorare le
performance.
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Data Analytics e/o0 Management

DATA ANALYTICS DATA MANAGEMENT

Analisi di dati caricati in speciali Gestione dei dati da analizzare
dashboard & reports in sola lettura. nelle dashboard e nei report.
Possibilita di applicare filtri di Gestione in termini di scrittura e
lettura dei dati. modifica dei dati.
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Landing zone (interfaces)

Ecosistema Dati Marketing

Data Systems

Decision Systems

4 N\
Traffic Data

TDP

Delivery Systems

Golden
Record

User Data Mart

g User Reporting

- J

\_

CDP

Customer
Data

Platforms

DMP
Channel Data
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Platforms

Mobile Engagement
A/B Testing
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Retargeting

J

+ Display Advertising

Custom Audience

/II
N

(2]
£
—
£
©
o
=
(=
[9)
=
5]
(o)}
@©
=
[
=
s
@
=
S
o
(2]
35
O

~

> Tracking ")
Site Analytics ® . .
>
Traffic > Budgeting = Dati comporta mentali
Channel Adv Data - CANALI MEDIA
Platforms Platforms > Performance
- /
(/ )
User Data
> NBA Advisor
User Analytics

Dati comportamentali
UTENTI ONLINE
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E-Commerce: Obiettivo Business

P

SALES INCREASE

OPTIMIZEMEDIA  (E3:E i

INVESTMENT
INCREASE SITE VISITORS & ACQUISITION COST
QUALITY DECREASE

www.ecommercegrowth.academy
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Unknow

Relevancy

Profit

VISITOR NURTURING

ACQUISITION
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E-Commerce: Obiettivo Marketing

ICLV

Improves
Customer

s L 24 ifeti
Unknow  Known  Responsive  Prospect First Time §,” Repeat Inactive e Lifetime Value
\ Customer Purchaser Customer Customer
Time
Identify | Capture | Engage  Convert Develop Mature Reactivate Retain
VISITOR LIFECYCLE CUSTOMER LIFECYCLE

fonte: https://www.bloomreach.com/en
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Marketing Automation
Strategie & Metodologie
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Marketing Automation

La piattaforma tecnologica di
marketing automation rappresenta
appena il 20/30% di un progetto
di digital marketing automation.

La componente principale della
Digital Marketing Automation e’
rappresentata dalla analisi e
riorganizzazione con
automazione dei processi di
business.

L’Intelligenza Artificiale offre
nuove frontiere e nuove
metodologie di disegno dei
workflow di automazione
campagne pubblicitarie e relazione
con gli utenti riconosciuti.

FECOMMERCE GROWTH

The difference in process design

Expert approach Machine Leamig
& " Training Data
v "* v M
\: v
[ worse [
© Trained from examples
O Designed to solve O Decison rues are complex and based
specific problems on many factors
© Decision rules must be © Rules are leamed and created by machine
programmed by humans based on the data

www.ecommercegrowth.academy




Marketing Automation

SETUP EXECUTION

' ™ ) ) f

Contact Site/app = Audience

Registration [ tags } 8 © [ definition } [ Dashboards }

L J _ f_i E Segments

@ o S population/exchange @ @
e ~ © a

n

Profiling

workflows L
optimizations

{

&
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Behavioral @
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CRM - CDP
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User/Customer View 360°

A
Profilo At [] I]
Contatto LA ou0 '
:: Sales c
Al Based Sentiment

' ) Analysis Service
Dati Consensi
Dettaglio I -
-
' L off
Segmenti Comunicazioni ers Marketing
Statici (TAGs) r : f
Analytics Q_f in
Sggmep’q Visite Integrations Social
Dinamici Integration
(Funnels) Log D¢
Automazioni [.lll.l %N
Communities o= . I l l
- a s
® = nalytics
Eventi A
Communications
@
EECOMMERCE CROWTH
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Popolamento: Eventi Contatto

v purchase
cart
visit
phone call
other
reservation
cancelled
activation
meeting
Visite pagine speciali offer
download
login
Meeting online e fisici transaction

o app status
Download di files app type web

Signin e Login app type manual
app type retention

Aggiunta prodotti nel CARRELLO Sop \ype upasts

loan status

Profilo Contatto

Eventi

Contatti Telefonici

. loan order
ORDINI online first loan

repeated loan
any

5\
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racciamento comportamentale
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Riconoscimento Utenti Online

- e

Conosciuto Targettizzabile

e Non riconoscibile e Riconoscimento e Riconoscimento Possibile
e Disponibili solo le Possibile e Utente autenticato (loggato)
sessioni di visita e Sessione dettagliata e Sessioni dettagliate con storico
e Nonsiapplica GDPR con informazioni interazioni e dati personali (CRM)
storiche delle e transazionali
interazioni e Possibile relazione 1tol
® GDPRsiapplicain e Dati protetti da GDPR
alcuni casi ® Necessita permesso trattamento

b
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Ingaggio dellutente in CRM

