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Introduction

The Rise of Digital Engagement 2021: Trends & Insights report by

WebEngage unlocks access to crucial insights about omni-channel user

engagement for consumer businesses to deliver an exceptional custom
experience in 2021.

The report analyzes volume and engagement data from the year 2020

er

across nine industries and seven channels to uncover actionable insights that

help your brand craft a digital-first engagement strategy.

About WebEngage

WebEngage is a marketing automation and customer data platform that

makes user engagement and retention simplified and highly effective for

consumer tech enterprises and SMBs.

WebEngage helps brands revolutionize their user retention strategy serving
as a ‘Retention Operating System’. Global brands like Unilever, Myntra, Souq,

Extra Stores, PFI Mega Life, L'Occitane, Unacademy, and Intuit trust
WebEngage with their user engagement needs.
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Understanding the impact of the Pandemic

The year 2020 was marked by the spread of the COVID-19 pandemic that
spread throughout the world, quickly turning into humankind's greatest
healthcare crisis. Businesses had the unenviable task of navigating a crisis of
enormous proportions as the pandemic disrupted supply chains and
consumer spending went down.

Brands responded by adapting to a consumer-first strategy to keep users
engaged. The pandemic has created a paradigm shift, triggering a massive
increase in the adoption of digital solutions.

« In 2020, E-Commerce was responsible for 17% of global retail trade,
compared to 14% in 2019.

- In July 2020, the average share of digital customer interactions was 58%
globally, a marked increase from 36% in December 2020.

- The percentage of digital products and services stood at 55% in July 2020
compared to 35% in December 2020 - a marked 20% increase in 6 months!

The report uncovers a crucial insight. As businesses start to recover from
COVID-19, digital engagement has increased massively, becoming a key
growth enabler for brands.

Across different industries, message volumes and engagement have
continued to rise as brands navigate the ‘pandemic phase’ and enter the
‘resurgence phase.’ In the trends section of the report, we will find out what
this looks like with a channel and industry-specific focus.

[oXX©)



https://unctad.org/news/how-covid-19-triggered-digital-and-e-commerce-turning-point
https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/how-covid-19-has-pushed-companies-over-the-technology-tipping-point-and-transformed-business-forever
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Understanding the impact of the Pandemic

Business Impact

COVID19 fast-tracked the digital adoption timelines for businesses from years
to months.

« For brands looking to connect with consumers at a difficult time, 'Empathy’
emerged as a prominent and relevant communication theme.

« Brands increasingly moved to humanized communication with a laser-sharp
focus on customer centricity & experience.

- Brands prioritized educational campaigns to inform their customers about
navigating the pandemic with a focus on customer wellness.
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Understanding the impact of the Pandemic

"The OTT space saw a massive increase in demand. Netflix reported 16
million new subscribers within a month of lockdown. Brands started posting
DIY videos, Edtech companies published effective content incessantly, and
the online gaming industry innovated offers, curated educational videos to
attract users.

The Most Affected

WOSPITALIT),

)

The World Travel and Tourism Council reported a 21 Trillion dollar revenue
loss. An estimated dent of 35% in Retail revenues for the fashion industry
demanded action. A loss of 63.4 million jobs in the Hospitality Industry in
APAC echoed a need to think, adapt, and explore new avenues for revenue
to stay afloat.


https://www.bbc.com/news/business-52376022
https://www.bbc.com/news/business-52376022
https://www.nationalgeographic.com/travel/2020/04/how-coronavirus-is-impacting-the-travel-industry/
https://www.nationalgeographic.com/travel/2020/04/how-coronavirus-is-impacting-the-travel-industry/
https://www.financialexpress.com/industry/hit-by-covid-apparel-industry-revenue-set-to-fall-by-this-much-in-fy21/2005451/
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Understanding the impact of the Pandemic

How Businesses Reacted?

Hyperlocal Growth

Local grocery outlets and mom-and-pop stores
witnessed a 40-50% increase in business. According to
EY's Sentiments Of India survey, 79% of retailers in
non-metros and 50% in metros reported a spike in new
customers during the lockdown.

Rise of new Categories

Brands responded to consumer demand triggered by
the pandemic, with a meteoric rise in demand for
products like face masks, vegetable and fruit cleaners,
UV disinfection systems, PPE Kits.

Rapid Digital Transformation

Businesses reacted to COVID19 by aggressively
adopting digital solutions and prioritizing their online
operations. Online grocery shopping, digital bill

1 (1 payments became standard practice.

The emergence of D2C (Direct To Consumer) as a
channel

COVID19 prompted a knee-jerk reaction from brands
due to a supply chain disruption. Serving customers
digitally via an app/website gave brands a direct
consumer connection to start business safely.



https://www.ey.com/en_in/news/2020/07/kirana-stores-are-considering-greater-technology-adoption

Understanding the impact of the Pandemic

Evolution of purchase behaviors

Consumer purchase patterns revolved around essential
commodities with a marked reduction in discretionary
spending.

A new-found love for local

Consumers turned to their local stores to fulfill
essential needs, which has extended to buying locally
sourced, organic products from smaller, fragmented
players.

Increase in demand for digital products & services

The majority of the countries saw that more than 50% of
people chose to buy online and a wide range of
categories.

Change in outlook towards travel

There was a sharp decline in leisure travel due to the
pandemic. The first ten months of 2020 cost the
industry $935 Billion.

Increased focus on health & safety

Due to the pandemic, consumers have shown an
increase in adopting healthier lifestyle trends, and health
and wellness categories have become more popular.



https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/a-global-view-of-how-consumer-behavior-is-changing-amid-covid-19
https://www.forbes.com/sites/duncanmadden/2021/01/14/the-covid-19-pandemic-has-cost-the-global-tourism-industry-935-billion/?sh=2696ff167d40




The state of consumer engagement

We bring business trends (message volumes) and consumer trends (engage-
ment volumes) across nine industries and seven channels to find out how
businesses reacted in 2020, what were the most preferred channels, which
industries increased message volumes, what are the best engagement times
across geographies, and so on.

