Replay available

In this webinar replay, Daniel Burstein,
Director of Editorial Content, MECLABS,
and Tom Mender, Senior Database
Marketing Manager, Whirlpool, discuss
how one test triggered a testing
transformation for Whirlpool.

Watch it now

Access our other webinars


marketingsherpa.com/webinars
http://www.marketingsherpa.com/webinars
http://www.marketingsherpa.com/video/webinar/social-media-campaign-contest-facebook-reach
http://www.marketingsherpa.com/video/webinar/email-marketing-transformation-whirlpool

Ask questions and tell us
what you learned on Twitter!
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Speakers

Tom Mender Daniel Burstein

Senior Manager, Database Marketing  Director of Editorial Content
Whirlpool MECLABS
@TomMender @DanielBurstein
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Ask questions and tell us
what you learned on Twitter!
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Related resources

Web Optimization Summit 2014

Email Marketing: Whirlpool lifts clickthrough rate 42%, creates testing culture

B2C Email Marketing: Mobile accessories company boosts revenue-per-email 152% via

customer appreciation promotion

Email Marketing: Dell lifts revenue 109% via GIF-centric campaign

Email Marketing 2013: The top 10 MarketingSherpa articles for your New Year's

marketing resolutions
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Session speaker

N

@TomMender

Thomas Mender

Senior Manager, Database Marketing
Whirlpool

Thomas has more than 20 years of experience in development and
implementation of data warehouses, turn-key applications and
business intelligence solutions for a variety of industries.

Currently, he heads the database marketing team at Whirlpool and
manages multichannel direct marketing across multiple brands and
business units.

Mender is a graduate of Purdue University and is also an Oracle
Data Warehouse Certified Professional.
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About

| MAYTAG]
|

L >
Whirlpool

FOR THE WAY IT'S MADE?

Amana@

* World’s leading global home appliance manufacturer
* S19 billion annual sales in 2013
* 69,000 employees

e Total of 90 million emails sent
e Rank #154 Fortune 500 company
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Customer retention

e 14 internal clients
e 5 brands

Retain those consumers post-
ourchase

Keep them engaged

Keep their consideration

#SherpaWebinar

Attract Prosoects

ConvertNew Custeomers

Grow High-Value Customers

Retain At-Risk Customers

Win Back Former Customers
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Before Testing: Clickthrough vs. opt-out rates
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Before Testing: Clickthrough vs. opt-out rates

3.00% -

2.50% -

2.00% -
Clickthrough Rate
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Opt-Outs
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Before Testing: Clickthrough vs. opt-out rates

We faced a challenge, so ...
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Previous process

Agency builds Marketing team Creatives are
creative approves published

5

Sleek Style, Beautiful Savings

Sleek Style, Beautiful Savings.

select Whirlp
;;;;;;;;;;

ssssss
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Testing: Calls-to-action

Location: Whirlpool Testing Library

% Experiment ID: Summit Experiment — Calls-to-Action
Campaign Focus: Ice email campaign

Research Notes:

Background: Applying what was learned about minimizing CTAs in email sends at
Email Summit 2013.

Objective: To achieve a higher clickthrough rate.

Primary Research Question: Will having a single CTA be more effective than
multiple CTAs?

Test Design: Single variable A/B split test
#SherpaWebinar C\-Qm(]rkeﬂngsherpo



Testing: Calls-to-action

* Primary goal of the campaign is to

promote one-time promotional
email (S400 off)

* Recipients: Total of 700,000 of
current customers
* Hand-raisers
e Recent purchasers (<5 years)
* Old purchasers (>5 years)
e Current Ice product owners

#SherpaWebinar

Control

1.8
-

Sléék -St.}.ll-ej-Bh(—Z:a-Utllel Savings

See Details

Prepaid Card by mail with the purchase of
»»»»»»

appliances®
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Control email

Wniripool® io2 Kiichen Collections

Sleek Style, Beautiful Savings.

Recee W03
Al
-/
;
F 4

pec—={} = |

-

Prepaid Card by mail with the purchase of
select Whirlpool™ White Ice and Black Ice
appliances®.

-

Ofer valic Apell 1-30, 2013

#SherpaEmail

d features make great results easy.