Funnel Segmentation @~ ~@_sales

Click in Track Link @ RFM Segmentation @

Send
Communications

®
Re-Sales @

TSR NN

St\ wois s

® siteVisit
Contact Sync
® y

\‘ Product Page (API)
Visit /
Site

Registration

e
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Tracciamento Comportamentale
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3rd Party Data 1st Party Data Zero Party Data
@ O s
2021 2030
Dati Utenti raccolti Dati Utenti raccolti Dati Utenti forniti e
tramite Cookie terzi tramite Cookie autorizzati
installati nel sito proprietario nel sito direttamente dagli
e-commerce e-commerce utenti del e-commerce
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Segmentazione
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Segmentazioni Comportamentali

(N) Prospect
NO_ATTIVO

Non reagiscono alle
comunicazioni multi

gou

®AC

Marketing
Automation
Importazione Redi o
i Segmentazioni eglst(a2|on|
Iniziale Multi-Canale Online
CEN G ) Static
TAG Import J TAG Rules
Aggiornamento Comportamenti
Periodico Segmentazioni n
Multi-Canale MOBILE APP

MERCE GROWTH

my

Con file import.
In seguito
automaticamente

da App

Hanno acquistato
almeno una volta
online

2 funnel: online e
offline che tracciano i
vari stadi fino alla

canale vendita
(N) Prospect Dynamic
> ATTIVO > FUNNELs
Compi(:)no ‘aziloni sulle
acauisane
(N) Prospect Dynamic
1 CLENTE > RFM

Posiziona il cliente nei vari
stadi sulla base della
frequenza e volume spesa.

www.ecommercegrowth.academy




Segmentazione Statica (TAGs)

LIVELLO O LIVELLO 1 LIVELLO 2
MERCATO SILOS COMPORTAMENTALE

ITA eCommerce Cliente < 1 anno
SPA Negozi Cliente > 1 anno
ITA Catalogo Registrato < 1 anno

Registrato > 1 anno

22 Go to the previous version of the contact card »
Dashboard
Emma RUSSO
- o A—
Details and tags : ma pal ran@gmail.com %851
R —
o : SCORING
Rules and workflow State Prospect Action v
See more ¥
=
Messages
8 W Addtag - Add standard detail = Add file to contact's repository
@ a
Visits Tags Sort ~
& 18V_LACUINTA (1) 1BW_LACLIINTA (1) ACTIVE (1) CARRELLO_ABBANDONATO (1) CUSTOM _DETAIL 4 0(1) GMAIL29 (1) INTERESSATO (2) LA (1)
Analytics
. LACLIINTA (1) ORDER (1)
(l fonte immagine: SalesManago

A
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Segmentazione Dinamica

Segmenti: Funnel Segmenti: RFM
Raggruppamento dei contatti del CRM e .
commerciale per segmentazione 26 733

StO r| ca. Number of contacts ;

Ogni CRM consente l'inserimento di
utenti in gruppi legati alle relazioni
commerciali: Posizione Geografica,
tipologia di rapporto, durata e fedelta
della relazione (cliente), ecc.

Saver

Visita sito, 11827
I Scheda prodotto, 6312

La segmentazione importata dal CRM M Carrlo 4199 o
. . . . W DoCheckOut, 1064 g
rappresentera il riferimento storico W Creceou, 315 : 1633215
M Order, 3016 o & ®

pre automazione.

fonte immagine: SalesManago
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Automazioni
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Regole di Automazione

+ Add events + Add conditions + Add actions
EVENTO/STATO

x &

,H Contact opened any email 4
2 L]
c
o
>
w l
x A

,um Contact visited url x

%) % T |
5 e
s .
°
c
o
o

If YES * * If NO

ho Add tag to a contact xi‘ “0 Add tag to a contact xﬂ

Actions
L)
ol

AZIONE
+ +

fonte immagine: SalesManago

&
OEZECOMMERCE CROWTH www.ecommercegrowth.academy

M



https://www.bloomreach.com/en
https://www.gtaviani.com/budget-ecommerce-marketing-consulenza/salesmanago-support-service.html

Campaignh Automation

[ EVENTO/STATO }

-
{g‘%gggmfgn: CROWTH

fonte immagine: SalesManago
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Campaign Automation vs Segmentazione

/ :
PROSPECT / > e &
P

| AL — " R
: = off
! EMA”_ LY wpomeemen: L :

E fonte immagine: SalesManago
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Piattaforme Digitali
CDP/CDXP

e
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CRM Automation Tradizionale

Point Solutions

CRM CRM

E WEBSITE

MOBILE APP

E OFFLINE

S

{gﬁggggmm CROWTH

eEmy

fonte: https://www.bloomreach.com/en
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CDP: Customer Data Platforms

CRM CRM

E WEBSITE

D MOBILE APP

OFFLINE

@

@E;@g@;ﬁnnf CROWTH

CDP

fonte: https://www.bloomreach.com/en
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CDXP: Customer Data Experience Platforms

CRM  CRM E @
| . - /
E WEBSITE / g
cDxp — .
D MOBILE APP N @
| e

&
&= OFFLINE £ ’

fonte: https://www.bloomreach.com/en
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SalesManago CDP