We’ve analyzed data through the course of 2020 across multiple geographies
and industries, like:

85+ 300+ 850+

Million daily Million messages Million daily
active users sent every day events

Looking through a billion data points, we have come across a common trend
across most industries » Digital communication has risen steadily, both in
terms of volume and engagement. The pandemic impacted businesses in
AMJ, but they went on to surpass pre-covid levels of brand communication
and customer engagement by the end of 2020.

April - June 2020

Jan - March 2020

(Old Normal) (Dawn of Covid)
[ Q4 fE
October - December 2020 ON D JAS July - September 2020
(Resurgence) (New Normal)
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The state of consumer engagement

Business Trend

(message volumes)

v/s

AMJ JAS OND JFM

Quarter on Quarter growth

Message Volumes AMJ: 5%+, JAS: 30%t, OND: 40%+*
El )ement Vo AMJ: 15%%, JAS: 32%+, OND: 41%+

« Businesses around the globe stumbled as the viral pandemic emerged at the
end of JFM.

« Market volatility in AMJ led to an overall business decline, as seen in the
brands’ efforts (message volumes) and users’ response (engagement volumes).

« In the JAS quarter, marketers understood and adapted to The New Normal to
grow their businesses.

« OND can be called the period of resurgence for almost the entire consumer
market as the efforts for user engagement saw a massive upturn.
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The state of consumer engagement

Channel Adoption
Trends Across
Industries

Here, you’ll see which channel they preferred the most and the business
(message volumes) and consumer (engagement volumes) trends for each
channel individually.

E-Commerce

Top Channels

6.11%
0.08%

0.93%
Web Push
. Whatsapp

20.13%

70.53% B e

2.22% . On Site

Push Notification

SMS

« Emails constitute 6.11% of all communication messages sent.

« Mobile Push and Web Push Notifications together add up to 90.65% of all
communication messages sent.
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The state of consumer engagement
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Channel-wise Trends

Email
Volume
ﬁﬂ /
JFM . AMJ . JAS . OND JFM ' AMJ ' JAS ' OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 32%+ , JAS: 43%+ , OND: 56%+ AMJ: 34%+ , JAS: 53%+ , OND: 29%1
In-app Notifications
Volume
JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 11%+ , JAS: 125%+ , OND: 15%+ AMJ: 1%+ , JAS: 125%+ , OND: 16%+
On-site Notifications
Volume
ml ; \
JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 32%+% , JAS: 73%1 , OND: 7%+% AMJ: 32%+ , JAS: 74%+ , OND: 7%+

Push Notifications

_

JFM AMJ JAS OND JFM AMJ JAS OND

Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 1%+ , JAS: 30%+ , OND: 11%1 AMJ: 0% , JAS: 42%+ , OND: 14%+
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The state of consumer engagement

Volume
\ /
JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND —
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 32%+ , JAS: 43%1 , OND: 56%1 AMJ: 34%+ , JAS: 53%1t , OND: 29%+
Web Push Notifications
Volume
\
_ /
JFM . AMJ . JAS . (o])]»] JFM . AMJ . JAS . OND —
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 1%+ , JAS: 125%1 , OND: 15%+ AMJ: 1%+ , JAS: 125%1 , OND: 16%+

E-Commerce Trends Summary

- Email, In-app, On-site, and SMS saw a significant dip in AMJ, but they emerged
back to the pre-covid levels in JAS and OND.

« E-commerce relied on Push Notifications to maintain app traffic in AMJ and
successfully raised channel engagement by 42% in JAS.

« Web-push saw a 69% drop in user engagement from JFM to OND.
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The state of consumer engagement

Ed-Tech

Top Channels

10.45%

3.98%

48.99%

0.06%

\¢

35.75% .

0.62% 015%
a ]

« Emails constitute 35.75% of all communication messages sent.

Web Push

Whatsapp

Email

In App

On Site

Push Notification

SMS

« Push Notifications and Web Push Notifications together add up to 59.44% of all

communication messages sent.

Channel-wise Trends

Volume

JFM . AMJ . JAS . OND
Quarter on Quarter Growth:
AMJ: 21%+ , JAS: 50%+ , OND: 19%1

Email

/

JFM . AMJ . JAS . OND
Quarter on Quarter Growth:
AMJ: 74%+ , JAS: 7%+ , OND: 0%
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The state of consumer engagement
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In-app Notifications

5
=
3
()

JFM AMJ JAS OND
Quarter on Quarter Growth:
AMJ: 39%+ , JAS: 86%+1 , OND: 15%+

"ol B

JFM . AMJ . JAS . OND
Quarter on Quarter Growth:
AMJ: 39%+4 , JAS: 74%+ , OND: 15%+

On-site Notifications

Volume
JFM AMJ

Quarter on Quarter Growth:
AMJ: 71%+ , JAS: 23%+% , OND: 118%1+

P

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 71%+ , JAS: 23%+ , OND: 118%+

Push Notifications

Volume
JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 41%+ , JAS: 67%1 , OND: 77%1

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 21%+ , JAS: 209%+ , OND: 106%1

7

\/

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 41%+ , JAS: 43%1 , OND: 80%+

SMS

e

=

— N " —

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 388%1t , JAS: 361%+ , OND: 121%+
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The state of consumer engagement

Web Push Notifications

Volume
a o B ey B B
JFM AMJ JAS OND JFM AMJ JAS OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 58%+ , JAS: 123%+ , OND: 90%1* AMJ: 57%+ , JAS: 18%+ , OND: 62%+

Edtech Trends Summary

- The Edtech industry increased the usage of Email and On-site Notification by
21% & 71%, respectively.

. It witnessed a 49x increase in SMS engagement from JFM to OND, showing
presumably a massive spike in user transactions.

« In-app usage, however, showed a volatile trend equalizing to the pre-covid levels
by the end of the year.
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The state of consumer engagement

Healthcare

Top Channels

0.06% 375%
3.70% 0.04% 3.42%

89.04% .

