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e.l.f. Cosmetics

Customer Experience Analysis

The consumer’s perspective. It's a piece of the marketing puzzle that can get lost in the
shuffle of crafting the perfect lifecycle journey for your brand. In our Customer Experience
Analysis series we take a look at marketing from the consumer’s point of view to identify

growth marketing opportunities and strengths from some of today’s leading brands.

Over the course of three weeks, we commit to a variety of actions—such as creating a
profile, browsing items, and abandoning our cart—that trigger behavior-based marketing
communications. From there, we identify every message—across mobile and desktop
channels—to capture a comprehensive view of the customer experience. The following

consists of our observations and recommendations for the e.l.f. Cosmetics user experience.

A Bit About the Brand

e.l.f. Cosmetics is a California-based cosmetics brand offering skincare, makeup, and
beauty products. Founded in 2004, the company sells more than 300 products in 18 countries

across the world.
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e.l.f. is a bold, personable brand. Their elf Cosmetics: Thanks for
opening SMS message does not bring subscribing! Up to 10msg/mo.
this across. Keep brand tone and voice Msg & data rates may apply.

consistent across channels so users Reply HELP for help. Reply
recognize your messaging right away. STOP to cancel.
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Users receive updates about their “Beauty |
Squad” level and points. For new users, | yaaaaas.
however, context is needed to understand what Your current level s:
benefits these points and levels can accrue. EXTRA
- J Your total balance is:
75 POINTS
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Points to next tier:
The first push takes all of the information 26 POINTS
from the first welcome email and tries fitting
it all in one notification. Important messages
like this can be broken into multiple push
notifications for a smoother user experience. elf
Welcome, our o.m.g. prices are just the begi...

Join e.l.f. Beauty Squad to earn points toward

dollars off your purchase. Plus! You'll get free
shipping on your first order. Check your email
after you sign up....
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At the bottom of each email, e.l.f. links ==

out fo their core product categories. A
consistent footer like this can be great for ¢—— LIPS
progressive profiling by always giving

users a chance to interact.
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Now when you make an e.lf. purchase at
any retailer, you can earn points*

On consecutive days e.l.f. highlighted new
ways to earn points. Users like to have

————» *US relailers only
options and these are excellent examples
of how to incentivize engagement.
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Log on fo upload.

However, consider spacing the
drip of new benefits out to avoid

overwhelming users too early. * + STEP THREE

+S Woaich the points roll in.
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80% of consumers are more likely to purchase
when brands personalize their experience.
Incorporate browsing behavior into promotions
to improve the customer experience.

\ Y, refer a friend, get points! BF to BFF.
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Rich, restorative moisture that'll never let you down:
our new Ride or Die Lip Balm. $5

The days following our cart abandonment
maintained a consistent frequency of
beautifully designed promotions. However, 1
these promotions did not include what we
had browsed or abandoned.
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e.l.f. smartly brings their bold 1
imagery into mobile messaging J

through their push notifications.
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CYA, makeup!
NEW! Cleansing Cloud Makeup Remover.
Don't you want to try it?
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We continued to receive messages after unsubscribing, This
process can be automated in Iterable to monitor unsubscribes
and avoid sending messages to unsubscribed members.
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Key Takeaways

e.lf. has a strong brand tone and voice that comes through in its marketing messaging.

The brand creates a cross-channel experience using email and push effectively to promote
its product offerings. However, e.l.f. misses out on a few key opportunities for a more
personalized experience by not including browsing behavior info its campaigns and forgoing
the use of a cart abandonment campaign. As a result, the consumer-brand relationship feels

more one-sided.

1. Execute a Cart Abandonment Campaign

Cart abandonment emails drive open rates upwards of 40% and conversion rates

above 8%. It's no longer a “nice-to-have” campaign; it's a must. Brands must ensure
their data management is set up to provide a look into desktop and mobile carts to

take advantage of every opportunity.

2. Diversify Cross-Channel Messaging
We received 4 emails for every mobile message. For a modern brand like e.lf,
mobile channels (push, SMS, in-app, etc.) should be integral parts of the customer
experience to drive conversions. From the beginning users should be given the
chance to express their channel preferences, giving brands better insight into how

to personalize the experience.

3. Create a Conversation
e.lf. has a recognizable, colloquial brand tone and voice. It's informal and
conversational. But that conversation is one-sided. By collecting data that fills
user profiles and giving users a chance to respond to messages, brands like e.l.f.
can capitalize on their established identity to build a deeper, more meaningful

connection with customers.

With these small adjustments, the user experience is enhanced and personalized at a level

that creates a lasting impression and relationship with the consumer. For more information

about how to implement these tactics with lterable, schedule a demo today.

About lterable

lterable is the growth marketing platform that enables brands fo create, execute and
optimize cross-channel campaigns with unparalleled data flexibility. Leading brands,
like Zillow, SeatGeek and Box, choose Iterable to power world-class customer

engagement throughout the entire lifecycle.
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