Sorgente Metodj di Canpli dj
ata esecuzione comunicazione

1 Email :
\9 - marketing Sito web

Ad
networks
& DMP
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Personalisation Framework

Call
center
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Scheda contatti 360°
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an
en
Dashboard

®

Details and tags

o

Rules and workflow

Messages

@
Visits

e

Analytics

Notes and tasks

Y

Sales and funnels

FEAY
=

Al
Recommendations

$

External events &
coupons

LGy

Consents

Company

0
Mobile

Other

ECOM
e eACAROEMY
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CDP/CRM - Scheda Profilo

-
Gabriele Taviani
. =
Dati Dashboard 9 Email n——
Profilo [ 4393472353465
® O comeery om0
Details and tags
i p <
Gabriele Taviani , el
o [ R 42 SCORE
Ridles and warkiow © gabrie@brokerad.co | 20099 Sesto san Giovanni
| wi
Analvti Q o “so3e72353465 | oy
nalytics 0 ;
Y ) P - O s
Contatto Messagas o
state Other
o kil @ siney  isesizn
N Vsis [ o R
@ oo
bl S "
e Sandand detals @ oo ossacen 12
Analytics ( N
dstncat
desk
—_ P
Storico o =)
Notes and tasks Website visit promoter
Attivita «
Y ||
Sales and funnels Dictionary details
C Added to segment
1 LK No data
A
Supporto Recommendations | eanee l
Vendita
S
External events & Wieadx
LA coupon:
[aee|
Eventi Congents
Esterni
B ags List of sales campaigns
Company CRM_TEST (1] DOTTORD_FORM_OK (1) _—
. L0 APUNTAMENTO TAVISITA m NELAMENTO Segmentazio
Mobile g ne
Consensi nov YU v o s
GDPR Other

fonte immagine: SalesManago
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Scheda Contatto: SCORE

Il contact score rappresenta un indicatore riassuntivo

qualitativo del contatto. Lou Williams
9 Email lou.williams@rhyta.com Edit
1 : 94
Lo score rappresenta anche un'importante O e s
. . . . . . 2 SCORE
segmentazione dei contatti con il valore numerico in O comrry  syemsarcmon
. . N . See more ¥
punti. Infatti pud essere usato nelle regole di e
. A X Set scoring for visiting website
automazione e nei workflow di campagne per
H H H— H B® Newvisit on a website - direct enter
configurare gli stati e le condizioni. B Newviicon i direct ne o =
E? New visit on a website - enter through clicking an add ®
,’;_,Q New visit on a website - enter through search bar e -
;‘L@ Clicking through other subages Qo :
Events €x Conditions €x Actions €x
that will trigger the automation process in order to verify if the contact fulfills that will be performed Set scoring for contact's activity in a relation to recieved messages @
them
BP opening an email Q@ o
Q :
scor | Q i I a or R Opening an email sent through proxy Q :
g : b’ Clicking a link in an email ° 10
3 Tag scoring is greater than or hQ Add scoring to tag 5
@ equal to }é Contact scoring reached Ref Clicking a link in an email sent through proxy 0 15 2
+ )
@ Add scoring to a contact
2 i + :
,m Contact scoring reached ,@ Contact scoring exceeded o ; Set scoring for contact's activity in a relation to Facebook @
,@ Set scoring
. : o
,@ Contact scoring exceeded ’é Z:i:’c;)onng is greater than or o cicing-Lie o =
] a2 .
3 Contact reached the scoring §;  Contact reached the scoring W cloeg: vnime o o
@ inthe stage of the funnel @  in the stage of the funnel @ Adding a comment ®
@° Deleting a comment @ 0
(I fonte immagine: SalesManago
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acquistano.

|< # ContactsList

Lou Williams

9 Email
° Phone
© ooy

Hourly analytics of contact activity

256

20%

Scheda Contatto: ANALYTICS

Analisi comportamentale di ogni singolo
utente nel CRM. gli analytics oltre a
rappresentare uno strumento di analisi
comportamentale del singolo utente nel
CRM, rappresentano STATI per le regole di
automazione. Per esempio inviare una email
ai contatti che spendono oltre 3 minuti alla
settimana nel e-commerce ma che non

louwilliams@rhyta.com
786-258-5329

System Star GmbH

See more v

Hourly contact actvty

SCORE
raon v

Filter v

94

00:00 01:00 0200 03:00 04:00 05:00 0600 07:00 08:00 02:00 10:00 11:00 1200 1300 1400 1500 16:00 17:00 1800 19:00 20:00 21:00 2200 2300