- Emails constitute 0.04% of all communication messages sent.

Web Push

Whatsapp

Email

In App

On Site

Push Notification

SMS

« Push Notifications and Web Push Notifications together add up to 89.10% of all

communication messages sent.

Channel-wise Trends

Email
Volume
JFM AMJ JAS OND JFM AMJ JAS OND
Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 10%+ , JAS: 22%+ , OND: 3%+ AMJ: 87%+ , JAS: 44%+ , OND: 33%+
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The state of consumer engagement

In-app Notifications

Volume
/
/

JFM . AMJ . . JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 52%+ , JAS: 63%+t , OND: 125%1 AMJ: 53%+ , JAS: 59%+ , OND: 127%+

On-site Notifications

Volume

JFM . AMJ . . JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 30%+ , JAS: 5%+ , OND: 6%+ AMJ: 30%+ , JAS: 5%+ , OND: 6%+

Push Notifications

Volume

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 92%1 , JAS: 64%+1 , OND: 1%+ AMJ: 263%1* , JAS: 78%+ , OND: 6%+
Volume

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 10%+ , JAS: 1%+ , OND: 58%1t AMJ: 18%+ , JAS: 10%+ , OND: 34%+
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The state of consumer engagement

Web Push Notifications

Volume
/ ———
JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND —
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 34%+ , JAS: 5%+ , OND: 4%+ AMJ: 22%+ , JAS: 3%+ , OND: 8%+

Healthcare Trends Summary

« The Healthcare industry saw a massive increase in user engagement with a 3.6x
rise in Email, 6.8x rise in Push Notifications, and 5.5x rise in In-app Notifications
from JFM to OND.

» On-site channel, however, saw an overall decline in its usage and engagement
by 38% from JFM to OND.

« SMS saw a slight dip in usage in AMJ but further rose to 157% of JFM by the end
of the year.



The state of consumer engagement

Media and
Entertainment

Top Channels

7.48%
0.01%

0.20% Web Push

. Whatsapp

Email

34.50% 33.65% . 7 e

. On Site

Push Notification

SMS
15.98%

« Emails constitute 7.48% of all communication messages sent.

« Push Notifications and Web Push Notifications together add up to 76.34% of all
communication messages sent.

Channel-wise Trends

Email
Volume
/
JFM AMJ JAS OND JFM AMJ JAS OND
Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 28%+t , JAS: 83%+t , OND: 11%+ AMJ: 87%+ , JAS: 44%+ , OND: 33%+
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The state of consumer engagement

In-app Notifications

7

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 204%+ , JAS: 17%+ , OND: 63%1 AMJ: 210%+ , JAS: 10%+ , OND: 74%+

On-site Notifications

Volume

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 40%+ , JAS: 32%+ , OND: 36%+ AMJ: 40%+ , JAS: 32%+ , OND: 36%+

Push Notifications

Volume

JFM . AMJ . JAS . OND JFM . AMJ ' JAS ' OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 28%+ , JAS: 10%+ , OND: 61%+ AMJ: 43%+ , JAS: 6%+% , OND: 86%1
Volume

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 30%+ , JAS: 23%+ , OND: 10%+ AMJ: 86%+ , JAS: 112%+ , OND: 81%+
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The state of consumer engagement

Web Push Notifications

Volume

A
__

JFM AMJ JAS OND JFM AMJ JAS OND

Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 3%+ , JAS: 94%1 , OND: 51%1+ AMJ: 8%+ , JAS: 122%+ , OND: 63%+

Media and Entertainment Trends Summary

- The Media and Entertainment Industry withessed a jump in channel usage with
2.6x rise in Email, 5.9x rise in In-app Notifications, and 2.8x rise in Web-push
Notifications from JFM to OND.

« SMS engagement dropped by 86% from JFM to AMJ as conversions dipped post
lockdowns.

« SMS, Push, and On-site channels saw an initial drop in usage in AMJ, but they
surged back by OND.
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The state of consumer engagement

Travel & Hospitality

Top Channels

4.65%
0.94%

210%

34.50%

1.30%

Web Push

. Whatsapp

Email

56.51% B e
. On Site

Push Notification

SMS

- Emails constitute 4.65% of all communication messages sent.

« Push Notifications and Web Push Notifications
communication messages sent.

Channel-wise Trends

Email

Volume

together add up to 9110% of all

/
__—

z

JFM . AMJ . JAS . OND
Quarter on Quarter Growth:
AMJ: 84%+ , JAS: 76%+ , OND: 52%+

JFM . AMJ . JAS . OND
Quarter on Quarter Growth:
AMJ: 184%1 , JAS: 34%+1 , OND: 28%tv
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The state of consumer engagement

In-app Notifications

Volume

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 17%1+ , JAS: 11%+ , OND: 56%1 AMJ: 14%+ , JAS: 8%+ , OND: 0%

On-site Notifications

Volume

JFM . AMJ . . JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 60%+ , JAS: 59%1t , OND: 3%+ AMJ: 60%+ , JAS: 59%1 , OND: 3%+

Push Notifications
Volume
—

JFM . AMJ . JAS . OND JFM . AMJ ' JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 181%1 , JAS: 15%+% , OND: 36%+1 AMJ: 85%+ , JAS: 17%+ , OND: 38%1
Volume

/

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND

Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 49%+ , JAS: 5%t , OND: 23%+ AMJ: 48%+ , JAS: 38%+ , OND: 15%+
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The state of consumer engagement

Web Push Notifications

Volume
\
JFM  AMJ __ JAS __ OND JFM  AMJ __ JAS ___OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 14%+ , JAS: 81%+ , OND: 36%+ AMJ: 4% , JAS: 79%+ , OND: 45%+

Travel & Hospitality Trends Summary:

« For the Travel & Hospitality, there was a spike in engagement with a 4.8x rise in
Email, 2.1x rise in Push Notifications, and 2.3x rise in SMS from JFM to OND.

« Web-push saw a massive 91% decrease in user engagement from JFM to OND.

