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EXAMPLES, PERFORMANCE AND BEST PRACTICES

As the only remaining physical touchpoint in the buying journey, the unboxing
moment is the only time when your
customers’ attention is 100% on you.
This is why it’s the perfect time to show them messages that
motivate them to shop again and build their loyalty.
But, while it might seem obvious, many brands
still fail to use this key moment to its full potential.
They ship their orders out in boring brown boxes
or personalised. These experiences don’t attract
attention. They don’t build emotional connections.
And, they certainly don’t motivate customers to
purchase. But, what’s the alternative?
Penny Black gives brands the potential to use their
packaging and unboxing experiences as their
newest marketing channel. Our platform and print
using store data, segments and campaigns,
motivating them to return to make another
purchase and become loyal shoppers for life.

better than classic retention channels: Generally,
70% of people believe direct mail is more personal
than email. And, the fact that their name is printed
on mail increases response rates by 135%. On a
more granular level, they convert better and have a
higher ROI than other post-purchase channels too:

EMAIL POST-PURCHASE FLOWS

SMS MARKETING

PENNY BLACK FLYERS

OPEN RATE

59%

98%

100%

CONVERSION RATE

0.40%

0.11%

15%

REVENUE PER
RECIPIENT

£0.18

£0.09

£1.10

So, hopefully, you’re convinced that your unboxing moment needs an upgrade. But, with endless ways to
personalise, you’re probably wondering what’s the best way to drive results.

In this manual, we share examples of Penny Black campaigns you should
run that align with four key business objectives: retaining new customers,
increasing brand engagement, wider product exposure and increasing
your marketing touchpoints.
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EXAMPLES, PERFORMANCE AND BEST PRACTICES

BUSINESS OBJECTIVE 1:

RETAIN NEW CUSTOMERS

The hard work doesn’t end once you get a customer to make
customers, you’ll generate more long-term, sustainable revenue.
In fact, increasing retention by as little as
. Plus, once you’ve
motivated them to make that second purchase, the likelihood they’ll make another jumps to 54%. Here are

DISCOUNT CAMPAIGN
shopping even more mindfully. Using Penny Black, you can run discount campaigns that motivate your

possibility for the customer to unlock a voucher if they spend over your AOV.

EXAMPLE
The jewellery brand, Paul Valentine, sends
15% discount they can use on their second

Hello John,
Congrats on your first PAUL VALENTINE piece:
may it be a life-long love affair!
By the way, it‘s official:
you‘re now part of our global PV community!
For you to expand your stack and
design your layering, here‘s

welcomes them to the community and
describes the discount as being limited-time.

RESULTS

100% 7%
open rate

15% OFF

conversion rate

TIPS FOR RUNNING YOUR
DISCOUNT CAMPAIGN

your next purchase.

• Try incorporating urgency into your
messaging with terms like “limited-time” or
“before it’s gone” to create a FOMO effect
and motivate customers to scan

S C A N N OW

TO U N LO C K YO U R D I S C O U N T

• Highlight the QR code with a coloured box to
make it stand out within the design

*AVA I L A B L E FO R A L I M I T E D T I M E O N LY

OR USE CODE: 15OFF

• Include direct CTA that tells the customer
they need to scan the QR code to unlock the
discount

GET SOCIAL @PAULVALENTINE

TRIGGER:

scan rate

A new customer makes a purchase

CTA:

“15% off your next purchase”
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URL:

New arrivals landing page

EXAMPLES, PERFORMANCE AND BEST PRACTICES

WELCOME CAMPAIGNS
run welcome campaigns. These thank your customers for shopping and bring them into your community,
making them feel emotionally connected. And, when customers are emotionally connected they spend
more over time: 70% of emotionally connected customers twice as much with the brands they’re loyal to.

becoming a member of your community or showcase your brand values.

EXAMPLE
The children’s and baby brand, The Modern
Nursery
crowdsourcing campaign.
They address the customer as a “valued
shopper” and tell them that they wanted them
to invest in the brand. This welcomes the
customer into their community and makes
them feel part of the brand’s growth.

