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Spend past F50 - select froem 10 cool gifts!
Spend F100 or more - select from 30 Zifts! Owverstock.com's
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Since Overstock.com was moving into a new warehous, it M a k| n g a b|g

gave us a natural, credible reason to communicate with their

existing and potential customers through e-mail to move for
encourage quick response. [JWe developed a four-week Ove FStOC k com

e-mail campaign, with a message each week playing off the
theme We’re Movin'—You're Savin.” Each week we counted
down to the final days of the event. Following the actual
move, we extended the offer as a celebration of a bigger and
hetter Overstock.com with even more products at up to 70%
off. [J0ur goal was to increase response from 15-20%. Our
campaign increased the open rate by 300%, the click through
rate by 355%, the acquisition rate of new customers by 436%,
the conversion rate of visitors to purchasers by 752%, the
average invoice amount by 8%, and the revenue generated
per e-mail sent by 641%.