Flex Powser™ Burner In-Door-lce® Plus Ice FowerScour™ Qption
Dizpensing System
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Learn more about Whirlpool Brand appliances at Whirlpool. com.
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Testing: Calls-to-action

Control

T
!
£

n Collections

. Beautiful Savings.

appliances®.

Offer valis April 1-3

In-Door-lce® Plus Ice PowerScour™ Option
Dispensing System

Fory targesas soesy et scour
sway Dakas-on $000s.

== at Whiripool.com

= ihe marars e o0 fom. Ume | Cusne resee Dw Fose
Do Al GE remares. Al cHher IrecRTaRKE e SAORS 3y Hher TeEDSCTe COTONES. Prchime I Ieec scoMncE B
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Treatment

TV

Whirlpool® Ice Kitchen Collections

Sleek Style, Beautiful Savings.

Receive upto a

Prepaid Card by mail with the purchase of select
Whirlpool® White Ice and Black Ice appliances®.

Offer valid April 1-30, 2013

Learn more about Whirlpool Brand appliances at Whirlpool.com.

'orm and copy of th

rporation
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Results: Testing calls-to-action

42% increase in clickthrough rate
The treatment increased CTR for each of the segments below.

: Hand- Purchasers Purchasers Current Ice
Calls-to-action tested ] Avg.
CINES (5years) (>5vyears) owners
Control 1.23% 0.35% 0.40% 2.77% 1.19%
Treatment 1.55% 0.54% 0.57% 4.34% 1.75%
Relative Difference +26% +53% +43% +57% +42%

#SherpaWebinar é@morkeﬂngsherpo



- What the data tells us

B Even subtle changes can have a huge impact on
customer behavior

B Presenting customers with a single objective
increased engagement

B The results increased effectiveness across all
segments

#SherpaWebinar C‘Qmorkeﬂngsherpo



Previous process

Agency builds Marketing team Creatives are
creative approves published

5

Sleek Style, Beautiful Savings

Sleek Style, Beautiful Savings.

select Whirlp
;;;;;;;;;;
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Cu rre nt p rocess Data collection

" 42% increase in clickthrough rate

Treatment increased CTR for each of the segments below

Test is launched

Hand Purchasers Purchasers Current Ice

Avg.
Raisers (< 5years) (>5years) Owners VE

Building customer
profile

)

Seo Dol

Marketing team
approves creatives

Creating test ideas -
collaborate

Agency builds
creatives

Se0 Details

C\Qmorkeﬂngsherpo



Whirlpool testing roadmap

BACKGROUND

Whirlpool brand wishes to use one-to-one marketing to drive sales of its Ice
product line via a rebate offer located on a landing page.

#SherpaWebinar C\-Qm(]rkeﬂngsherpo



Whirlpool testing roadmap
GOALS

Maximize email open rate — get consumers “in the door”

Understand database segment performance — (A) intenders, (B) owners of an
Ice product, (C) owners of a newer product and (D) owners of an aging product

Understand what triggers CTA engagement

I‘-.'1 t S bj ect Line Test: \

Th will be do e A on a sample from Segment C, '|
Wlth the winne| |:|p| dt ALLd pl yments. Segment C is the |
et to a “baseline group” /




Whirlpool testing roadmap

This will be done using Creative A on a sample from Segment C, |

Master Subject Line Test:

with the winner applied to ALL deployments. Segment C is the

closet to a “baseline group”

v

Segment A:
Intenders

Segment A/
Creative A

Segment Aj
Creative B

v

Segment B:

Current lce Owners

v

Segment C:

Whirlpool Consumers < Syrs
Purchase Recency

Segment B/
Creative A

Segment By

Creative B Creative A

#SherpaWebinar

Segment CJf

Segment Cf
Creative B

v

Segment D-:
Whirlpool Consumers > 5 yrs
Purchase Recency

Segment Dy
Creative A

Segment Dy
Creative B

ymarketingsherpa



The inverted funnel

e Customers are not “falling”
into your funnel, they are

“climbing” up. p
. . . . Micro Decision 1
* Every micro-decision is a place value Profy

to test. S %
Micro Decision ’Value Proposition E

* Every channel &

* Every touch point in each channel Micro Decisionf o

Value Proposition

#SherpaWebinar C‘Qmorkeﬂngsherpo



Subject line testing

Doing Laundry Just Got Loads Easier

Perfect Laundry is Now Perfectly Simple

Download This App: Lighten Your Laundry Load

3 Great Ways to Lighten Your Laundry Load

#SherpaWebinar C‘Qmorkeﬂngsherpo



Subject line testing

13.30% Doing Laundry Just Got Loads Easier

17.07% Perfect Laundry is Now Perfectly Simple

VARV ownload This App: Lighten Your Laundry Load

14.47% 3 Great Ways to Lighten Your Laundry Load
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Subject line testing