- On-site engagement dropped by 60% in AMJ in the wake of covid outbreak.
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The state of consumer engagement

Financial Services

Top Channels

0.01%
13.27%

Web Push

3.59%

Email

In A
48.99% 31.90% . et

. On Site

Push Notification
SMS
2.45%

« Emails constitute 13.27% of all communication messages sent.

« Push Notifications and Web Push Notifications together add up to 80.64% of all
communication messages sent.

Channel-wise Trends

Email
Volume
/
JFM AMJ JAS OND JFM . AMJ . JAS . OND —
Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 42%+ , JAS: 66%+ , OND: 80%+ AMJ: 45%+ , JAS: 64%+ , OND: 60%+
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The state of consumer engagement

In-app Notifications

Volume
I — —_——

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 13%+ , JAS: 9%+ , OND: 60%+ AMJ: 9%+ , JAS: 7%+% , OND: 2%+

On-site Notifications

Volume
m_l \ |

JFM . AMJ . . JFM . AMJ . JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 35%+ , JAS: 8%t , OND: 100% AMJ: 35%+ , JAS: 8%+ , OND: 100%

Push Notifications

Volume
]/I/l/l |

JFM . AMJ . JAS . OND JFM . AMJ ' JAS . OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 60%+ , JAS: 34%+ , OND: 521% AMJ: 64%+ , JAS: 32%+ , OND: 39%+
Volume

/I . / I / \ /

JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND

Quarter on Quarter Growth: Quarter on Quarter Growth:

AMJ: 97%+ , JAS: 46%+% , OND: 92%1* AMJ: 33%+t , JAS: 30%+ , OND: 28%+
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The state of consumer engagement

Web Push Notifications

Volume
\
JFM . AMJ . JAS . OND JFM . AMJ . JAS . OND —
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 36%+ , JAS: 22%+ , OND: 52%+ AMJ: 48%+ , JAS: 42%+ , OND: 41%+

Financial Service Trends Summary

« The message volumes in the Financial Services space increased by 4.2x for
Email and 3.2x for Push Notifications from JFM to OND.

« The Web-push channel saw a decline in user engagement by 82% from JFM to
OND.

- The standout was the 97% spike in adoption volumes for SMS in AMJ.
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The state of consumer engagement

Channel Adoption
Trends Across
Geographies

We studied several billion data points from our systems covering 7+ industries,
representing 1000+ businesses - small, medium, and large. All of this, for 35
countries around the world.

Here is the adoption share of each channel for 2020

MENA

Web Push
28.10%

35.47% . In App

0.35%
‘ . On Site
4.24%

Push Notification

0.35%
SMS

3117%

- Emails constitute 28.10% of all communication messages sent.

« Push Notifications and Web Push Notifications together add up to 66.64% of all
communication messages sent.
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The state of consumer engagement

80.35%

Push Notification

SMS

cat 1.84% . Web Push
‘ . Whatsapp
10.53% . .
0.87%\ . In App
. On Site
[]
[]

- Emails constitute 80.35% of all communication messages sent.

« In-App and On-site Notifications form 11.40% of all communication messages sent.

3.14%

Push Notification

SMS

1.61% 2.40%
0.07%

0.01%"\\\'\‘ " webPush
. Whatsapp
. Email

92.78%

. In App
. On Site
[]
[]

« Emails constitute 92.78% of all communication messages sent.

« SMS forms 3.14% of all communication messages sent.
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The state of consumer engagement

0.46%

20.63%

53.87%

8.06%

%

4.51%

36.52%

0.01%

« Emails constitute 53.87% of all communication messages sent.

Web Push

Whatsapp

Email

In App

On Site

Push Notification

SMS

« App Push Notifications and Web Push Notifications together add up to 25.144% of

all communication messages sent.

0.07%

15.59%
111%

// 0.46%

43.06%

36.52%

« Emails constitute 15.59% of all communication messages sent.

Web Push

Whatsapp

Email

In App

On Site

Push Notification

SMS

- App Push Notifications and Web Push Notifications together add up to 79.59% of

all communication messages sent.
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The state of consumer engagement

Best Time of the Day

The omnichannel approach is as important as knowing the right time to send
out the designed communication. Every region has a unique set of trends
that usually determines channel effectiveness. We have been able to sum
this up for you based on the latest trends.

Asia North America South America

8am to 4pm 12am to 12pm 8am to 4pm

Middle East &
Europe North Africa
8am to 12pm 12am to 4pm



o)

The state of consumer engagement

Why should brands prefer ‘Dynamic Lifecycle
Campaigns’ over ‘Standalone Campaigns’?

Conversion rate via
Emails

—

—

Conversion rate via
App Push Notifications

()

Conversion rate via
WhatsApp

 C—

L1

Conversion rate via
On-site Notifications

Which channels are brands increasingly
focusing on to improve user engagement?

On-site
Notification

O
App Push
Notification

=

Web Push
Notification

2=

AP

L

WhatsApp

In-App
Notification

(g

Web Push
Notification
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The state of consumer engagement

Overall Channel

Performance

Email

Volume

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 39%+ , JAS: 52%1 , OND: 37%+

JFM AMJ JAS OND
Quarter on Quarter Growth:
AMJ: 77%+ , JAS: 50%+ , OND: 18%+

- Email saw a rise in its adoption by 2.9x and its engagement by 3.1x by the end of

2020.

In-app Notifications

Volume

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 14%+ , JAS: 13%1 , OND: 54%+

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 12%1 , JAS: 14%+ , OND: 32%+

- In-app adoption doubled with a 1.7x increase in engagement throughout the

year 2020.
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The state of consumer engagement

On-site Notifications

Volume

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 33%+ , JAS: 28%1t , OND: 7%+

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 33%+ , JAS: 28%+ , OND: 7%+

- On-site notifications dropped its adoption and engagement by 91% by the end of

2020.

