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To compete for market 
share in the digital age, 

successful brands are leveraging 
the power of transactional 
communications.”

Brick-and-mortar retail is under greater pressure than ever as 
competition from e-commerce intensifies, and consumers are 
presented with an ever-expanding choice of options. But some 
retailers are finding ways not only to survive but to thrive in this 
environment.

That’s because, while the challenges facing retail are legion, 
those challenges also represent opportunities. As a recent 
report from Coresight Research puts it, “We expect 2019 will not 
be the year of retail apocalypse or even decline. Instead, it will 
be a year of reinvention.”

Among the trends Coresight Research expects to accelerate: smart 
retail interactions that engage customers on multiple channels, 
offering personalized content and intelligent predictions.

In other words, reaching customers both in the store and online, 
and bringing greater personalization to the shopping experience 
are among the most important ways for retailers to increase 
loyalty and keep sales from leaving the store.

But how can brick-and-mortar retailers—often working with 
limited resources and hobbled by legacy IT systems that 
don’t share data—meet this challenge?

Leading brands such as Aldo, GNC, and Under Armour point the 
way forward. To compete for market share in the digital age, 
successful brands are leveraging the power of transactional 
communications.
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Every receipt, every packing slip, every 
order and ship notification represents 
an opportunity to engage a customer. 
Unfortunately, retailers don’t often fully 
leverage these post-purchase touchpoints 
to drive loyalty and customer engagement. 
They may reach out to customers separately 
in the store, online and via email campaigns, 
but it’s more rare for them to optimize their 
transactional communications.

In today’s hyper-competitive environment, 
that represents a big missed opportunity.

Customers receive transactional messages 
at a time when they are most engaged with a 
store’s brand. This high point of engagement 
presents unique opportunities for brands to 
build loyalty, trust, and rapport.

Every year, customers receive millions of static and 
uninspiring transactional messages that they throw 
away with hardly a glance. That’s because many  
retailers face structural challenges in attempting  
to personalize post-sale communications. 

To personalize their transactional messages, 
retailers must coordinate across systems, including:

+  Point of Sale

+  Email Marketing System

+  Order Management System

And these systems often require the involvement 
of overworked IT departments to change.

What’s needed is a solution to tie all of these disparate  
systems together so that brands can more easily 
provide consistent, personalized experiences to customers 
at every point along the shopping journey. 

M A X I M I Z I N G
E V E R Y  T R A N S A C T I O N
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The ideal solution offers one platform that dynamically syncs across retailer systems 
to personalize and manage each transactional message sent to consumers. The 
ideal solution is also fully managed so that gives time back to marketing teams and 
does not require significant support from IT departments.

Such solutions foster increased  
customer engagement, resulting in:

+  More product and store reviews

+  More survey responses

+  More loyalty activation

+  More email addresses captured

F I N D I N G 
T H E
R I G H T
S O L U T I O N

All of which goes to further the all-important goals of driving more 
traffic and repeat sales both in-store and online.

A robust solution also helps to:

+   Identify more in-store shoppers

+  Drive additional sales

+   Promote cross-sells and up-sells
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S O L V I N G 
T H E 
C H A L L E N G E 
W I T H 
F L E X E N G A G E

flexEngage allows retailers to easily personalize 
every transactional touchpoint, making 
every post-sale message a shopper receives 
brand-right, relevant and engaging.

With flexEngage, retailers can capture 
more email addresses to identify people 
coming into the store; promote a loyalty 
program; solicit more shopper feedback with 
insights on ways to improve the shopping 
experience; offer promotions to bring 
customers back into the store; and much 
more.

flexEngage helps retailers better compete, 
keep customers loyal, and meet the 
expectations of the mobile customer,  
as leading retailers Aldo, GNC and Under 
Armour affirmed during a recent Retail 
Touchpoints webinar.

flexEngage offers one platform to help 
retailers personalize and manage all 
of their transactional communications, 
including receipts, packing slips, 
e-commerce notifications, and more.
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With the help of flexEngage, footwear retailer 
Aldo boosted its email capture rate for new 
customers by 40%. That represents three million 
new emails for the company’s database.

For those customers who don’t pay attention to the 
emails, e-receipts provide another communications 
channel. “It’s allowing us to engage a customer 
in ways that just aren’t possible when they’re 
walking out with a paper receipt,” explained Sandra 
Martineau, Director of Loyalty and CRM for Aldo. 
“Now we’re getting, through e-receipts, the ability 
to talk to an audience that wouldn’t necessarily pay 
attention to the emails.”

