eCommerce Inbound Marketing
Case Study

G FUEL grows existing

customer sales by 63%
in 9 months.
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G FUEL

“As our eCommerce business matured,
| quickly realized we needed to do a
much better job marketing to our
existing customers. | hired digitalJ2
and HubSpot and they crushed it!
Over a 9 month period, existing
customers sales grew 63%.”

Cliff Morgan
Founder & CEO
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Executive Summary

GFuel, the official energy drink of eSports, is one of the fastest
growing private companies in the nation, landing on the Inc. 500 list
in 2016. Led by the Founder and CEO Cliff Morgan, GFuel has done @
phenomenal job building an iconic brand in eSports and attracting
an army of gamers to use its energy drinks. However, the key
missing ingredient in G Fuel's growth formula, was growing the
business with its existing customers. By partnering with digitalJ2 and
HubSpot, GFuel is now fueling additional growth through its existing

customers.

63% $2,981,301

growth in existing customer sales in sales from existing customersina 9
in 9 months

month period




About G Fuel

G FUEL is the official energy drink of eSports, the burgeoning world of

professional competitive video games. G FUEL has quickly skyrocketed to
one of the fastest-growing private companies in the United States, making
the Inc. 500 list in 2016. Founder and CEO Cliff Morgan has led his company
and built an iconic brand that is now a staple of the eSports scene and a

popular name among gamers all over the world.

Since its founding in 2004, G FUEL has grown into the second-largest
powdered drink brand in the country. In recent years, G FUEL partnered with
some of the biggest names in the professional gaming scene and cultivated

millions of social media follows.

Gamers, both professionals and casual players alike, enjoy G FUEL for its
wide variety of flavors and performance boost. Unlike other MEGA BRAND
sugary energy drinks, G FUEL enhances reaction time and improves focus
with a blend of electrolytes, B vitamins, and antioxidants for a healthier and
more-effective energy drink. Every gamer knows that in a competitive
match, victory and defeat are sometimes only fractions of a second apart,
and G FUEL offers that competitive edge that other energy drinks can’t

match.
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G FUEL had achieved phenomenal growth by cracking the code on influencer
marketing and maintaining a front stage presence in the evolving eSports scene
throughout the 2000s.

The growth challenge for G FUEL was that only 45% of their sales were coming
from existing customers. In addition, after several attempts, building personal
relationships at scale with its existing customers proved to be incredibly difficult.
G FUEL was in a tight spot and was forced to continually bring in new customers
to replace those who decided not to return.

With the help of his CTO, Michael DuBritz (aka “Magic Mike™), Cliff decided to hire
digitalJ2, which is not yet an iconic household name but is known in the gaming
energy drink underworld as the “secret weapon.”

As a team, we worked long and hard to formulate the “new added secret
ingredient” for the “secret sauce” to achieve more predictable and profitable
growth:

1. Creating personalized customer experiences that delight customers
every day,

2. Connect customer behavior from almost real-time e-commerce data to
create some magic for the customer, and

3. Integrate this behavioral data with arguably the best marketing
automation platform on the planet, HubSpot, to create those amazing
customer experiences and increase customer lifetime value (CLV) at
scale.




G FUEL’s New Solution

With digitalJ2’s help, G FUEL decided to deploy HubSpot and integrate it with
their eCommerce platform Shopify. Revenue Conduit was selected to provide

the data integration bridge between Shopify and HubSpot.

HUbS@ét 7 VR Q shopify

Revenue Conduit
“ Unific

Using this data bridge, digitalJ2 then worked with G FUEL’s internal marketing
team to build highly segmented campaigns to grow personal relationships by

creating amazing and lasting experiences with G FUEL customers that they

have grown appreciate every day.
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The Secret Squce

With HubSpot, Shopify, and Revenue Conduit working in sync, email
marketing proved to be the most effective channel of communication with
existing customers. The first step in G FUEL’s new strategy was to segment
their customer base using past interactions, create campaigns that
delivered personalized content, and offer the right message to the right

customers at the right times.

As you can see, the diagram below started to look like a SpaceX mission
plan to the planet Mars. Just kidding, but to be fair, this diagram only
scratches the surface on the deep level of marketing automation logic that
has evolved to create amazing personalized experiences for G FUEL's
customers every day. G FUEL's customers invest serious time and energy
to become the best gamers on the planet, and our job is to provide them

the G FUEL to reach their destination.