TRIGGER:

A new customer
makes a
purchase

@
@
@

CTA:

“Join the
crowdfunding
campaign”

URL:

Crowdfunding
landing page

TIPS FOR WELCOME CAMPAIGNS
• User-generated content (UGC) works
wonders here – add reviews or feedback
from your customers about the enjoyment
they get from your community and loyalty
program to generate excitement
• If you have strong brand values (for
example, if you’re cruelty-free or ecofriendly) communicate them in your
welcome campaigns too
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EXAMPLES, PERFORMANCE AND BEST PRACTICES

INCREASE BRAND ENGAGEMENT AND AWARENESS
As a brand looking to scale, getting existing customers to engage
and attract in new customers who may not know about you.
complete value-adding actions. Here’s how.

SOCIAL MEDIA FOLLOW CAMPAIGNS
and follow you on social media. You could even ask them to create user-generated content (UGC) of them
unboxing their order on your behalf.
By encouraging shoppers to engage with you on social, you’ll be able to grow your audience and get your
marketing seen by a wider audience.

EXAMPLE
TEA CO.

In the example, Bird
& Blend invite their
customers to their
Brew SocieTEA which
includes access to a
secret site and private
Facebook group.

TEA CO.

Customers can scan
the QR code and
directly go to the
Facebook page. This
way, Bird & Blend
are making sure
that their customers
sign up and engage
with the Facebook
group, growing their
presence there.

WHAT DO YOU GET?

Ca mp a i g n 3

TRIGGER:

A customer makes three or
more purchases

TIPS FOR
RUNNING YOUR
SOCIAL MEDIA
CAMPAIGN

CTA:

“Join the Brew SocieTEA”

URL:

Facebook group

social media competitions or
campaigns you may be running.
This will help grow your follower
count as they’ll see they’ll get
value for following you
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that you’ll reward them for
their follows and engagements
with discounts or loyalty points
they can use towards future
purchases

EXAMPLES, PERFORMANCE AND BEST PRACTICES

REVIEW AND REFERRAL REQUEST CAMPAIGNS
ask them to create social proof on your behalf (like reviews or user-generated content) or to ask them to
make referrals. This will help you cost-effectively acquire and convert new customers as they’ll trust the
recommendations from others.

complete the action right away. And, to encourage them to complete the actions, give them either a
discount or points through your loyalty program so they feel rewarded for promoting on your behalf.

EXAMPLE
In the example below, the brand thanks
the customer for the purchase they’ve just
made and encourages them to leave a
review. And, because they have a loyalty
program, they also include how many points
they’ll be rewarded with for sharing the
social proof. This motivates the customer to
complete the action as they know they’ll get
more out of doing so.

TRIGGER:

Customer makes
three or more
purchases

CTA:

“Leave a review
and get loyalty
points”

URL:

Review landing
page

TIPS FOR REVIEW AND REFERRAL
REQUEST CAMPAIGNS
• Once you have a collection of reviews,
you can use these in future Penny Black
cross-sell and upsell campaigns to show
new customers that the product you’re
recommending is worth purchasing
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EXAMPLES, PERFORMANCE AND BEST PRACTICES

EDUCATIONAL CAMPAIGNS
When it comes to getting more brand awareness, personalised content works wonders as you’re giving
shoppers value with every purchase. In fact,
say they’re annoyed when content isn’t
personalised to them so don’t disappoint.

content for them to read. This encourages these customers to engage with you more as they know they get
additional value from you every time they shop.

EXAMPLE
The tea brand, Bird & Blend, has created
TEA CO.
individual Penny Black segments and
campaigns based on their best sellers.
When customers buy one of these best sellers,

TEA CO.

they can make using that particular tea.
Bird & Blend also encourages customers to
cut out and keep the recipe so they can refer
back to them later. Meanwhile, the brand stays
top of mind.

TEA CO.

TEA CO.

Ca m p aign 2 / Recipe 5

TIPS FOR YOUR EDUCATIONAL
CAMPAIGNS
• To encourage more scans, preview
customers they’ll unlock the full
content by scanning

C a m p a i g n 2 / Re cip e 5

TRIGGER:

Customer buys a
best-selling tea

CTA:

“Read the
recipe and scan
to watch the
YouTube tutorial”

URL:

YouTube tutorial
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• Include content that can be cut
out and kept (like recipe cards or
activities) so your customers are
reminded of your brand even when
they don’t intend to shop

EXAMPLES, PERFORMANCE AND BEST PRACTICES

BUSINESS OBJECTIVE 3:

WIDER PRODUCT EXPOSURE

Often, you may attract a customer in with one landmark product that
they’ve discovered through a Google search or Instagram ad, but they
may not be aware of the wider range of items you have on offer.
You need to introduce them to more of your inventory so they build loyalty to more of your product range
and, ultimately, stay committed longer-term.