EZECOMMERCE GROWTH

[< @& Contacts List
s
=
Dashboard -
Lou Williams
i 9 Email lou.will h Em[
mal ou.williams@rhyta.com
Details and tags @rhyt 94
T
SCORE
Rules and workflow (i) company System Star GmbH Action v
See more ¥
Messages
Visits Filter v
@ N
Date Duration Source Source details URL Scoring
Visits
2019-05-28 14:11 00:03 computerstore.com Event fproductl
'™ 2019-05-26 14:11 00:03 computerstore.com Search engine Iproduct2
Analytics 2019-05-24 14:11 00:04 computerstore.com Email conversation Jproduct3
2019-05-2314:11 00:01 computerstore.com Advertisement /fproductd
= 20190517 14:11 00:04 computerstore.com Direct Iproducts
Notes and tasks
20190517 14:11 00:02 computerstore.com Direct Iproducts
Y 2019-05-1314:11 00:05 computerstore.com Direct fproduct?
Sales and funniels 20190514 14:11 00:04 computerstore.com Advertisement Iproducts
2019-05-09 14:11 00:04 computerstore.com Referral Jproductd
&
hnd 2019-05-09 14:11 00:02 computerstore.com Direct /product10
Al
Recommendations A
Show 10 ¢ entries < Previous Next >
External events &
coupons
The most frequently used devices
<
Consents
Company
pany. 54 O O cy Device Visits Date
a s 0 54.00% 54 04-06-2019
e Desktop All visits Last visit
Mobile Desktop
@
Other

fonte immagine: SalesManago

www.ecommercegrowth.academ



https://www.bloomreach.com/en
https://www.gtaviani.com/budget-ecommerce-marketing-consulenza/salesmanago-support-service.html

Scheda Contatto: EVENTI

v purchase
Gli eventi sono speciali Lou Williams part
registrazioni di azioni completate . (= L —— e
da parte dell'utente e associati al " O rrene s 94 ::‘:;e i
suo profilo. a O s reservation
Messages cancelled
Gli eventi sono informazioni . activation
fondamentali al fine di avere degli | e d | | | meeting
stati sui quali attivare le e R 5 i offer
condizioni e relative azioni di = o o - - j j download
automazione. el s e [l > login .
v transaction
Gli . | e app status
i eventi possono essere @ couen e T
registrati direttamente dalle s memn o g ::z g:: R
piattaforme di MA o inviati alle B app type retention
piattaforme MA tramite speciali o app type upsale
Beacons web (javascripts o apis) loan status
o Beacons fisici. s loan order
0 first loan
e repeated loan
e @) any
@ fonte immagine: SalesManago
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Regole Automazioni
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Regole di Automazione flussi

EVENTO/STATO

Contact visited url

Contact came from the
phrase

Contact came from the
source

Contact has entered the
beacon zone

Contact clicked on a link in
the email

Contact opened email

Contact opened any email

Email received from contact

Email sent through proxy

SMS has been delivered

Contact responded to SMS

Contact was tagged with

Tag scoring is greater than or
equal to

Contact scoring reached

Contact scoring exceeded

Contact reached the scoring
in the stage of the funnel

Contact has been opted in

Contact has been opted out

Contact has been added to
the system

SRR MNDORD D NG

Contact has been readded to
the system

Contact has been added to
the stage in the funnel

New contact detail

Modified contact detail

Task finalized

Contact filled in zip code

Contact has new main owner
/ co-owner

New external event occurred

External event has been
modified

Social event occurred

Contact RFM segment change

Added note to contact

Birthday email was sent

Upcoming date from a detail

Contact clicked on banner

Contact clicked on banner
from the group

Consent assigned to contact

b

(8

o

o

a
DY

Contact visited url

Contact came from the
phrase

Contact came from the
source

Contact clicked on a link in
the email

Contact opened email

Email received from contact

Contact received given
amount of emails

Contact opened the email
sent through proxy

SMS has been delivered

Contact responded to SMS

Contact is tagged with

Contact scoring reached

Contact scoring exceeded

Tag scoring is greater than or

equal to

Contact reached the scoring
in the stage of the funnel

Contact is on the stage in the

funnel

Contact has been opted out

Contact has a detail

Contact has a main owner /
co-owner

Contact state

Contact has main owner in
users group

Contact has note

New external event occured
Mobile contact is in dynamic
segment (SALESmanago
Mabile)

Social event occurred

Parcel delivery via
Paczkomaty

Contact is in RFM segment

Date from a detail

Consent assigned to contact

Contact visited website

Contact is subscribed to the
newsletter

AZIONE

Y]
“©

8 T MM MBI N R

Send email to a contact

Send alert to user

Send SMS to the contact

Send Web Push notification

Send a dynamic Web Push

Send notification to a contact
(SALESmanago Mobile)

Add tag to a contact

Delete tags

Add scoring to tag

Add scoring to a contact

Optin contact

Opt out contact

Opt in contact for sending
SMS

Opt out contact of sending
SMS

Set scoring

Add a contact to stage in the
funnel

Delete contact from funnel

Change the contact’s state

Add note

Add task for the user

Add / change contact detail

Set main owner / co-owner

Add/ delete contact in the
group Custom Audiences

Identity sex
Draw new owner from users
group

Generate a coupon for a
contact

Run another automation rule

Display banner

Send to Zapier

Send email after abandoned
cart

Send email with last viewed
products

Send information about
executed rule

Send a dynamic email using a
scenario

A/B/X Test

Run Website Automation rule

fonte immagine: SalesManago
ERCE GROWTH
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Regole di automazione campagne