Retargeting 100-Day Other Campaigns
Ad Reengagement
Promo E2E o Newsletter
First 9 _____,..‘.‘...904..,-_. ...............
Purchase L et e T — o Special Promotions
..... ’°‘---=:::j""‘ ..“"‘ ..."'n.,.
Traffic 1st Welcome 2nd 3rd 4th
g Purchase Email Purchase Purchase Purchase
mbandon e e ey O
Cart o e e Review
...................... Request
6 e
Retargeting Yearly
Ad Anniversary
L 1 1 [l [
| | | | | | | |

Potential Customers New Customers Repeat Customers VIP Customers



The Secret Sauce
G FUEL’s new email marketing campaign required careful segmentation of
their customer base. Specific email campaigns reached customers based

on their previous interactions (recency, frequency, and monetary value)
with G FUEL.

For example, if a customer had visited the site to take advantage of a
promotional offer and abandoned their shopping cart, they would be
enrolled into an abandoned cart campaign to receive personalized emails
with their abandoned cart information conveniently provided at set

intervals to help enroll them back to complete their purchase.

In the case of a customer who made four or more purchases, this customer
would be enrolled into one of a number of VIP campaigns to perhaps

receive an email thanking them for the loyalty and asking them to share

their experience in a product review.




The “Recipe” for the Technical Set Up

Now let’s get under the hood of this rocket. WARNING: We are going to start
geeking out! If you are NOT a geek, skip the techno mumbo jumbo and go to

the results, which is the cherry on top!

To connect all the wires to make this happen, we as a team decided to segment

G FUEL's customers into four primary groups:

1. Potential Customers,

2 New Customers,

3. Repeat Customers, and
4

VIP Customers who make regular purchases.

By tailoring campaigns to these specific groups, we increased customer

engagement, which in turn produced amazing results.

Creating Segmentations with HubSpot
Smart Lists

By utilizing HubSpot’s advanced smart list module, we were able to begin

creating further segmentations of G FUEL’s customer base.




In this situation, customer segmentation was tightly coupled to past customer

behavior. Recognizing this, as a starting point, we created smart lists that were
dynamically populated using near real-time data to identify the following

customer segments:

e Customers who entered an email address for a promotional offer but
did not place an order.
e Customers who entered an email address for a promotional offer and

made a purchase.

o
e Customers who abandoned shopping D T
carts.
. |™ The contact property First Order Date is unknown
° Customers who made a one-time
p U rcho Se ™ The contact property Total Value of Abandoned
Cart is greater than or equal to 55.
e Customers who made two past
p U I’ChCI Ses. |™ The contact property Current Abandoned Cart is
equal to Yes.
e Customers who made three past
pU rchoses |™ The contact property Shipping Country is known.
e Customers who made four or more
|™ The contact property Total Number of Orders is
equal to 0.
purchases (VIPS).
L4 CUStomerS Who hove nOt purChosed ln F The contact property Lifecycle stage is not equal to
Customer.
the past 100 days.
Y One_gegr Onniversgrg emo”s to |™ The contact property Abandoned Cart - 20% Off is

known

customers who entered the G FUEL

and...

mailing list more than a year ago.



Creating Personalized Messaging with
HubSpot Emails

Each of these segments then used a unique set of automated campaigns that
took each recipient’s “buyer’s journey” into account. Our goal as a team was to
help our ideal prospects become first-time customers and ultimately develop

personalized relationships to enroll these customers for life.

Example: Abandoned Cart Email

To the right is an example of the type of
personalized email a customer who may
have been distracted at checkout from an
alien invasion or something of that

magnitude would receive. If you study the

SOMETHING?

email carefully, you will find that it is highly
What'’s up, Ashley!

personalized and contains the order
information when the cart was abandoned,
to help our customers get refueled with G

FUEL to maintain their competitive edge.

RE-UP MY
# G FUEL

TAKE ME BACK >

Did You Know?
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Example: Review Request ENERGY FORMULA

Or in this case, we have a customer who has ordered from us more than
four times experiencing the competitive edge from G FUEL, so we asked for

a shout-out in the form of a product review.

Most of G FUEL’s marketing emails contain
promotional offers, such as coupon codes
for discounted purchases and unique
promotions based on customer feedback,
eSports events, and other customer
behaviors. Coupon codes for these emails
function on a time limit, creating a sense of

PLEASE... urgency for the customer to return to

JUDGE US! |t

Well hello there, Gabe!

We were just diggin’ through our sales records and it
looks like you’re one of our tier-1 customers! And since
you’ve ordered from us quite a few times, we figured
we’d see if you’d be interested in writing a little review
about your experience with us - Nothing too crazy or
time-consuming of course! Just head to the link below,
follow your heart and write what you feel. Oh, and
thanks for being an amazing customer!

YOU KNOW YOU WANNA...