Push Notification

Volume

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 3%+ , JAS: 28%+ , OND: 38%+

JFM AMJ JAS OND
Quarter on Quarter Growth:
AMJ: 12%+ , JAS: 33%t , OND: 45%1

- Push Notifications saw a rise in its adoption and engagement by 1.7x by the end of

2020.

SMS

Volume

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 15%+ , JAS: 18%+ , OND: 32%+

JFM AMJ JAS OND

Quarter on Quarter Growth:
AMJ: 52%+ , JAS: 51%+ , OND: 60%1

« SMS stood back to pre-covid levels with a 1.3x rise in adoption and a 1.2x rise in

engagement by the end of the year.



The state of consumer engagement

Web Push Notification

Volume

JFM AMJ JAS JFM AMJ JAS OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 10%+ , JAS: 36%+ , OND: 41%+ AMJ: 16%+ , JAS: 31%+ , OND: 35%1+

« Web-push Notifications raised its adoption by 1.7x and saw a 1.5x increase in
engagement by the end of the year.

On-site Notifications

Volume

JFM AMJ JAS OND JFM AMJ JAS OND
Quarter on Quarter Growth: Quarter on Quarter Growth:
AMJ: 34%4 , JAS: 307%+ , OND: 94%1 AMJ: 62%+ , JAS: 330%1t , OND: 26%+

« Whatsapp stood out with a whopping 5.2x increase in adoption and an 8.8x
increase in engagement.

The industry-agnostic channel trends have shown overall growth in digital adoption
and user engagement throughout the year. It is a vital depiction of multi-channel
marketing's rapid adoption by consumer brands around the globe. The change is
here to stay, and the trends will ring true in 2021 and beyond, making it crucial for
brands to step up digital engagement.
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Engagement
Best Practices

Step up digital engagement

Due to the pandemic, 71% of customers spend
more time online than earlier, which will continue in
2021. Ensure regular digital communication to
ensure that your brand is present where your users
are. Going silent may end up harming your brand
value in the long run.

Educate your consumers

Google data points to a 65% increase in search
volume for videos with the keywords ‘step by step’
& ‘for beginners.” Consumers are actively seeking
more information. Enable your consumers with
educational content and create more actionable
value for them.

Focus on Retention
Forrester’s 2021 predictions suggest a 30%
increase in spends on User Retention & Loyalty.
Acquisition costs are up by almost 50%, making it
imperative for brands to focus on retention with

v intelligent engagement. User retention is a
cost-effective growth strategy that creates
long-term value for your brand.

=
<
5


https://www.accenture.com/_acnmedia/PDF-125/Accenture-A-New-Era-in-Customer-Engagement.pdf
https://www.thinkwithgoogle.com/feature/understanding-consumer-mindset-during-coronavirus/#work-and-leisure
https://go.forrester.com/predictions-2021/
https://www.profitwell.com/recur/all/content-marketing-customer-acquisition-cost
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2222

Run A/B Testing Campaigns

Boost your campaign conversions by 300% with
the power of A/B testing campaigns. Create multiple
campaigns with different copy and visuals and run
them simultaneously to gauge impact. Choose the
winning variant and watch your conversions improve
dramatically.

Create Hyper-Personalized Experiences

65% of ‘prosumers’ (early adopters and
trendsetters) want brands to serve them with
personalized recommendations. Deliver a
hyper-personalized customer experience across
multiple touchpoints via one-to-one, contextual
engagement.

Dynamic Omni-Channel Campaigns Are Effective
An omnichannel engagement strategy improves
customer retention rate by 91%. Leverage the
power of dynamic lifecycle campaigns with an
omnichannel approach for your brand.


https://www.business2community.com/marketing/ab-testing-important-01712463#7T7r3JLauQegMfiV.97
https://www.thinkwithgoogle.com/consumer-insights/consumer-journey/delivering-meaningful-customer-experiences/
https://loyalty360.org/content-gallery/daily-news/survey-businesses-that-use-omni-channel-strategies-have-far-better-customer

Creating delightful customer experiences with intelligent engagement

Here is an illustration that captures positive moments that a brand created for
its customer by incorporating engagement best practices.

My birthday is next month, let
-4 me get something nice!
~

Sneaker Collection

All New Adibas 908
Sneakers

Added to cart

Meet Karan - A millennial living in the big city who

Karan adds his favorite brand’s latest sneakers to his cart
loves to shop online.

but forgets to check-out.

7:41

Monday, November 21

Karan, your brand new : ;N’}
sneakers are waiting for X o m—
you - come buy now! - ‘“"

o~

© shopping App

New Notification Recieved !

’

The E-Commerce app sends a push notification to Karan
about his abandoned cart.

Your favorite brand @
is COVID ready )

.] srans Y Y
« Y |
« Fast and Contactless Delivery o

« Daily Temperature checks

© shopping App

+ Well Santized Packaging Karan, 7 days to go for your
birthday! Here is a birthday
coupon - Enjoy 20% off!

Karan gets a detailed email from the E-Commerce brand

Brand targets Karan: Karan is excited but decides to
about their COVID-readiness

make a purchase later since he is busy.




The brand ensured contextual communication with hyper-personalized
messaging using behavioral cues to create incremental value for Karan,

resulting in a conversion!

9:08

Monday, November 21

€ sroroi rep

Karan, your chosen
sneakers are flying off
the shelves, the last 5
remaining! Buy Now!

The E-Com brand captures attention & creates
urgency with a stock-out notification.

Karan, Adibas Green
Sneaker in your cart
has 500+ 4-star
ratings!

.I Brand
i

Abhishek

These pair of sneaker are awsome! really
worth the price

Akash
Worth the price ! Highly Recommended !

The shopping app sends top product reviews to Karan
to build trust and secure intent.

I want to get the best deal
for myself, let me check
online!

Karan, your chosen sneakers are flying off the shelves,
the last 5 remaining! Buy Now!

My Cart

» All New Adibas
908 Sneakers

Subtotal
Discount

Shipping

Total

ed to checkout

2

All New Adibas 908
Sneakers

Order Placed

Karan completes the purchase and checks out from his cart

7:41

Monday, November 21

€ shopping App

Happy Birthday, Karan! We have
renewed your special birthday
discount coupon!

