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A MARKETER’S GUIDE
TO CUSTOMER ENGAGEMENT
If you’re a marketer looking for customer engagement inspiration and best practices from 
the perspective of consumers and their encounters with actual brands, then this guide is for 
you. In the tradition of saving the best for last, we’ll kick off these six action-packed pages 
with a few customer engagement don’ts and dedicate part two to the good stuff: strategies 
your customers will love, illustrated through real-life examples galore. Let’s dive in.
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CUSTOMER ENGAGEMENT 
DON’TS

EQUINOX

Data Latency

While there’s a lot to like about Equinox, this brand is 
struggling to provide a sophisticated, frictionless  
member experience.

Much of Equinox’s digital experience centers on their  
mobile app. There are a lot of helpful features in the app. 
For example: it contains a unique barcode that members 
scan to check-in.

The app also enables members to book classes, view how 
many people are on the waitlist for classes, view how many 
times you’ve checked into the gym in a given week, set a 
weekly check-in goal and more.

The app also leverages AI through chat. AI is the future-
-according to a survey conducted by The Economist 
Intelligence Unit, 75% of executives say AI will be “actively 
implemented” in companies within the next three years. 
However popular, AI is only effective when it’s seamless and 
enhances the customer experience. Equinox is missing this 
mark on both fronts. Here’s an example of why: a member 
booked a yoga class through the app and later decided
to cancel her reservation. Upon cancelling, she promptly 
received a confirmation email (to the right). However, later 
that day the chatbot wrote to her to ask how the class went.

Confusing because not only does the member know  
that she did not attend the yoga class, but also Equinox 
demonstrated that they know the member cancelled the 
yoga class. This customer engagement mishap might have 
been caused by data silos and bottlenecks across the 
different systems Equinox is using to engage with customers. 
The reservation system is connected to the email system, but 
there might be a delay in the data reaching the chat feature. 
This kind of data latency plagues many marketers (and is 
often the reason brands seek the help of SessionM).

FANATICS

Mass Messaging

The licensed sportswear and merchandise company  
Fanatics sends a decent personalized notification every 
so often. However, there are a few problems that have 
subjugated Fanatics to the Customer Engagement Don’ts 
category. One of Fanatics’ mistakes is the excessive number 
of emails they send on a daily basis. 14 emails over the 
course of three days is too many, and showing the same “Up 
to 65% Off + Guaranteed Delivery” gets old fast. According to 
Chadwick Martin Bailey 69% of people unsubscribe from 
email subscriptions due to receiving too many emails, and 
56% do so because the content is no longer relevant.
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WEST ELM

Disconnected Online and Offline Experiences

West Elm also disappointed on the customer data and 
engagement. A customer purchased a couch from West Elm. 
Before pulling the trigger on the purchase, she spent 
a considerable amount of time researching various options 
on the West Elm website, frequently returning to the product 
page of the Henry Sectional she decided to buy. Her 
customer journey continued into the physical West Elm  
store where she worked with a helpful employee to select 
the fabric and color she wanted; place the order; and choose 
a delivery date. It was a seamless process until, just days after 
placing her order, she opened an email from West Elm that 
addressed her like an indecisive browser when in fact, she 
had become a satisfied customer just days earlier. See right:

It even made her question if the order had been  
properly placed in-store. This customer engagement mishap 
represents part of the reason why according to Rapt Media, 
63% of consumers would think more positively of a brand 
if it gave them content that was more valuable, interesting 
or relevant. Customers want brands they frequent to 
acknowledge their patronage and treat them like  
special snowflakes.

There seems to be a disconnect between West Elm’s online 
and offline customer experiences. The aforementioned 
customer created an account while still researching and 
weighing her options. When she placed her order in-store, 
the consultant helping her had to take all her contact 
information, including the email address she used to create 
her online account. Whatever systems were in place did not 
recognize that the person placing the order in-store was the 

same person who had previously been browsing online. As a 
result, the system was not able to pass the info back that she 
was no longer just thinking about buying the Henry Sectional; 
she had actually bought it. With the right technology in place, 
West Elm would have a single view of the customer that 
would enable them to stream data from their in-store POS, 
customer relationship management system, a customer’s 
online browsing history, purchase data, and more.

Now, with that single view of the customer, West Elm could 
still have sent the customer an email. But this email would be 
to thank her for her recent purchase and inquire about her 
experience. They could send her a brief survey asking her 
to rate my experience as “Great!” “Just ok” or “Worse than 
expected.” Then, if the customer said “Great!” West Elm could 
ask her to refer a friend using a customized code. If she had 
said “Just ok” or “Worse than expected” they could send an 
apology and a discount on her next purchase.

One of Fanatics’ mistakes is the absurd amount of emails they send on a 
daily basis. 14 emails over the course of three days is too many.
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CUSTOMER ENGAGEMENT 
DO’S

SHOPBOP

Spot on Product Recommendations

Shopbop is killing it when it comes to personalization, 
including product recommendations based on other things 
I’ve browsed. Shopbop’s “You might also like” section is 
GOOD. As someone browsing colorful chunky sweaters 
what would you expect to find recommendations for? MORE 
colorful chunky sweaters. And that’s what Shopbop delivers.