CLICK HERE

ENERGY FORMULA

WiaelDE

GFUEL, LLC
113 Alder Street, West Babylon, NY 11704 United States

YYou received this email because you are subscribed to Marketing Information from G Fuel.
Update your email preferences to choose the types of emails you receive.




Creating Outreach
Automation with HubSpot
Workflows

Now we are getting a little deeper into the plumbing. The
next step after flushing out our customer segmentation
strategy was to create workflows for each customer
segment. This meant workflows (pictured on the right)

for:

e Promotion for first order

e Abandoned carts

e First order to second order

e Second order to third order

e Third order to fourth order

e (Customer reviews

e Re-engagement after a 100-day lapse in
purchasing

e One-year anniversary

Enroliment triggers:

The contact property Abandoned Cart - 10% Off

AND

v See all 2 criteria

Delay the next action

for 50 minutes.

Set a contact property Abandoned Cart
Segment [ to Domestic-New-Less

Set a date stamp Abandoned Cart Recovery
Workflow Start Date [

Set a contact property Current ROl Campaign
7 to 11: Abandoned Cart Recovery

Send email Email 1 - Domestic - Abandone. d
Can

3.7% click rate / 1475 met goal criteria

o

Delay the next action
for 1 day.

93 contacts

Send email Email 2 - Domestic - New Customer
- Less Than - Abandoned Cart 2

3% click rate / 4315 met goal criteria

Set a contact property Current ROl Campaign
(7 to None



Outreach Automation with Workflows

In the case of G FUEL and their volume of customers, it was crucial to
segment email recipients carefully, so they didn’t receive an influx of
disassociated emails. This careful sensitivity to the customer enabled us to
systematically control how many inbound messages a customer might

receive during an average month.

We have found that when you send too many emails, you wind up with a
high unsubscribe rate and customers may start reporting your brand for
spam. The trick is to get it just right while adding value to the customer

experience throughout the process.
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Setting Up Reporting &¥racking #
with HubSpot's Reporting Add-On

With so many moving parts, we needed to set up custom reports in

HubSpot to accurately identify what was and was not working. This helped
us pinpoint where we needed to make campaign adjustments to improve
performance. We leveraged HubSpot’'s Campaign and Reporting Add-On

modules to create our custom reports.

The first thing we did was create a custom drop-down select contact
property named “Current ROl Campaign.” We created all email automation

campaigns as options in the drop-down select fields as you can see below.

LABEL INTERNAL VALUE
None None
01: MQL Nurture & Conversion 01: MQL Nurture & Conver
03: New Customer Welcome & Get a 2nd 03: New Customer Welcon
04: 2nd Order Thank You & Get a 3rd Orc 04: 2nd Order Thank You 8
05: 3rd Order Thank You 05: 3rd Order Thank You
06: Customer Reengagement 06: Customer Reengagemt
07: Customer Rewards 07: Customer Rewards
11: Abandoned Cart Recovery 11: Abandoned Cart Recov
08: 4th Order Thank You 08: 4th Order Thank You

09: Customer Anniversary 09: Customer Anniversary



The purpose of the created contact property is to Relp us identify

campaign a contact is in at any given time when making a purchase. By

knowing this data, we can better attribute sales towards each campaign.

The next step was to add a property select for the “Current ROl Campaign”

contact property for each workflow campaign. By doing so, the “Current ROI

Campaign” contact property will be set to whichever workflow that contact

is enrolled in (Customer Anniversary, Abandoned Cart, etc.).

For example, if a contact was enrolled
into the Customer Re-engagement
campaign (last purchased date was
more than 100-days), before being
sent any emails, the Current ROI
Campaign drop-down select would be
switched from “None” to “06:

Customer Re-engagement” as shown

on the right.

<

Enroliment triggers:
Contact is 8 member of Last Order Day is 10

days & Coupon is Known,

Delay the next action

for 30 minutes

0 contacts

Set a date stamp Customer Reengagement
Workflow Start Date (2

Set a contact property Current ROI Campaign
* to 06: Customer Reengagement



@

If/then branch:
The contact property Current ROl Campaign is
equal to 06: Customer Reengagement.

If that contact completes the “Customer
Re-engagement” workflow and did not
purchase while active in that workflow, the
“Current ROl Campaign” drop-down select is

switched back to “None.”

Now, if that same contact made a purchase
while active in the “Customer Re-engagement”
workflow, they are unenrolled from that
workflow and enrolled into our “Advanced ROI
Campaign” workflow to attribute sales to that

campaign.