A\
Y

EVENTO/STATO

CONDIZIONE

AZIONE

ECOM
ACRJEMY

Contact has been added to the
system

Contact clicked on banner

Contact clicked on a link in the
email

Contact opened email

Contact has been added to the
stage in the funnel

Contact has been readded to the
system

Contact scoring reached

Contact scoring exceeded

Contact RFM segment change

Contact visited url

Contact was tagged with

New contact detail

Modified contact detail

External event has been modified

Added note to contact

MERCE GROWTH

[Ed
3
2o
A
El
EX
3

Mobile contact is in dynamic
segment (APPmanago)

Contact is on the stage in the
funnel

Contact opened email

Contact clicked on a link in the
email

Contact is tagged with

Contact has a detail

New external event occurred

Contact has main owner in users
group

Contact has a main owner / co-
owner

Contact is in RFM segment

Contact has been opted out

Contact received given amount of
emails

Contact scoring reached

Contact scoring exceeded

Contact visited url

Contact has note

fonte immagine: SalesManago

Send email after abandoned cart

Add / change contact detail

Add note

Set main owner / co-owner

Add tag to a contact

Add task for the user

Add a contact to stage in the
funnel

Add / delete contact in the group
Custom Audiences

Delete contact from funnel

Delete tags

Display banner

Draw new owner from users
group

Generate a coupon for a contact

Send email with last viewed
products

Send alert to user

www.ecommercegrowth.academ
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Canali Comunicazione
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Comunicazione Diretta Dinamica

From: Demo (demo@salesmanago.pl) & iR B
Subject: Lorem ipsum & 2019-06-05 0

Text Image Button Image + Text

Unreadable mai? St

Image + Text (row) Image + Text + Button  Image + Text + Button Social Media

STREET

J— - . I
‘ \ £ ~ l J Separator Separator + Text Preview image group
-

Preview [ sovanced

St - L%

MAN WOMAN ACCESSORIES CONTACT

[conced RS

Check what may interest you in our store: HTML code Opt-out link Product frame (column)  Frame with product

choose {column)

Product frame (row) Frame with product Banner
choose (row)

name name
category category
description description
price price
Button Button

fonte immagine: SalesManago
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Popolamento Audience Media

Speciale integrazione tra le piattaforme di MA e

Business Facebook. Lintegrazione consente da no | e
parte de”e piattaforme dl MA d| creare de”e Description Utenti passivi alle eMail (not open)
Custom Audience negli account di Advertising Opsaait
Facebook. Custom audience che verranno Adaccount Your ad account
alimentate e tenute aggiornate dalle regole di MA
in termine di inclusione ed esclusione utenza. —
m Remove automation rule
Le custom audience dinamiche vengono popolate #Addevents  +Addcondtions  +Add actions
da Regole di automazione (Rules) che includono 2 Fy d.
ed escludono utenti nella audience sulla base S Clageed e sage e x
della soddisfazione di Eventi e Condizioni. - &
s
. 4+

Attenzione! "@ & 2 (©)
Le piattaforme di MA passano i dati di profilo alla T e i | e | [ ] [mo
piattaforma Facebook la quale usa i dati per *
|dent|ﬁcare gli UTENTI FACEBOOK e includerli 3 3 " ) JL P s [ orioci Sratie i rareis
nella audience. Se i dati di profilo sono L o = f = aidanyconiton and dsal
insufficienti le custom audience saranno limitate Contag s Contamahe™™ . *
(audience minima fb 1000 utenti). +
Per esempio se il vostro CRM ha profili business .. /e jcore
con email aziendali sara difficile costruire una + Add automation e 7
custom audience.

fonte immagine: SalesManago

f/

2N
EECOMMERCE CROWTH www.ecommercegrowth.academy


https://www.bloomreach.com/en
https://www.gtaviani.com/budget-ecommerce-marketing-consulenza/salesmanago-support-service.html

%@

gou

®AC

Personalizzazione Contenuti

Speciale Wizard che consente la configurazione passo a

passo di un web beacons con un form di registrazione da
includere in una landing page o in una area di una pagina
esistente.

[l wizard consente la configurazione del form e dei
diversi passaggi del workflow:

e Tipodiform
Form di registrazione
Pagina di conferma (incorporata nell’area del form)
eMail di conferma registrazione (interattiva)
Settaggio delle segmentazione (creazione TAG)

Nel form possono essere configurati campi che andranno
a popolare il CRM. oltre a creare una scheda con tutti i
dati che verra relazionata alla scheda CRM. Possono
essere anche configurati Campi speciali (tipo GDPR) che
andranno a popolare i campi di autorizzazioni relazionati
al record di CRM.

MERCE GROWTH

my

Type

Contact form Thank you page Confirmation email Display settings

Richiedi il tuo Codice Sconto

Sei un Retailer? Hai diritto a un sconto fino al 100%
€0,00 invece di £995.60
Per l'ingresso al Forum Retail 2019

Inserisci i tuoi dati e riceverai un codice sconto
per ottenere IL TUO FREE PASS

Dichiaro che I'azienda che rappresento & una azienda di RETAIL e che il codice sconto che
otterrd per l'acquisto del biglietto sara personale e non verra ceduto a terzi.