Creative A

Conquer Laundry: Enlist the WashSquad

o
)
2
i)
(O
Q
L
&)

Download This App: Lighten Your Laundry Load

rketingsherpa



Subject line testing

<

Action-oriented subject

lines got higher open rates

s
O

rketingsherpa



Value proposition testing

Version A: = Version B:

Application rerfect laundry. Lifestyle
Right in the palm of

theme your hand.

WashSquad ™

Now there’s a fun, interactive way to share the load of doing
S laundry

+ Make doing laundry an enteraining game the whole family can enjoy

FREE DOWNLOAD |
i CTA drives users directly |

= Stain 5, deterge cessory tips. fabnc care ideas, machine
| to Apple Store for

To download this free app now, click the button below

download — minimize

number Of Cllcks ’E Welcome to Whirlpool Ql‘. 31l
/ WashSquad® ; ql;
Whirlpool ny50

Whirlpool oved
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Value proposition testing

Mg o ke e
Whidgoor  JIS TS [0 .

Perfect laundry.
Right in the palm of
your hand.

15.3%

Increase in
clickthrough rate

The new WashSquad Laundry App *Tuesday deployment generated 19.2%
more unique opens than Wednesday

Now there’s a fun, interactive way to share the load of doing

To download this free app now, click the button below.

Welcome to Whirlpool™ g i

WashSquad f qq

Whirlpool Oy

"""" ome to Whirlpoo ™1 . L’;-_“‘ Un
WashSquad »-"9!:
Whirlpool ove@
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Value proposition testing

W e ik v p—

Perfect laundry.

Right in the palm of

A lifestyle theme got higher

open rates

Whirlpool

Whiﬂpggr
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Value proposition testing

Ve rS i O n A : bphics. If you do not see the graphics, did here to view Whlrlpool' Ve rs i 0 n B : ngra‘.o's
C O n t ro I oor Refrigerators Tre a t m e nt

torage, Fabulous Savings.

X Receive a
DA\ 7N\ /7 MasterCard® Prepaid Card with
4 i\l | the purchase of select French
7 | in I Door Refrigerators.*
\ 4 Offer good May 31 - June 25, 2013
Receive a Get Details on Your Desktop () Get Details on Your Mobile Device

"N/ \ MasterCard® Prepaid Card with

f you do not see the graphics, click here to view. Whlrlpool'

|| the purchase of select French

‘ ) We love this refrigerator!
| I Door Refrigerators.* g

Rating [

aod May 31 — 0% A1
Offer good May 31 - June 25, 2013 “We love this refrigerator! It holds more fresh food than any fridge I've ever had. | love all of the
drawers for produce and the fact that you can see everything that's in the refrigerator.

- Marcy18

MODEL: WRF383 SDAM

Get Details on Your Desktop £ Get Details on Your Mobile Device (3

Spacious Size

Rating [ B3 500utof50

growing family

#SherpaWebinar \V""‘q

“..itis very stylish with its stainless steel handles on white exterior, which really helps to brighten up
our kitchen. It's spacious size gives us the opportunity to store more than enough groceries for our

N
PR

TESTING USER-
GENERATED CONTENT
FROM RATINGS AND
REVIEWS

,
\N

arketingsherpa



Value proposition testing

151% increase in clickthrough rate in intenders
CTR for intenders was significantly higher than other segments.

Value prop testing CTR Relative difference
Intenders 0.64% 151.04%
Old refers 0.27% 26.05%
All general 0.39% -10.51%

What You Need to Understand: Customer reviews added a
significant increase for intentional buyers, but not across all
segments.