Set a contact property Customer
Reengagement Workflow Conversion £ to Yes

Copy contact property Last Order Value £ into
Customer Reengagement Workflow Conversion
Amount

Set a date stamp Customer Reengagement
Workflow Conversion Date (£

Set a contact property Current ROl Campaign
Z' to None




Filters

Object type

Contacts

Date property

The entire “Advanced ROI Campaign” workflow is b'osed on ‘if/then’
branches. If for example, a contact enrolled in the “Customer
Re-engagement” workflow makes a purchase and is enrolled into the
“Advanced ROI Campaign” workflow, the contact would follow the yes logic
in the if/then branch for “Current ROl Campaign” is equal to: “06: Customer
Re-engagement.” From that point, we would log the conversion campaign
name, copy last order amount into the campaign conversion amount,
stamp the current date to conversion date, and reset the “Current ROI
Campaign” to “None.” That way we can prove that the “Customer

Re-engagement” campaign was the reason for that conversion.

With the above data being logged for each contact, we then utilized
HubSpot’s Reporting Add-On module to create reporting displays for each

campaign to attribute revenue.

For example, we could display an area graph showing revenue by date for

each campaign from the logged contact properties above.

v Measures

Abandoned Cart Recovery Workflow Conversion Date v

BY Total ¥ = Abandoned Cart Recovery Workflow Conversion Amount¥  AND Split metric

Abandoned CartRe... ¥ °

Date range

This month

Show entire month © Total Abandoned CartR...

Frequency

Daily

Contact filters

> Vv Visualization Style: Area ~  Color:ll ~  Display options -

100k

» Total Abandoned Cart Recovery Workflow Conversion Amount: $78,751.03

75k

Actions ~ 50k

Showing 1,544 Contacts

25k

List membership s any of

Opened Abandoned Cart X

Email & Converted

+Add filter

- e Q i L L L n i L L L
3/1/2018 3/2/2018 3/3/2018 3/4/2018 3/5/2018 3/6/2018 3/7/2018 3/8/2018 3/9/2018 3/10/2018 3/11/2018 3/12/2018 3/13/2018 311412018 3/15/2018
Abandoned Cart Recovery Workflow Conversion Date



The Results

G FUEL used various metrics to track the success of effectively engaging
existing customers. As with any well run and successful business, return on
investment was a crucial component. In a nutshell, we as a team crushed it!

“Existing Customer” Results in 9 Months

63%
i °
YOY Growth

Og’ @

Orders Emails

152,997 4,265,015

Compared to the previous year, G FUEL’s efforts paid off handsomely with
a 63% YOY growth in returning customer sales over a nine-month period.
This growth represented an additional $2,981,301 in sales from existing
customers during that nine-month period.




The even more promising part of these results was our impact on the lifetime
value of G FUEL customers. The graph below shows our start date with
HubSpot and only 45% of sales were coming from existing customers. Over a
nine-month period, we as a team were able to transform existing customer

sales to represent 63% of total sales.

Returning Customer Sales Growth

(+)
65% 63%

60%

85 53%

50%

45%

45%
Mar Apr May Jun July Aug Sept Oct Nov

% of Total Sales




The new e-commerce inbound marketing strategy and tactics also led to
more than 430,000 new G FUEL Scoop (G FUEL's monthly newsletter)
subscriptions and improved customer communication when operational

breakdowns occurred.

BEFORE AFTER
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G FUEL’s review scores also increased dramatically from an uninspiring

four Google My Business reviews, to more than 1,500 Google reviews

with an average rating of 4.9 out of 5.




About digitalJ?2
Business Overview

We are an ROl obsessed eCommerce marketing agency located in Charlotte, NC.
Everything we do is tailored to your ideal customer and their unique buying habits. We
specialize in lead generation, customer acquisition, and customer retention to provide
our customers tangible, bottom-line results - utilizing real data in every marketing
decision we make.

Our expertise includes eCommerce inbound marketing, remarketing & retargeting,
conversion optimization, technical eCommerce SEO, eCommerce email marketing
automation, and paid social advertisement. We are especially proficient at integrating
these channels and tactics to work together to drive maximum performance.

What Makes Us Different

Our goal is to build long-lasting, mutually beneficial relationships with our customers.
This means that we assume full responsibility for whatever parts of your marketing
strategy that we take on and we work to constantly improve and refine those
campaigns. We run agile projects and campaigns, allowing us to evolve our marketing
efforts in unison with your companuy.

Have questions? Call 888.300.2906 or visit digitalj2.com. We would be
thrilled to hear from you.

What Cliff Morgan, Founder & CEO of G Fuel, has to say about digitalJ2



http://www.youtube.com/watch?v=LJlniWC7cUY