Email

Nome e Cognome

Funzione Aziendale

_ { Thank you page l l Email message l | Confirmation email '

fonte immagine: SalesManago
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Intelligenza di esperienza

5\
{gggggymu GROWTH www.ecommercegrowth.academy




Intelligenza Artificiale (predictive)

Database coverage

73.40%

of your database is covered with Récommendations
for a product

Recommendations
for a contact product recommendations for
the category Collaborative

filtering @

Graph of relations between categories and products @

Category relations Product relations

The chart presents 19 v categories.

ECOMMERCE GROWTH

emy

Top 10 recommended categories

Lighting
Beds
Sofas
Armchairs

86.11% becoratons

of your database is covered with Plants
product recommendations for
the category Collaborative
filtering @

318 300 200 100

Ratio of recommended products in the 10 most popular categories
@ Lighting
@ Beds
Sofas
@ Armchairs
@ Decorations
@ Plants

B
E

200 300

Number of the products for the category [l Number of the recommended products for the category

53.63%

Total number of products in the category
Lighting 1 55
Number of the recommended products in
the category

Recommendations selected on the basis of the chosen product

ARMCHAIR BLACKPOOL

Chosen product

9925
ccomrrentten peves

vse

Recommended products

64 445 A
icccmreresanpover recrnenertaion power [secomenenabon pome

80 EUR 3EUR 25EUR 340 EUR 30EUR
ARMCHAIR BLACKPOOL. FASTIGA PLANT TRENT LAMP ENNELL BED COLLIFORD LAMP.
semchars. plarts Ughtng Beds Ughiing

E=n

fonte immagine: SalesManago
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Raccomandazioni per utente

Edna Oliver
9 Email edna.oliver@teleworm.us Edit
° Phone 904-436-0695 Consent v
' SCORE
i) company Red Baron Electronics Action v

See more ¥

Al Recommendations

o III

Your e-shop
Mixed statistics with weight
123,99 59,99 1699,99
HiFi Headphones Mouse G3 Ultrabook 2k17
headphones aptop 19,99
Pendrive UltraX
Det usb
( fonte immagine: SalesManago
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Analytics
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Analytics Dashboards

Total sales - last click in mass email (top 5] @

Total sales - last click in email sent through Workflow

Total sales - last click in email sent automatically

Cross Ch | Attribution - tr, { b Last 7 days Itop 5] © through automation rules [top 5] ©
Last 30 days Last 7 days Last 7 days.
4 \
100% o e y e"‘“
——-u-u--!mnuﬂ—-- b W)
80% . . EEEEEEEEEE Namw Yo LZ,‘('( Name  Value & Name  Value
© Don't... 3 = £
0% . . . . . . . Dant; o ® Newp.. 8272333 © Aband.. 64 740.00
putf i il B =] - i Quick.. 6721271 Dyna.. 5260125
40% S= B oy oy | Happy.. 5844583 Summ.. 5170208 Dyna.. 4046250
[ ®
20% o Dot B 0% . © 9Step... 4675667 —Now promoion ®Winb.. 4136167 J—Avardoned car ® Welco.. 3237000
I.. l...- MmO . @ Simin. 175578 Quick campaign o — Oynaric emai -
0 n:::varw- nave agi. 5o ross-.. 15510, S nb.. g
— 1o Profitable Loyalt... — e
CPP PR RL L LI P22 00BN N i A — i back o Wnicoms mestage
P N Cross-selling W Win back email
Best conversion paths (top 5] Total sales - UTM [top 5] © Total sales - last click in mass email [top 5] ©
s e . Last 7 days ys
I Mass email [clicked] [l Email from Workflow [clicked]
F ion frame [cli Referral [ Email from rule [clicked] Name Number ,y
Search um™ Search [ Search 5 Name Value e Name Value
& ® newsl..  10790.00 ©Dont.. 9351333
[UT) [ Search 2 email 8766.87 Newa.. 7597958
= )
Most popul gories - ber of products sold © sodal 674375 Happy.. 58445.83
Last 7 days Search Diihelardl B o ® summ..  5395.00 M Oon'tmiss it Exia 0% .. @ OStep... 46 756.67
Email from rule [clicked] > [ F— St A ik ol e
= ® banner 202312 M Summ.. 1753375
enat o Happy Bithday! We have .
Name Number Search | Referral 2 [ — [ 9 Steps to Proftable Loyal..
Mass email [clicked]  bamer N Summer time - check out our ...
@ Lighting 824 =
; Total sales - last click in most popular Total sales - key in most popular Total sales in most popular
Armchairs 674 sources © sources @ supporting sources ©
Last 7 days Last 7 days Last 7 days
Shelves 561 \| \| \|
Name  Value Name  Value Name  Value
@ Storing 449 ®Mass.. 29222916 ®Mass.. 22793874 ©Mass.. 19871583
@ Tables 337 ® Emailf.. 25851041 ® Emailf.. 20163812 ® Emailf.. 175787.08
‘ © Emailf.. 202312.49 \ ® Emailf.. 157803.74 \ ® Emailf.. 13757250
@ Chairs 262 Recom... 157354.16 Recom... 12273625 Recom... 10700083
W Vass el [ciched] W Mass email (clicked] W Mass email (clcked)
@ Benches 187 I i s Wordow feicked] © Referral 123 635.41 ol o Worklowfcicked]  © Referral 96 435.62 - o Woktowcicked]  © Referral 8407208
P Lighti Ammnchairs o e tes becked| W Emall from rule felicked] W Email from rude (clicks
titing R Search  56197.91 st Search 4383437 g Search 3821458
Sheves NN Stwing W Tabes @ Tetiles S Recommendaton e flcked Recommendation kma clcked Recammendation ke clcked
Reters UM 3371875 Aeter SUM 2630062 Aeter