Get an additional 10% off on all

your purchases today!
COUPON CODE : KARAN30

Go To Cart >

On Karan'’s birthday, the app sends a hyper-personalized
birthday offer which triggers the purchase.

Karan is overjoyed with the personalized, contextual
offers and purchases the shoe.
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Channel
use-case gallery

If you have made it to this section of the e-book, you definitely must be famil-
iar with the different engagement channels and their performance and
trends. It’s now time to take a cue on how you can make these channels work
for you.

Let’s take a look at real examples from leading brands and dissect how they
use these channels effectively to engage better with their users.

Email

Push Notifications

]
1] sMs
[

WhatsApp

On-site Notifications

<

. In-app Notifications
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Email Marketing

Email marketing is one of the timeless channels to communicate with your
target audience and customers effectively.

Welcome Email

Start engaging users from the get-go and tell them what is
in store by sending a welcome email shortly after they
subscribe.

ALTBalaji, one of India’s leading OTT platforms, sends out a welcome
email to all new subscribers packed with a recommendation based
on their preferences.

Greetings
personalized by
user name

Customized movie
recommendation
based on user’s
preference

Hello Niket,

To get you started on your epic binge journey, here's a recommendation
for you:

BOSE: DEAD/ALIVE, starring Rajkummar Rao.

IMDb rating: 9.4/10

Bl

g s

Between the mystery and rumours, lies the truth, Watch the story that
unveils India's biggest cover-up.

"
DEAR / ? i‘}

Read more: How ALTBalaji increased user retention by 30%

Clear
call-to-action


https://webengage.com/resource/case-study/altbalaji-increased-user-retention-rate-30/

o)
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Abandoned Cart Email

They came, they viewed, and they left? Well, nudge your
users to complete the transaction with personalized
emails.

BannerBuzz, a custom signage eCommerce platform, reduced cart
abandonment by sending out personalized emails to the users who
abandoned the cart, nudging them to complete the order.

Personalized
order details such
as quantity, units,
amount data
auto-pulled from
the user’s cart

o P

Lolad-

IFIT'S IN YOUR CART 1T'S YOURS, g ¥ |
S IN YOUR CAR GURS { -"'nu._..-hrﬁ
(= %

WELL ALMOST. =

CHECKOUT TO COMPLETE YOUR ORDERY g‘\ '
e
7

Saved items & your Cart

Open Corner Table Covers
Qty: 2| 5130 per item

Subtotal: $260

Clear call-to-action

Read more: Explore how leading ecommerce companies are leveraging omni-channel
marketing to drive engagement and retention


https://webengage.com/resource/case-studies/
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Referral Email

Nothing spreads faster than word-of-mouth! Encourage
and incentivize your brand loyalists to share their brand
love with their family and friends.

MyGlamm, a leading online cosmetics brand, onboards new users
from their brand loyalist network through a referral email campaign.

Customized offer

based on user’s

behavioral data MYGLAMM points is plugged
; in based on each

user’s store credit
accumulation

Data on loyalty

Two clear call-to-action

Specific referral buttons

incentive offer

START REFERRING

Read more: How MyGlamm achieves a 166% uplift in conversions.

Explore more:

Knowledgebase | Targeted Email Marketing | Email Strategies To Maximize Conversions



https://webengage.com/resource/case-study/how-myglamm-achieved-a-166-uplift-in-online-conversions/
https://knowledgebase.webengage.com/docs/email
https://webengage.com/blog/targeted-email-marketing/
https://webengage.com/blog/email-marketing-strategies-to-maximize-your-e-commerce-sales/
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Push Notifications

Push notifications help deliver timely and relevant information to
users even when they are not active on the website or app.

Mobile Push Notification

Exclusive Offers

Get your users excited with personalized recommenda-
tions based on their preferences. An excellent way for
food-tech companies to whet their customers’ appetite.

Elmenus, Egypt’s booming food discovery platform, treats users with
personalized offers sent through push notifications on their favorite
food based on behavioral data.

Personalized restaurant
M| elmenus recommendation based
on behavioral data

Movie night? Don't forget the

ice-cream w»

Customized
promotional offer

Clear call-to-action

Read more: How elmenus witnessed a 25% increase in conversions with multi-channel engagement.


https://webengage.com/resource/case-study/elmenus-increases-its-conversions/
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Reactivation Campaign

appropriate incentives.

User started the journey but is missing in action? Keep
users engaged in the journey with timely reminders and

Glow and Lovely careers sent timely push notifications with relevant

incentives to reactivate dormant users.

Glow:
. \I'rf

, CAREL RS

Personalized by ;Shféya,gcomplete your;#iha.h.(.:.é. a ndAcr‘ounts

user name course and get a free certificate.

Get started!

Specific data on the
user’s active courses

Incentive on completion

Clear call-to-action

Read more: How Glow and Lovely Careers achieved an 11.22% course completion rate.


https://webengage.com/resource/case-study/glow-lovely-careers-engages-learners-using-webengage-for-edtech/
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Cross-promotional Campaign

Insert hooks to convert a one-time customer into a “repeat”
customer. Ecommerce companies can leverage push
notifications to run campaigns based on users’ purchase history.

FirstCry, Asia's largest online store for baby & kids products, prompts
customers to order products related to their recent purchase through

contextual push campaigns.

Step in style with matching | Footwear : with
your , Sets & Suits| purchase. Order now.

Most recent
purchase data

. J

Read more: How FirstCry boosts its repeat purchases by over 400%

Personalized product
recommendation based
on purchase history

Clear call-to-action


https://webengage.com/resource/case-study/firstcry-boosts-its-repeat-purchases/
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Browser Push Notification

Abandoned Search

Launch a simple, timely browser push to nudge users to
pick up from where they left in their search journey and
engage further with your brand.

TravelTriangle, one of India’s leading OTA, triggers relevant and
hyper-personalized push messages specifically targeting visitors who
drop off their browsing journey.