#SherpaWebinar é@morkeﬂngsherpo



Whirlpool testing impact

115.3%

30%

Save sorve oo ot cash g our Ol Sevngs Event

151%

CTR

42%

CTR

Whirtpool [ ——

KitchenAid'

1 5 % Fle;it;f; S.orage Fabulous Savings COOL
SAVINGS
Open Rate _EVENT

Current A/B testing metrics

Wir

e . e ————
Recslzon3 s
i s WashSquad

See Dotalle A: An exclusive offer on KitchenAid refrigerators Exclusive offer
Prepaid Card by mail with the purchase of T B: Just for existing Kitchendid customers 3830 Save up to $350 COOL
select Whirlpool* White Ice and Black lce o
2 Now there’s a fun, interactive way 10 share the load of doing . ®

appliances’ % ‘,;‘1 S5, M ey 0 3o at ol oy & %%FIRST NAMES%gk, don't miss the KitchenAid Cool Savings Event 79 on select KitchenAid™ Refrigerators VING
. z e D: Save up to $350 on Kitchenid refrigerators now 3840 EVENT
Make dorg laundy an entedaring Game the whaie farnéy Can ey Rocolvo a

1 tasks, keep track of your ‘Wash Squad's® progress *The metrics in this table continue to be updated based on contact actions \ Card" Prepaid Card with .

WNhirlpool brand's advanced features make great results easy. the purchase of select French

Door Refngerstors *
! bels on gament 1ags & bbb VIEW OFFER DETALS )
e o Raliis- i oo e
4 stk iy DOWNLOAD REBATE FORM
= Get Details on Your Desktop Get Details on Your Mobile Device
In-Door-Ice® Plus Ice PowerScour™ Option

s To download this free app now, cick the button below

Wash“Sdu'ad ‘ 9:;

Whirlpool nvaa@
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Before Testing: Clickthrough vs. opt-out rates

5.00% -
4.50% -
4.00% -
3.50% -
3.00% -

2.50% -

Clickthrough Rate /\

Opt-Outs

1.00% -

0.50% -

0.00%
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Before Testing: Clickthrough vs. opt-out rates

5.00% -
4.50% - "””””’,,f’
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™7 Clickthrough Rat
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1.00% -
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Before Testing: Clickthrough vs. opt-out rates

Small changes, BIG impact

#SherpaWebinar é@morkeﬂngsherpo



Whirlpool’s Testing Dashboard

* Whirlpool’s Dashboard
provides at-a-glance results

e Saves time and effort for more
testing

* Gives credit where it’s due

| Overvew | Pratoct Mot | Wt |

Fmail Campaign Metrics by Manth

Chvoarve View ETENTHETT -

Campaign Sase vs. Opes St

Home | Catalog

vOr

| Rebate | Owned Product | Water Fiter | Water Fiter Financil Factors |

Main Group

Querview ' Product Model | Brend | Household by Brend | Household - AIWHR | Campagn | Campaign

Total Ovned
Year Products.

2005 95,977,732
2006 102,042,467
2007 107,970,532
2008 113,194,525
2009 11R095461
2010 123,087 541
201 128,009,784
2012 131,861,629
013 135,537,355
2014 135,622,085

Fouseholds

14,295,435
21,823,386
35,802,003
45,529,837
56,541.760
53,171,959
1,655,496
4,222 B8
66,860,479
67,140,739

Total
Persons

15,956,379
37,559,968
53,401,860
83,722,072
68,340,516
T2099,539
75,542,355
79,126,690
52,318,556

Tatal Marketabie Total Marketabie VIF
Emaks Emalts

W ACCESSORY
FOOD PREPARATION
M Unknown

5851718
7,731,544
7,446,853

FA

Owned Products

M CLEANING M ENVIRONMENTAL [N FABRIC CARE
|l FOOD PRESERVATION MINOR PRODUCTS W PARTS & ACCESSORES
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Housahalds by US Census Division
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Top takeaways

. Even small changes can make a big difference
. It’s not all about the numbers —it’s about the culture

. Let consumers make the decisions
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Thank you

Tom Mender Daniel Burstein

Senior Manager, Database Marketing  Director of Editorial Content
Whirlpool MECLABS
@TomMender @DanielBurstein
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