BN Chers EEEEEN Benches NN Textiles

Sewch I UTM

fonte immagine: SalesManago

Search W UTM

Search [— UTM

o uT™M 22 92@
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1st Party Data: Server side TAG manage

Client Side Environment

MERCE GROWTH

my

Server Request

Website Server

ES)
o

Devices @1

Google Tag Manager Container
Client Side

/’é

Customer’s Cloud

T

MA data

- - -7 ~
7
Google Tag Manager Container \ )
‘ Server Side I Third Party Servers
; | | Analytics Data ’
' J >ad
: ! Conversion Data .,
| -> ¢
| sk
T

Facebook Data o~
= £

Google Tag Manager

Marketing
Automation
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Event Tracking & Registration

21 Click >

SM - Event - AddToCart @ Fired

Tag Details

Properties
Name
Type

Firing Status

HTML

Supporto document.write

Firing Triggers
/ CO-AddToCart
Filters
+/ add_to_cart_trigger

+/  gtm.click

Display Variables as O Names @ Values

Value
HTML personalizzato
Succeeded

“<script type="text/gtmscript">var _smid="8pbjstu88lc5giet”; (function”
“(a,b,f,c,e){a.SalesmanagoObject=b;a[b]=a[b]| | function(){(a[b].q=a[b]"
~.q||[1).push(arguments)};c=document.createElement("script");c.type=""
“text/javascript";c.async=10;c.src=f;e=document.getElementsByTagName ("
“"script")[0];e.parentNode.insertBefore(c,e)}) (window, "sm", ("https:"="
~=document.location.protocol? https://": "http://")+"endpoint/static/s"
“m.js");var d=new Date;

sm("extEvent", {owner: "marketing@intondo.com" ,email:"gtaviani@gmail.co
“m",contactExtEventType: "CART",date:d.getTime(),description: "AddToCar"
“t",products:"1-1648808209-36412" ,value:google tag_manager["GIM-NZH2J
“T2"].macro(280) ,details:["338527" ], externalld:"43296"+d.getTime()});"
“</script> *

o+

o+

false

contains add_to_cart_trigger
Google Tag Manager

equals  gtm.click

~

Number of rule activation for all contacts

Date

=]

2022-06

>

&
v v 2 v

S

& ¢ &

Rule details

; N \.f.,\

o

v

<3
s
ol o
&

R

S
9 &
S &

&

B Activated

> (@ Actionsifyes
v

’ (C“‘ New external event has occurred: Rodzaj zdarzenia: CART, Description: AddToCart ‘

M

{g‘%ggggm CE CROWTH

LY emy

fonte immagine: SalesManago
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Google Analytics 4 <> Marketing Automation

Tutti gli account )
@

.'l Analytics _ Q, Prova a cercare "Panoramica degli utenti" im0 b4

P Istantanea report Eventi: Nome evento A ~ o / Personalizato 1giu-21giu2022 v [ < A~ /2
In tempo reale
Q_ Cerca... Righe per pagina: 10~ Vaia: 1 < 1-10di13 )
Ciclo di vita A~
A L Nome evento + n Conteggio Utenti totali Conteggio Entrate totali
cquisizione eventi eventi per
@ ~ Coinvolgimento
Utenti ¥ per Segmento di pubblico
= Panoramica coinvolgimento 399.185 36.158 11,04
100% del totale 100% del totale Uguale alla media N AllU
Eventi s sers
1 page_view 117.996 35.838 3,29 1
2 user_engagement 89.877 21.226 4,23 89,58%
Pagine e schermate
3 view_item 60.598 29.879 2,03 SEGMENTO DI PUBBLICO UTENTI
» Monetizzazione
4 session start 45.704 35.755 128 All Users 86
Fidelizzazione Purch e
5  scroll 37.749 12.822 2,94 ic asers
Utente ~ . o CRM Users 4
6  first visit 32.221 31.825 1,01 —_
»  Dati demografici
g 7  SM_UserVisit 9.907 73 135,71
» Tecnologia
8 view_search_results 4113 767 5,36
9  MakeOffer 332 105 3,16
10 add_to_cart 232 164 1,41

( O Libreria

-
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Soluzioni di Marketing Automation

ActiveCampaign >

salesforce

FA\ Adobe

(® sduasaidjanel

g From start to play

| | | = E’ | mailchimp
= @ sendinblue

https://www.g2.com/categories/marketing-automation#grid

www.ecommercegrowth.academy
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Soluzioni di CDP/CDXP

(5] o bloomreach

SALES /' 'manago

L (..} DABRA
3 % our Customer, Enjoy the Experie
SaRR=E |
hell

) twilio

ouTIES | - ‘
Niche T . Webz ngagé\

Satisfaction @

https://www.g2.com/categories/customer-data-platform-cdp#grid

@
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Quanto costa allanno la CDP/CDXP?