That new communications channel has allowed 
Aldo to drive more visits to the brand’s website, 
get greater engagement around store events, and 
enhance the customer experience with personalized 
recommendations. “We’re quite pleased with the 
results,” said Martineau.

Next on Aldo’s list for its transactional 
communications program, said Martineau: launching 
a new loyalty program with the support of e-receipts.

3 Million  
New Email Addresses
Acquired in 1 Year

Increased Email  
Capture Rate 
from 

20% to 
60%

INCREASING 
E M A I L 
C A P T U R E S 
A T  A L D O
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Health and wellness retailer GNC has seen engagement 
rates for its paid loyalty program increase tenfold thanks to 
transactional communications powered by flexEngage.

Jennifer Biefel, GNC’s Director of Customer Marketing & 
Loyalty, said that GNC customers typically view e-receipts 
multiple times, helping to drive repeat trips to stores as well 
as online sales via links with images on the receipts.

Receipts also promote GNC’s auto-delivery program.  
More than 10% of customers click through to explore 
auto-delivery options for the items on their receipts, said 
Biefel. It’s in this area that the receipts inspire the most 
engagement.

And, said Biefel, “We wanted to continue personalization by 
driving customers to additional products that they may want 
to purchase based on some of the stuff they purchased in that 
recent transaction.” Such personalized recommendations have 
boosted sales of recommended products by 7% at GNC.

Biefel also appreciates the ability to work with a hands-on 
partner such as flexEngage. “We continue to change and 
update the way that we’re doing things, and that’s largely a 
result of flexEngage reaching out to help us maximize the 
value of our program.”

for Targeted  
Paid Loyalty
Program Upsell

10X Lift 
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of Purchasers  
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Auto-Delivery

 
 7% of Sales  

from Upsell Products

BOOSTING 
LOYALTY 
A T  G N C



providing the company valuable data for 
improving the customer experience.

Ott cited cross-channel sales—driving sales 
from the store to the web and vice versa—
as another big win. “There are a lot of 
benefits we’ve seen even in the short time 
we’ve rolled out,” said Ott. “I’m excited to 
see what’s to come.” 

What’s to come for Under Armour 
includes launching global marketing 
campaigns that will take greater 
advantage of the flexEngage platform.

Under Armour is relatively new to the 
transactional communications game. 
Nevertheless, the company has seen gratifying 
results from its partnership with flexEngage.

As Brent Ott, Sr. Manager of Global Store 
Experience at the athletic gear brand 
explained, “We had a digital e-receipt with 
our point of sale solution, but it was kind 
of antiquated. It was a PDF image of your 
paper receipt.”

flexEngage, said Ott, “Answered our 
challenges pretty much instantly.”  
The result, he said was a digital marketing 
tool that reaches customers phones 
within 60 seconds of making a purchase. 
“It was a big win.”

In addition to reaching customers with 
marketing messages quickly, the receipts 
also feature a quick-and-easy-to-use polling 
function. This allows customers to give 
their store experience a thumbs up or 
down right after making their purchases, 

ENGAGING 
CUSTOMERS  
A T  U N D E R 
A R M O U R

Less than
60 Seconds

Delivered to the 
Shopper’s Pocket in
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M O V I N G 
FORWARD
As Aldo, GNC, and Under Armour have shown, 
transactional communications give a much-
needed boost to brick-and-mortar retailers that 
need to adapt quickly to the challenges of digital 
commerce.

As Aldo’s Martineau said in the webinar,  
“If we’re going to take our customer’s time 
and have them pay attention to us, we owe it 
to them and to ourselves to maintain a high 
level of personalization and quality.” And that, 
she said, “is not something you see from a 
traditional paper receipt.”

Each of these retailers also highlighted another 
significant benefit provided by flexEngage: 
white-glove, fully managed support that frees 
up in-house staff for other work.

As important, flexEngage had existing 
relationships with Under Armour’s other 
technology vendors, making it all the easier 
to tie together the systems needed to provide 
a seamless experience for customers and 
minimize integration headaches at the company.

Once a solution is in place, support also extends 
to setting up and running campaigns. As GNC’s 
Biefel pointed out, flexEngage account managers 
and the flexEngage platform do most of the work.

Let flexEngage reimagine your 
transactional communications. 
Request samples customized for your 
brand at www.flexengage.com or by 
email at hello@flexengage.com.
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