
7 HABITS FOR
LONG-TERM RETURNS
Campaign Best Practices



www.swrve/demo 2

INTRODUCTION
Ever wondered why some brands just ‘know’ how to talk to customers 
effectively? And why others seem to irritate more than communicate? 
The following 7 rules will show what great brands do effectively - and 
what others get wrong.

In today’s mobile-first multi-channel world, the stakes are higher than 
ever before. Yes: it is easier to talk to customers and prospects. But 
with the audience often overwhelmed with communications it is also 
easier to be ignored or worse.

The truth is that the world of marketing has been turned on its head. 
While consumers used to passively ‘receive’ campaigns, they are now 
active participants, using mobile and other emerging channels as an 
inter-linked ‘personal digital assistant’. Effective brands realize that 
bringing relevance to a fragmented customer experience will drive 
engagement, revenue and loyalty.

By following these 7 rules, you can improve and innovate to create 
real-time, relevant experiences that engage every customer and 
optimize every experience.

Enjoy!

Hi Lynn! Welcome to AppX – complete your traveler profile and get 
upgrade boarding priority.

Slide for more

APP X | Day 1 9m ago

APP X | Day 1

Hi Lynn! You have a gate change at JKF.

Slide for more

7m ago

APP X | Day 1

Hi Lynn! Chelsea Cookies has a pre-flight gift ready with purchase 
of a coffee in the food court nearest to your new gate.

Slide for more

2m ago
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1. BE TARGETED
Smart marketing is targeted marketing. This has always been the 
case, but in today’s world of big data and unparalleled consumer 
insight, there is literally no excuse to be in the dark any more. 
And failure to target is costly. If the consumer doesn’t like a print 
advertisement, little harm is done. If that same person doesn’t 
like the messages you’re sending to their phone - you have a real 
problem.

Now, more than ever, you need to target and you need to target 
at a granular, individual level. Consider, as an example, a wireless 
carriers mobile app. They have a wide variety of customers - from 
prepaid, to postpaid, all on a wide variety of plans and devices. 
Say we wanted to upsell pre-paid customers to contracts. We could 
of course send a message to everybody who is currently on pre-
pay. That’s targeting in a sense, but certainly not an effective way to 
approach this issue.

BE TARGETED1
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Instead, let’s do the following:

• Create a segment of customers who are on pre-pay for at least 
6 months. Then integrate data streams from the operational 
business to limit to those users who have spent more in at 
least 2 of the past 3 months than they would on an equivalent 
contract.

• Deliver a personalized message to each of these customers. 
The more personal the better: “Hi Marina - you spent $31.47 
on mobile charges in the last month”

• Trigger this message to be sent via multiple channels (push, 
email, etc.) in the hours following the customer’s most recent 
top-up-the moment when spending money on their phone is 
front of mind.

• Deep link the campaign to the app or site where the customer 
can easily sign-up for a contract - so that the trail does not go 
‘cold’.

Actively track how well these campaign is engaging customers, 
and delivering upsell. Iterate as necessary.
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That’s a smart way to approach a large challenge 
(increasing the percentage of pre-pay customers 
migrating to contract) by winning a series of 
moments experienced by individual customers. 
Of course this is just a single example. There are a 
multitude of options for targeting users.

They range from specific usage patterns on 
multiple channels, through demographic data, and 
integrating streams from other systems as in the 
example above. Whatever options you choose for 
your campaigns, always make them as precisely 
targeted as possible.
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2. THEY ARE TESTED
We’re privileged as digital marketers, across almost all the channels 
we work in. We have access to huge amounts of data, relating to 
almost every aspect of user behavior. And we’re able to deliver 
new user experiences and marketing experiences at the touch of a 
button (if you’re not able to do that, have a word with your marketing 
automation provider).

With that being the case, it should be obvious that every campaign 
you deliver should be tested. For the avoidance of doubt, that means 
that in pretty much every case, A/B tests should be run that ensure 
that each aspect of the campaign (audience, content, offer, timing, 
creative) is optimized.

In a world of real time communications, you only get one chance. 
Testing helps sure you put the best possible foot forward and give 
yourself the best possible chance of winning the moment.

The alternative is usually just guessing what might work, possibly 
after sitting around a table arguing about the alternatives. That’s 
both a waste of time and energy, and an easy way to ensure your 
interactions aren’t as effective as they should be. So if you ever find 
yourself debating a decision: if at all possible test it and let user data 
decide.

THEY ARE TESTED2
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Some practical places to start testing might include:

• The content, both headline and body copy, of key interactions.