N

Looking For A Travel Plan? Personalized
Book a perfect budget trip with your loved pI’OdUCt

recommendation
based on purchase
history

Clear call-to-action

Read more: How TravelTriangle, India’s leading OTA, increases its returning users by
20% through behavior-based targeting.


https://webengage.com/resource/case-study/traveltriangle-increases-its-returning-users-by-20-using-webengage/
https://webengage.com/resource/case-study/traveltriangle-increases-its-returning-users-by-20-using-webengage/
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Abandoned Cart

Ramp up checkout rates by popping up a notification to
site visitors who dropped off the checkout process.

PrettySecrets, an online lingerie retailer in India, rolls out a browser
push message to users who do not complete the transaction within
10 minutes of adding the items to the cart.

N

Personalized by user name

Your Cart is Reserved : Triggered by cart
' " i inactivity

Option of a fast, Clear call-to-action
frictionless
checkout

Read more: How PrettySecrets uses Journeys to reduce cart abandonment.


https://webengage.com/resource/case-study/how-prettysecrets-reduced-cart-abandonment/
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Personalized Offers

Get new customers aboard by crafting value-driven offers
that they cannot refuse.

SlicePay, a digital payments platform, uses browser push notifica-
tions to offer its target user a personalized incentive to engage with
the brand.

N

A brief sketch of the process
to reduce activity inertia

Your College ID is worth Rs. €

ID card ¢

Personalized incentive

Read more: How SlicePay, a digital payment platform, uses Journeys to drastically
reduce its sales conversion time

Explore more:

How Push Notifications Work | Ultimate Guide to Push Notifications



https://webengage.com/resource/case-study/micro-lending-platform-slicepay-reduced-the-time-gap-between-signup-and-first-transaction/
https://webengage.com/resource/case-study/micro-lending-platform-slicepay-reduced-the-time-gap-between-signup-and-first-transaction/
https://webengage.com/blog/web-push-notification-guide/
https://webengage.com/blog/push-notifications/
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SMS

With mobile phones becoming an indispensable part of people’s lives, SMS
proves to be a pivotal channel to run both promotional AND transactional

campaigns.

Loyalty Programmes + Promotional Offers

Customers love your brand? Show them some love in
return—craft personalized campaigns based on their store
credits coupled with additional loyalty discounts.

MyGlamm, a leading online cosmetics brand, ran an SMS campaign
to entice users with tailored cashback to redeem their loyalty points.

MyGlamm
So much love! You have 150 glammPOINTS at

MyGlamm. Redeem now and you get an additional 15%

cashback at htt;

Easy access to
brand’s landing
page link

. J

Read more: How MyGlamm achieves a 166% uplift in conversions

Data on
accumulated
loyalty points is
plugged in

Additional loyalty
cashback


https://webengage.com/resource/case-study/how-myglamm-achieved-a-166-uplift-in-online-conversions/
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Browse Abandonment

them back to where they dropped off.

Your potential customer was keenly browsing through your
collection but dropped off midway? Grab their attention
with a personalized and contextual campaign leading

Homelane, India’s tech-enabled home interiors brand, pulls in users who
dropped off the search journey with relevant links sent through SMS.

Greetings MESSAGES
personalized by
user name OMELANE

Hey Pooja, liked our best-selling

wardrobes?

Click the link below and pick where you left
off for more design inspiration.
http://bit.ly/2tPUHfI

Data on user’s
on-site activity

Customized link
leading to most
recent page visited by
the user

Read more: How HomelLane boosts its revenue by 148% through behavior-based user engagement


https://webengage.com/resource/case-study/homelane-revenue-growth-using-webengage/
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Renewal Alerts

Out of sight is out of mind! Don’t let that happen to your
brand. Grab the chance to retain them and pop up a timely
renewal reminder on your users’ mobile devices.

Coverfox increases policy renewals by delivering well-timed, personalized
SMS campaigns to users regarding their car insurance renewals.

Clear action
path - specific
link and phone
number

, Renew your car insur-
ance in advance and be safe.
Policy expiring on Mar 12th

2018. Click http:/ /weurl.co
/KorK] or call 1800-209-9970
ew - Team Coverfox

\ J

Read more: How Coverfox increased policy renewals by 30%

Explore more:

Personalized
product data

Sense of urgency
induced by the
expiration date

Knowledgebase | Master SMS Opt-in Process | Triggered SMS Marketing



https://webengage.com/resource/case-study/coverfox-increase-insurance-policy-renewal-by-30-percent/
https://knowledgebase.webengage.com/docs/sms
https://webengage.com/blog/7-tips-nailing-sms-opt-process/
https://webengage.com/blog/6-reasons-why-your-business-needs-triggered-sms-marketing-campaign-ideas-inside/
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WhatsApp

WhatsApp is one of the most loved social messaging apps with an enviable
adoption rate. It boasts of having an open rate of 99%. Marketers just can’t
miss this channel!

Product/ Service Promotion

Get your target users to act. Spread the word about your
product/ services with a specific call to action.

Homelane, India’s tech-enabled home interiors brand, runs a promo-
tional WhatsApp campaign to high intent users, nudging them to
further engage with the brand.

N

Greetings
personalized by é. HOMELANE * @ L
user name
Hey Neha, we can't wait to hear
from you about your home interiors!
Your interior designer can now meet
ypu online. Slr_npl.y book e? convenient EuEierizeel 7k
time slot by clicking the link below: leading to book
http://bit.ly/2tPUHf| €ading 1o boo
the service
Service

recommendation
based on user’s
activity

Read more: How HomeLane boosts its revenue by 148% through behavior-based user engagement.


https://webengage.com/resource/case-study/homelane-revenue-growth-using-webengage/
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Onboarding Message

Start engaging on a high note. Welcome your customer
aboard with an informative message nudging them to
move further in their journey.

UniConnect by Leverage Edu, the world's first & largest online univer-
sity fair platform, accelerates profile completion of new registrants
with a WhatsApp welcome message.

