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boost AOV by
8%
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We have seen a significant increase in our
user engagement and key
bottom-of-the-funnel metrics since we
started using Insider’'s web engagement
strategies. Our two-pronged approach was to
reengage users who have abandoned their
carts and engage our visitors with
notifications that are relevant to their
preferences and previous behavior on our
website. Using Insider’'s dynamic attributes
and onsite experiment tools for our website,
we were able to improve our Conversion Rate
by almost 14% and increase Average Order
Value (AOV) by 8%. We've been able to
engage each user with highly relevant
notifications and onsite banners. In fact, we
are exploring other features of Insider's
platform to create our perfect growth suite
across all channels.

Wojciech Zigba
E-commerce & Omnichannel Director at Decathlon Polska

About Decathlon

Founded in 1976 in France, Decathlon is an international sports
retailer with 2080 stores in 56 countries Incorporating ever-evolving
and high-performance design into their high-quality products at an
affordable price, Decathlon is synonymous with top value for money
and sporting adventures for millions around the world. The company
has its own in-house ‘passion’ brands and experts who help create,
design, and manufacture their products for various sports in
Decathlon labs and studios around the world.
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Notifying users of new offers, best sellers
and last visited products through
micro-segmentation

How do you notify users about new offers, best selling products, trending
items and users’ last-visited products which are selling fast? Also, how
do you personalize these engagements and keep it relevant to users
preferences?

Working closely with their Insider Account Manager, Decathlon began
using Insider's onsite experimentation product, Notification Centre, to
grab visitor attention and direct them to trending and/or personalized
product category pages to drive conversion.

The Notification Centre on Decathlon’s website made use of dynamic
attributes such as “last visited product” to keep these notifications
relevant and create a sense of urgency.

In just a month, Decathlon achieved an 8% uplift in Average Order
Value (AOV) from the engagement on the Notification Centre.
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Optimizing the check-out process and
increasing Average Cart Value

Decathlon realized that a sizable portion of their visitors never
proceeded past the check-out point. The company wanted to optimize
the check-out process to reduce the number of drop-offs and also
incentivize customers to add more items to their cart prior to purchase.

Insider suggested offering Decathlon customers a free delivery incentive
on the condition that their carts reach a certain value threshold.

Insider’s Free Shipping Banners, displayed at the top of the Decathlon
site, provided a visual reminder to users of how close they were to
reaching the free shipping incentive.

Using this purchase trigger on the Checkout Page, Decathlon was able
to optimize the check-out process, encouraging more users to complete
their purchase and to improve their Average Order Value.

Overall, Decathlon increased it's incremental revenue through a 14%
upliftin AOV.

14%
Uplift in
AOV

ENTER PRODUCT NAME OR CODE Q (®) Mywishtist  SY My internet Account @ Findmy store

CAMPING FITNESS WOMAN CHILD ACCESSORIES END OF SERIES SERVICES

@ CREATE AN ACCOUNT @ SUPPLY @ PAYMENT

QJ You have free delivery!

1. MY ORDER (1 PrODUCT)

DETAILS

ADIDAS 21995 zotys Together
&‘\\ X 18.3 FG STOPPERS FOR CHILDREN | - 1 + 139. 99 1s 139 . 99 ot
RS Size 37

TOGETHER

PROMOTIONAL CODE v

< CONTINUE SHOPPING GO FURTHER >

OTHER CUSTOMERS ALSO BOUGHT




Bringing back users when their product of
choice is back in stock

Decathlon observed that one of the factors that caused users to leave
the website was products being out of stock. However, as it replenished
their stocks frequently, the company needed a fast and effective way to
reach out to users once their favourite products were back in stock. The
objective was to bring them back to the site to make a purchase.

Insider helped Decathlon address this challenge with a ‘back in stock’
web push notification strategy, which uses both inventory data and
customer behavioural data to deliver the right message to the right
people. As the notification is delivered directly to a user's browser, it was
a best-fit solution to engage users - wherever they were on the internet
- and bring them back to view the product.

Decathlon achieved a 2.62% conversion rate through campaigns that
ran ‘In Stock’ push notifications.

These notifications also generated an additional 6068 sessions which
greatly improved engagement on the website.

Back in stock!
Hey Hitochi,

Fresh & Black Camping Tent you viewed
before is back in stock. Hurry!
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ard, }eéqt-hlon.,will be working closely with Insider to incorporate
f Al-powered technologies into their on-site engagement

About Insider

Insider Growth Management Platform (GMP) helps digital marketers drive growth
across the funnel, from Acquisition to Activation, Retention, and Revenue.
Leveraging real-time predictive segmentation powered by Artificial Intelligence,
Growth Management Platform empowers marketers to deliver personalized
journeys across the web, mobile web, mobile apps, and ad channels. Built on a
unified data layer, GMP is easy to implement and simple to use, avoiding the
need for complex integrations and dependency on IT teams. Insider simplifies
the life of digital marketers and helps them drive growth for their brands, with
zero marketing waste.

Insider is a technology company with offices in London, Paris, Singapore, Tokyo,
Hong Kong, Seoul, Sydney, Helsinki, Barcelona, Dubai, Moscow, Warsaw, Taipei,
Jakarta, Manila, Wellington, Istanbul, Kiev, Ho Chi Minh City, Bangkok, Brussels,
Amsterdam, Luxembourg, Ankara, and Kuala Lumpur. Insider has been
recognized as a Leader in the G2 Grid® for Mobile Marketing for 14 consecutive
quarters. Insider Growth Management Platform is firmly positioned in Gartner’s
Magic Quadrant for Multichannel Marketing Hubs 2020.
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