CROSS-SELL CAMPAIGNS
According to Accenture,
say they’re more likely to shop with brands that provide offers
and recommendations that are relevant to them. The unboxing moment is the perfect time to serve up
these personalised recommendations to introduce your shoppers to more of what you have to offer.
be your best sellers or even new releases. Then, make sure the designs you send to this segment include
related products to the item they’ve just bought.

EXAMPLE
The haircare brand, ARKIVE, has

Hey John,

for customers who have bought their
bestselling shampoo and conditioner.
The designs then recommend that the
customer buys their haircare oil and
tells them they’ll get a discount when
they buy this product.

We hope you love our
ALL DAY EVERYDAY SHAMPOO.
Do you know what it works well with?
THE GOOD HABIT HYBRID OIL.

Scan the code below to get

10% OFF

THE GOOD HABIT HYBRID OIL.

TIPS FOR RUNNING
• Make sure your QR URLs link
directly to the products you’re
recommending so shoppers can
immediately add the item to
their cart

E

NM

SCA

...it really maintains a healthy and hydrated
look....My hair stays completely smoothed, and
it also smells great – ERS

HEADCARE FOR YOU, YOURS & THEIRS

TRIGGER:

Customer buys the
best-selling shampoo
or conditioner

CTA:

“Get 10% off our
Good Habit Hybrid Oil”

URL:

Haircare oil product
page with discount
code applied

• Be strategic with your
recommendations. For example,
if you have excess stock hanging
around recommend those items
to clear your inventory, or if
you’ve launched a new product
recommend that to get more
interest and adoption
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BUSINESS OBJECTIVE 4:

INCREASE MARKETING TOUCHPOINTS

Shoppers typically interact with your brand in multiple ways and places
during their customer journey.
By increasing the channels you communicate with them through (for example, via email, SMS or social
media) you’ll increase the likelihood that you’ll stay front of mind, they’ll make another purchase and return
to your brand over and over again.

EMAIL AND SMS SUBSCRIPTION CAMPAIGNS
While you might have a winning email strategy or send super-clickable texts, they won’t perform unless you
get your shoppers’ opting in to these channels.
newsletter or to opt-in for SMS messages. To motivate them to complete the action, you could also show
them the discount they’ll get for registering and make sure the QR code they can scan auto-enrols them.
Not only will you get more customers subscribing to these channels and seeing your marketing messages,
but you’ll also improve the performance of these channels. With more customers subscribed, you’ll increase
your open, click-through and conversion rates resulting in more sales and a higher CLTV.

EXAMPLE

Hello John,
Welcome to the PAUL VALENTINE community and the
start of a lifelong relationship. We’re thrilled to have you
here.
Make it official by signing up to our mailing list and
we’ll also give you 10% off your next order!

Here you can see Paul Valentine’s subscriber
campaign. The design welcomes the customer to
the community and nods to the fact that they may
be missing out on exclusive content by not being
signed up to the newsletter. And, to motivate more
registrations, they also promote that by registering
customers will get a 10% discount to use on their
next order.

TIPS FOR RUNNING SUBSCRIBER
CAMPAIGNS

Sign up

• To increase the impact of your marketing,
incorporate the same messaging you’re
currently pushing out across your email and SMS
campaigns. This will increase the impact of these
campaigns as you’re making sure your shoppers
see the same messages multiple times

Stay up-to-date with exclusive deals, product launches
and community events.

Treat yourself

• Make sure you’ve fully integrated Penny Black into
your Klaviyo email marketing so when a customer

*Discount not redeemable during promotional periods
GET SOCIAL @PAULVALENTINE

them with a personalised email

TRIGGER:

Customer buys for the first time

CTA:

“Sign up for our newsletter”
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URL:

Landing page where customers can
subscribe for their newsletter

GO FORTH AND
PERSONALISE
So there we have it. A whole host of examples of the
Penny Black campaigns that will get you started in
personalising each and every unboxing moment.
Interested in Penny Black? Scan the QR code to book
some time with a member of our team and to become
an early adopter of the newest marketing channel.

Scan here
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Penny Black is the newest
marketing channel that
allows brands to put digital
personalisation into the hands of
the customer.
Find out more at pennyblack.io

