
The Retail  
Customer Journey  
How Better Messaging Can Create 
Loyal Brand Advocates

Follow along with Lola as she goes on a retail customer journey, 
showing how marketers can use what they know about her to 
earn Lola’s loyalty along the way.



Subscribe

Lola is an avid online shopper, and 
she found your website with a 
Google search. She liked what she 
saw enough to hit Subscribe!
Subscribing to your emails may be the first non-buying signal 
you get that Lola’s looking at and interested in your products. 
It’s a soft signal, but it’s still an important one. You probably 
don’t have much information on her yet, but you know enough 
to address her by name when appropriate, and  
you have the means to find out more. You  
should also start telling her about all the  
benefits of your loyalty program.



While Lola looked through your 
website, she added three items 
to her cart. But ... she never 
completed her purchase. Why not?
An abandoned cart is a huge intent signal, and a significant 
opportunity to send a truly personalized message. But it’s a 
situation that’s easy to slip up on if you don’t have  
immediate data access. Make sure you’re prepared to  
prompt Lola after a thoughtful (and researched) amount  
of time that gives you the best chance to complete the sale.



BUY NOW!!

Your hard work paid off —  
Lola made a purchase!
Now that Lola’s made her first purchase, you have a real 
customer on your hands. You’re also gathering valuable 
information you can use to personalize future communications 
with. What recommendations can you make her based upon 
this purchase? A prompt, well-timed follow-up with good 
recommendations for related products may be one of your 
best opportunities to convert because you  
know she’s in a buying mood.



Add to cart
New Member!

Lola’s had a great 
experience so far and 
decided to join your  
loyalty program. 

So, you’ve earned at least one purchase and 
enough of Lola’s trust to get her to join your 
loyalty program. This is one of the holy grails 
for retail marketers. Now, you have the opening 
to ask for all sorts of other information (What 
sorts of products interest her? Where does 
she live? What welcome gift does she want?), 
and personalize further based upon that. A 
Welcome email series might be warranted 
based upon her interests.



Add to cart
You have 102

points available!

Lola’s rewards are piling up 
— Time to tell her what she 
can do with all those points!
As Lola accumulates points, you can continue to 
reinforce that buying behavior by telling her what 
the next tier in your Rewards Program could get her. 
A message with her up-to-the-minute point total will 
be helpful, along with a tease to the next reward on 
her list. If there are multiple options, try to highlight 
an option that fits with her buying behavior.



You finally opened a  
store in Lola’s area!
And now she’s had the opportunity to visit it for the 
first time. That resulted in her first in-store purchase 
from your brand. Are your various channels in sync? 
Silos are going to hurt the experience here. Make 
sure email and mobile channels are communicating 
efficiently with in-store and the website so that the 
    messages she gets are consistent and  
      personalized based upon all the data  
       you have.



On sale - 
Today Only!

Lola downloaded your app!
After you offered Lola $10 off her next purchase if she used 
your app, she downloaded it and gave you yet another 
conversion. Now you can send her mobile push notifications 
to further solidify the customer relationship. The next time 
she’s near your store, you might send her a push with a 
personalized incentive for stopping in. Or she can go into a 
cadence that alerts her to flash deals on specific products you 
know she’d like.



You’ve made it!
Lola has had such great experiences with your 
brand that she’s now a loyal brand advocate, 
telling her friends to shop with you and even 
excitedly sharing her purchases on social media. 
But your work with Lola has just begun. Continue 
to meaningfully engage with her regularly to 
keep you front of mind. And use her information 
thoughtfully to send her messages that feel 
personally tailored to her. If you can do that, Lola 
will stick with your brand well into the future.

To see how MessageGears can help you find 
your Lola, reach out today!

https://messagegears.com/get-started/