Small Medium Large

Tecnologia € 9.600 € 48.000 € 96.000
Servizi € 11.500 € 23.000 € 41.500
TOTALE € 21.100 €71.000 € 137.500

Tecnologia

Risorse Interne da dedicare:

1 1-3 2-5

S

&
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Consultancies
e Digital Distribution Projects
e eCommerce Marketing Coordination
e International Digital Markets
o  Europe (Milan)
o  America (New York)
o Latam (Sao Paulo)
o Asia(Singapore)
Vertical Services:
e eCommerce Budget & Forecast
e eCommerce Tracking & Analytics
e eCommerce Marketing Automation
e Facebook Advertising
e Linkedin B2B Business Influence

E
{g‘% ECOMMERCE CROWTH

>GTARAUIANMI

' digital commerce growth

www.gtaviani.com
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. @ A 4

Customgr St_Jpport & Service Pl S AL E S mana g (o) oD

Servizio di SetuP € Partner marketing automation Partner
Maintenance per clienti che e ALES manage

usano la Piattaforma
SalesManago.

New Customer Activation
Opportunita di abbonamento
alla piattaforma SalesManago
con Sconto fino al 50% e
setup incluso nel valore di
licenza.

www.gtaviani.com

&
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La soluzione modulare che
mette al centro |'utente per
massimizzare le Performance
lavorando sul Customer
Journey: analizzandolo e
ottimizzandolo in modo che la
destinazione, ovvero l'acquisto,
venga raggiunta con rapidita,

massima efficacia e continuita.

Tutto questo grazie all'utilizzo
strategico dei dati.

Contattaci

Performance centered
e-Commerce

DESIGNED AROUND YOUR CUSTOMER

ﬁ@ </>

v =]
STRATEGIC
PLANNING ‘ BUILDING

Creiamo l'ecosistema che
permettera di mettere in atto la

strategia.

AMPLIFYING

Massimizziamo le performance
razionalizzando i flussi di pushing.

Raccogliamo dati e profiliamo il
customer. Analizziamo la
situazione attuale per tracciare la
strategia di vendita online futura.

Rl

OPTIMIZING

Infine, nel creare un modello di
misurazione costante, ne curiamo l'ottimizzazione.

®



https://o-one.net/it/contacts?utm_source=Webinar_taviani&utm_medium=presentazione&utm_campaign=webinar_automation_slide&utm_id=WEBINAR_AUTOMATION_TAVIANI

Prossimi Eventi LIVE

@ 2 N e

L)
GTAUIANI ECOMMERCE GROWTH 20 Ottobre 2022 [ MaRREE R 0

digital commernce growti ACADEMY diatal commerce arowth Su

Linkedin

%‘E E—Glll\ll{ll\llllinci
Iscriviti E(:IIMMEM:E c?mwnl BOOSTER

su ACAdEMY 15 Settembre 2022
Linkedin | 12:00/13:00

Iscriviti

12:00/13:00
>
i »

E-Commerce Marketing Data Driven.
Come tracciare, raccogliere, organizzare e
utilizzare tutti i dati di e-commerce marketing
per ottimizzare le performance.

Ultimo trimestre di vendite del 2022.
Definire gli obiettivi e programmare le iniziative di
vendita forzata per raggiungere obiettivi annuali.

E-GIIMMEIIGE

christmas

Iscriviti sales
ECOMMERCE GROWTH
. su ) ACAdEMY 17 Novembre 2022
Linkedin 12:00/13:00
»
L

E-COMMERGE
\ Can Buriget & Forecast
lll g@ 2023

EGIIMIHACEEEEEEEIIWTII 19 Gennaio 2023

12:00/13:00
»
L

Iscriviti
GTRUIANI

digitat commernce growth

su
Linkedin

Pianificare i Costi con gli Obiettivi di
vendita e fatturato del 2023.
Programmare gli strumenti di Business Analytics al fine
di monitorare le performance giorno per giorno.

E-Commerce e Natale 2022.

Strategie e idee per accelerare le vendite nel ultimo mese
del 2022, sfruttando al massimo la-domanda del
BlackFriday e del Natale

)
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https://www.linkedin.com/video/event/urn:li:ugcPost:6944955698053046272/
https://www.linkedin.com/video/event/urn:li:ugcPost:6944955050133749760/
https://www.linkedin.com/video/event/urn:li:ugcPost:6944955050133749760/
https://www.linkedin.com/video/event/urn:li:ugcPost:6944956201969319936/
https://www.linkedin.com/video/event/urn:li:ugcPost:6944956201969319936/
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GRAZIE!

Arrivederci al prossimo Evento
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