Experience-Enhancing Upsell Opportunities

Shopbop carries a great variety of designers and adds new 
merchandise to their website and mobile app on a daily basis. 
Everything is drool-worthy, thanks in part to stunning product 
photos and impeccable styling. Shopbop does a wonderful 
job pairing merchandise together, so that you fall in love 
with an entire outfit. They make it easy to identify the other 
pieces in an ensemble with their “Shop the Look” section on 
each product detail page. This feature is like having a virtual 
personal stylist built into the shopping experience. It’s also 
an easy way to encourage upsell opportunities by pointing 
consumers to additional merchandise.

Personalization Options Galore

My Designers

Shopbop personalizes the shopping experience in a 
number of ways by giving shoppers the ability to identify 
their preferences and leverages that data to send timely, 
relevant customer engagements. (They are so committed 
to personalization that they even have a “Personalize” 
section on their website.) For example: shoppers can select 
favorite designers in order to receive notifications when new 
merchandise from one of their designers is added to the site.

My Hearts

Customers also have the ability to “heart” items they want to 
keep an eye on. When one of these items is low in stock or 
goes on sale, Shopbop sends an email or push notification to 
let the customer know. This is a great addition to marketing 
communications regarding general sales or promotions. 
Shopbop does a great job of creating urgency and driving 
people to complete purchases of items they favorited by 
sending notifications like the one on the right.

Reward Loyalty

In October 2017, Shopbop rolled out the Yours Truly Shopbop 
Rewards Program. The program consists of different levels: 
Bronze, Silver, Gold, and Platinum. Your level is determined 
by how much you spent in the previous year. Joining Yours 
Truly gives all members benefits they wouldn’t have as non- 
members. For example: receiving notifications when sold 
out items you’ve hearted or wishlisted come back in stock 
or getting early access to sales and new arrivals. Of course, 
there are also additional advantages within each level (more 
advantages the more you spend). For example: surprise 
discounts at random points during the year for the Gold and 
Platinum levels only and an invite to an exclusive event every 
year for the Platinum level.

Shopbop is attentive without being overbearing; they’ve 
taken the time to get to know me and demonstrate that 
they have paid attention; and they give online and in-app 
shopping that irreplaceable in-store touch. Shopbop’s ability 
to provide a seamless, personalized experience across 
channels is no doubt thanks to killer technology. This comes 
as no surprise, as ShopBop happens to be owned by 
Amazon and likely benefits from the ecommerce giant’s tech 
resources and proprietary algorithms. But you don’t have 
to be Amazon’s beneficiary in order to replicate Shopbop’s 
tactics. The customer data and engagement platform 
is democratizing access to the technological resources 
required to deliver a flawless customer experience.
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SPOTIFY

Smart Data of Customer Data

Spotify exemplifies how brands can and should leverage 
customer data to delight their customers and personalize the 
brand experience. For example: every week, Spotify provides 
users curated lists of songs and an entire “Discover” section 
of music they might enjoy based on past listening history. 
They also showcased their customer data mastery with their 
“Your 2017 Wrapped” campaign, in which they showed each 
individual user their favorite songs, artists and genres from 
the past year and even created a playlist of the user’s most 
played songs and another one of songs “that might have 
gotten away”.

Emails That Add Value

Spotify also makes use of their customer data to send useful, 
relevant emails to their user base. For example: they make 
sure to notify a listener when one of her favorite artists has  
an upcoming concert in her geographic area. 

These types of emails are a welcomed alternative to the 
typical mass messaging strategy many other brands continue 
to favor, despite the fact that 40% of consumers wish email 
content was less promotional and more informative (Adobe).

LUFTHANSA

Artificial Intelligence

According to Travel Daily News over the next three years 
52% of airlines are planning major AI programs. Airlines are 
particularly interested in leveraging AI for prediction and 
warning systems; however there are numerous other ways 
airlines can leverage AI to improve the customer experience 
and differentiate themselves from competitors. To do this 
though, airlines must first have access and insight into 
individual customer data.

According to Skift, Lufthansa Airlines has developed 
technology that enables them to use a customer’s mobile 
boarding pass to determine how much time a traveler has 
before his plane departs. Travelers with a wait of more 
than 65 minutes may receive different offers depending 
on whether they’re a member of Lufthansa’s frequent flyer 
program. For example: if the customer is a member, Lufthansa 
can scan his profile further to determine whether he might 
have an affinity for a certain product, like lounge access. 
From there, Lufthansa could contact the lounge system to find 
out how much space there is, and if there is availability, send 
a signal to the customer’s app for an offer to access the 
business lounge.
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That’s a wrap on A Marketer’s Guide to 

Customer Engagement. 

How many of the strategies discussed are your brand  
currently employing? And are you equipped to thrive 
and deliver an exceptional customer experience? Simply 
deploying technology across your organization as it’s 
structured today might not be enough. In order to realize 
value in your tech investments, your organization might 
need to change. If you’re about to embark on a digital 
transformation, as so many companies are, before you do 
anything else, consider forming a cross- functional digital 
transformation team whose mission is to provide context 
on the current state of how each business unit leverages 
tech and the desired state and potential impact of changing 
the use of that technology. Part of this transformation also 
requires different departments in your organization to come 
together to identify and agree on what data needs to be 
available in real time across your organization--whether that 
be customer care, in retail, on your website--to power your 
different customer engagement channels.