• Timing - which time of day is an interaction most successful, 
either in terms of absolute time or time relative to individual 
behaviors

•  Audience - which groups respond most effectively to a specific 
message?

• Creative - which visual look and feel works best? For specific target 
audiences?

• Offer - if you’re making one, which concession is most likely to 
drive your desired behavior?

There are, of course, an almost infinite number of elements you might 
choose to A/B test - but do remember to test only one variable at a 
time, and ideally one that helps the business learn which ‘type’ of 
interaction is most effective (rather than just which specific message 
was more effective in one instance).

Lastly, always ensure you use a control group for whom no campaign 
was sent. You would be surprised how often campaigns have negative 
effects, certainly on KPIs such as engagement and revenue, but that 
won’t be possible to establish if you don’t leave a control group, and 
compare end results with those who received your test campaigns.

www.swrve/demo
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3. THEY OPTIMIZE “THE FIRST FIVE MINUTES”
No moment is more important than the first time a user interacts 
with your service.

In most cases, the user downloading an app means little from 
a business perspective. Even those users beginning a free trial 
doesn’t add anything to the bottom line. It is only when they 
become a true customer - by making a first purchase - that you can 
celebrate.

That’s why first-time-user-experience (FTUE) is so important. And 
why you need to ensure that in those first moments you deliver 
interactions that help users new to the service understand both the 
value you deliver, and how to use the service in a practical sense.

THEY OPTIMIZE “THE FIRST FIVE MINUTES”3
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FTUE starts the moment an app is opened for the first time (or the service is accessed 
on any other channel). Unfortunately in too many cases the same generic onboarding is 
delivered to new users no matter which acquisition source they came from. When this 
happens, users who responded to a specific offer - advertised on Facebook for example 
- find no trace of it when opening the app and are thus much more likely to churn.

We work with clients to deliver bespoke initial experiences that act on a real-time knowledge 
of acquisition source to make the very first touch relevant. When a bank offers students an 
incentive to open an account via a Facebook campaign, they are able to show onboarding 
screens that keep those incentives front of mind until the account is opened. It works.

Lastly, remember onboarding and FTUE is multi-channel. New users migrate from 
desktop to mobile - even to the TV screen in the case of media streaming services. 
Ensure you interact effectively and consistently across every channel that matters.

In-app 
Messaging

Email 
Messaging

Web Push 
Messaging

Apple TV, Roku, Android TV, Amazon Fire
Messaging

Push 
Notification 

SMS
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4. THEY FOCUS ON REVENUE. . .
If you want to deliver quick results and generate buy-in in real-
time customer experiences, concentrate your efforts where they 
will make a tangible difference to the bottom line.

Every business has KPIs, and ultimately those KPIs add up to 
revenue. It makes things a lot easier if you start out with a very 
clear understanding of what you are trying to achieve with a 
specific interaction, and which KPIs you are hoping to influence. 
And if you have a direct impact on revenue, so much the better.

For these and other reasons, conversion - turning the users of a 
service into paying customers - is a great place to start when 
it comes to multi-channel marketing. There’s nothing more 
binary than whether someone is paying or not paying or not, 
and most mobile and emerging-channel businesses will have a 
laser-like focus on getting users through the ‘first purchase’ or 
‘subscribe’ hurdle.

THEY FOCUS ON REVENUE. . .4
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Let’s imagine a multi-channel streaming business looking to 
convert users on a free trial to an annual sports package. With a 
customer-centric approach they might build an audience profile 
like this:

• Current free trial users

• Who have never been a subscriber to the sports package

• Who have bought at least two day passes or pay-per-view 
sports events in the past year

• Who watch at least 30% of content on mobile

We can then build out a campaign the promotes the benefits 
of subscription, with an emphasis on the mobile offering. This 
creative can be delivered within the app, via push (desktop and 
mobile) and even within the TV app. It can be timed to co-incide 
with major events we believe the individual will be interested in 
based on prior behavior. And collectively, these interactions win 
moments and drive subscriptions.

THE BENEFITS CAN BE HUGE.
We’ve seen customers increase conversion rates by 20 or 30%.

OR

11

30%
 increased 
conversion

20%
 increased 
conversion
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5.   DON’T IGNORE YOUR OTHER KPIS

It’s important to measure your multi-channel 
campaigns in the right way, and consider the effect 
they have on your business as a whole.

As we discussed earlier - there are downsides of too much 
communication. Or of delivering messages that users feel are 
irrelevant or irritating. That’s why it is important to keep an eye 
on the ‘whole business’ and not just results at a local level - 
within a single campaign or channel.

To help explain what that means, let’s start by defining the wrong 
way, which also happens to be the single most common way to 
measure these campaigns: click-thru rate.