Greetings Specific data of the
personalized by event the user is
user name interested in

The customized
landing page link Access to an expert

for profile panel and contact

completion details

Read more: How UniConnect by Leverage Edu withessed a 250% uplift in student attendance


https://webengage.com/resource/case-study/uniconnect-by-leverage-edu-witnesses-250-uplift-in-student-attendance/
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Reminder Message

Engage your users/ subscribers and drive product stickiness
with timely reminders.

Shaw Academy, a leading online education platform, achieved a
higher course completion rate by driving relevant reminder cam-
paigns on WhatsApp.

Greetings
personalized by
user name

Specific data of
the event for
which the the user
has signed up

N

@-e Shaw Academy @ VR

Easy access to the
landing page link

Read more: Shaw Academy boosts its revenue by 25% through multi-channel student engagement

Explore more:

Impact of WhatsApp API



https://webengage.com/resource/case-study/shaw-academy-boosts-its-revenue/
https://webengage.com/blog/the-impact-of-whatsapp-business-api-across-industries/
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On-site Notifications

On-site notification is an interactive channel that engages site visitors with
highly targeted, personalized, and well-timed web overlay messages to
prompt action and build trust.

Product/ Service Trial

Something clear, actionable, and specific you would want to
draw your site visitors’ attention to? Pop it up on the screen.

Mahindra Reva, India's largest electric car company, ramped up test
drive inquiries for its electric car variant, e20, with targeted web
overlays.

Instills credibility
by offering a test
drive and
highlighting the
experience of
other car owners

Clear call-to-action

Read more: How Mahindra Reva uses Web Pop-ups to increase requests for a test drive by 15%


https://webengage.com/resource/case-study/test-drives-increases-closing-ratio/?lang=en
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Newsletter/ Blog Subscriptions

Looking to create a long-term engagement hook? Nudge
your site visitors to sign up for your newsletter using their
email addresses.

Headout, an on-demand marketplace for tours and experiences,
uses an on-site pop-up to grab the visitor’s attention before they exit
the blog page, encouraging them to subscribe to the blog.

N

A brief line on what users can
expect in the newsletter

Get the best of traveler
stories and local guides

delivered right to your inbox!

Prominent field to
capture the email
address

Read more: How Headout carries out 90% faster campaign implementation.


https://webengage.com/resource/case-study/headout-carries-out-faster-campaign-implementation-using-webengage/

04

Setting sail for 2021 and beyond

Custom Offers and Promotions

Compel your site visitors to act with too-good-to-miss
offers displayed via on-site notifications.

WorldRemit, an online money transfer company, uses targeting
rules to pop on-site promo notifications to the right segment of users
coming to their site via corresponding email marketing campaigns.

N

It is in sync with a corresponding email campaign. Users who click on the link
provided in the email can view this on-site notification on the landing page.

Promotional
offer

Promotional
code

The process
explained in brief

Clear call-to-action

Read more: How WorldRemit uses On-site Notifications to improve conversions by 25% for traffic
through Email campaigns

Explore more:

Knowledgebase



https://webengage.com/resource/case-study/how-worldremit-improved-the-conversion-rate-on-traffic-coming-from-their-email-marketing-campaigns-by-25/
https://webengage.com/resource/case-study/how-worldremit-improved-the-conversion-rate-on-traffic-coming-from-their-email-marketing-campaigns-by-25/
https://knowledgebase.webengage.com/docs/onsite-notification
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In-App Notifications

In-app notification is a great way to target users with contextual in-app
messages backed by real-time user insights and powerful features that
increase engagement and drive revenue.

Welcome Offers

Engage your new subscribers with joining offers and
discounts right off the bat.

Wego, MENA's largest online travel marketplace, welcomes new
subscribers with exclusive offers and discounts via an in-app
notification.

Welcome to Wego,

Personalized
Welcome
promotional offer

Read more: How Wego achieves 8X conversion and 27% uplift in-app activation.


https://webengage.com/resource/case-study/wego-achieves-8x-conversion-27-up-lift-in-app-activation/
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App/ Technical Updates
Create a delightful and glitch-free app experience by

ensuring your users are up-to-date with every update.

Vikatan, India’s leading regional media powerhouse, ensures its
users have a memorable app experience by notifying them about
new updates.

N

Ovikatan
Hey Rahul,
Greetings . .
. Please update your Vikatan app. We have fixed some
personalized by of the bugs and crashes.
user name

A brief line on what
users can expect in
the updated version

UPDATE NOW

Clear call-to-action

- v,

Read more: How Vikatan boosts its reader engagement using Relays.


https://webengage.com/resource/case-study/vikatan-boosts-reader-engagement-using-relays/
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Feature Updates

Something new is brewing? Give your users a whiff of it
while they are active on the app.

SlicePay, a digital payments platform, communicates new feature
updates through thoughtfully triggered in-app notifications.

N

Greetings
personalized by
user name

A one-line explainer
of the “what" and

Hi Danny!
Y “how” of the feature.

Apply now for a higher limit from profile page to
increase your paytm recharge credit limit.

An explicit mention
of the benefit to the
user

\

y,

Read more: How SlicePay, a digital payment platform, uses Journeys to drastically reduce its sales

conversion time

Explore more:

Knowledgebase



https://webengage.com/resource/case-study/micro-lending-platform-slicepay-reduced-the-time-gap-between-signup-and-first-transaction/
https://webengage.com/resource/case-study/micro-lending-platform-slicepay-reduced-the-time-gap-between-signup-and-first-transaction/
https://knowledgebase.webengage.com/docs/in-app
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Summary

The digital adoption rate is at an all-time high for both consumers and busi-
nesses. Consumers are expecting a humanized and personal experience
from their favorite brands. Companies are focusing their energies on deliver-
ing an empathetic customer experience across touchpoints.

In 2021 and beyond, marketers have to prioritize utilizing customer data intelli-
gently to engage the new age “digital-first” consumer effectively.

We hope that the insights from the report help marketing teams get macro
and micro insights to empower strategic decisions.
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