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Triggered Messages

Automatically send messages based on external events or 
actions
ïCan be a one-time event or a series of emails sent over time
ï¦ǎǳŀƭƭȅ ǘǊƛƎƎŜǊŜŘ ōȅ ŀ ǳǎŜǊΩǎ ŀŎǘƛƻƴ

Helps marketers maximize customer interactions and 
increases efficiency
ïCreate a real-time dialog with your customers based on particular 

events by employing Triggered Messaging 



Triggered messages are automated

ÁDesign a program once, and it can be used hundreds or 
thousands of times 

ÁAutomated programs:

τ save time

τprevent errors

τfree up marketers to think about the more strategic 
aspects of their email programs 



Triggered messages = relevance

Create a series of emails after someone has taken a 

specific action on your site

ÅPlaced an order

ÅRequested a catalog

ÅSigned up for your newsletter

ÅBrowsed a specific product but did not purchase

ÅAbandoned a cart
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Triggered Messaging examples



Triggered Messages

Å Choose potential events you want to trigger

Å Develop business rules

Å Develop measurement and a value hypothesis

Å Develop a design system that brings continuity to your 
messaging

Å Develop a touchpointmap 

If you have multiple triggers, this can help 

you determine which take priority
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Triggered Messages ïtypes

Å Functional ςwelcome messages, profile update, 
shipping notice, credit card expire notice

Å Transactional ςorder confirmation,  order 
confirmation with cross-sell and up-sell, abandoned cart

Å Behavioral ςōǊƻǿǎŜŘ ōǳǘ ŘƛŘƴΩǘ ōǳȅ

Å Specialized ςbirthday reminder, happy birthday, sale 
announcements and last chance

Å Sales cycle ςwarm up leads and provide additional 
information
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Transactional Triggers

Including cross-sell and up-sell



Triggered order confirmation

ÅNo email is more relevant

ÅTransactional messages generate an average 47% open 
rate and 20% click rate, according to several industry 
studies.

ÅJupiterResearchreported the average retailer can 
generate an additional $2.9 million by adding cross-
and up-sell promotions to transactional emails.



Triggered transactional emails

The DMA and Shop.org 
estimate average order size 
of $98

Just think if you were able 
to get a 5% response!

Over 40% of marketers said 
they did

Benefits of selling in 
confirmations & 
shipping notices 

JupiterResearch ïThe Transactional Messaging Imperative 10-08



Triggered order confirmation

Å Open rates for confirmations & 
shipping notices are close to 90%.  
What an opportunity!

Å Great branding, great service, great 
message

Å Additional selling in message

Å Besure to include all details ςitems, 

charges, shipping address, etc.



Transactional messages now 
ŀŎŎƻǳƴǘ ŦƻǊ мр҈ ƻŦ ŎƻƳǇŀƴȅΩǎ ŜƳŀƛƭ 
sales

Cross-sell in Order 

Confirmations
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Subject Line:
Thank you for your purchase -
$10  off your next order -
Hurry, Ends Soon!

Triggered Thank You