DON’T IGNORE YOUR OTHER KPIS5
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No CEO ever sat down and listed ‘higher click-thru rates’ 
as a business goal, and smart marketers know that:

1. There’s no clear link between click-thru rates and the metrics 
that actually matter to a business

2. It’s really easy to manipulate click-thru rates if that’s how 
you’re measuring success

The sole exception to this rule is if your business only cares about 
app opens and app page views, as some media apps do. If that 
is the case, go right ahead and factor in click-thru, but make sure 
your campaigns are not having a negative effect on long-term 
retention, as they may do.

So, for everyone else, what does matter? Well, most campaigns 
and interactions are created with an immediate goal (a purchase, 
the discovery of a feature, etc), so in the same way success 
should be defined by the achievement of that goal. “Winning the 
moment” isn’t about generating attention - it’s about helping the 
customer and making something happen.

Of course, ultimately you want to be able to take each group 
exposed to a campaign and compare their revenue performance 
against a control. But remember, buying one item (which was 
promoted in a campaign) may simply cannibalize revenue from 
others, so it’s important to look at this number in the round. 
Measure the impact on the whole business.

13
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6. WORKING TOGETHER
One campaign on its own can be effective, but when two or more 
work together - that can deliver even greater results. In a multi-
channel world that insight is more important than ever. As users 
move seamlessly from desktop to mobile, to watch and TV, 
interactions with your brand must do the same.

That is why it is necessary to consider the effect that any one 
campaign may have on others around it, and to build campaign 
flows around the user. It’s also important to remember that users 
are unique. Rather than force them through ‘customer journeys’ 
mandated by your marketing team, deliver the right interaction at the 
right time to the individual.

One area in which this approach can deliver real benefit is the 
measurement of customer satisfaction. In a multi-channel 
environment it’s important to allow the user to provide feedback in a 
way that suits them - not at a time when you’ve decided a survey will 
take place. Not only does this greatly increase response rates and the 
accuracy of data, it allows you to learn and adapt to each individual 
customer over time.

WORKING TOGETHER6
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We worked with one major airline to deliver a survey experience 
the moment the airplane arrived at the gate - before the phone had 
even connected to the network. This ‘native mobile’ experience 
encouraged a huge increase in response rates: from less than 1% 
on email to over 70% via the mobile app - a direct consequence of 
asking ‘in the moment’.

But the benefits do not stop there. Satisfied customers can be 
directed to the app store to provide positive feedback in public. 
Those who report issues can be given the option to deliver additional 
feedback, either on mobile or in other channels such as email or 
even phone. If the organization is aware that a particular individual 
enjoyed a particular experience, that information can be used for 
targeted mobile and web push campaigns down the line.

Cumulatively this approach is a world away from the company centric 
‘customer survey’ - and you will reap the rewards.
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7. THEY ARE TIMELY
Remember the debate about the “right” time to send email 
campaigns? Now for each individual customer that time is different.

That’s why the old-fashioned approach of scheduling campaigns is 
no longer valid. Instead, learn from each individual which time works 
best for them.

One method, which is particularly useful for push notifications 
(whether mobile or desktop) is to learn from user behavior relating 
to when a site or app is typically used. When we send a push 
notification, we are attempting to bring someone back. It helps, in 
that context, to send the message when that specific individual is 
most likely to return based on their previous usage. In other words, 
we (automatically) send a push at 9pm to a user who typically uses 
the app in the evening, and at 9am to one who uses the app in the 
morning.

Swrve customers who adopt this ‘optimal time’ approach typically 
see engagement rates double.

THEY ARE TIMELY7



The other approach relates to delivering interactions based on 
‘triggers’ - specific actions taken by the individual. These can 
range from viewing particular content, to simply entering or 
leaving a particular area. The relevant interaction can be delivered 
immediately (such as in the example above relating to customer 
satisfaction) or after a delay (perhaps sending a similar survey half 
an hour after a customer left a bricks and mortar branch).

This approach has the great merit of building marketing around 
the customer, rather than the other way around. By delivering 
interactions based on where the customer is now, what the 
customer is doing now - but whilst still having an understanding 
of their prior behavior - interactions can be more relevant, more 
helpful, and thus more effective.

It’s time to stop building ‘customer journeys’ and start listening and 
responding in real-time.

17www.swrve/demo
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Swrve works with some of the world’s leading customer-facing organizations 
including Emirates, Virgin, Warner Brothers, Ryanair, Netgear and Samsung. 

As a highly scalable platform handling billions of events every single day, 
they rely on us to deliver outstanding experiences and impactful campaigns 

in-the-moment to their customer base.


