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18,645 ambitious member farmers are the owners of FrieslandCampina

140+ years of dairy expertise



THE CODE AS KEY TO CONTENT

IDENTIFY ENGAGEMENT PENETRATION



Eurosparen



Glance of Eurosparen

1.292.735
Accounts

600.000+ 
app users

2.000.000+ 
visitors

35.000
Codes per day

20.000.000+
emails per year



23% Sales uplift 

per consumer with active Eurosparen
account  (GFK)



We analyzed the life cycle of 80.000 consumers

Account Created
24 -01 -201 10:32:00

Code Redemption
24 -01 -2016 10:33:00

Spaarshop Order
24 -01 -2016 10:34:00

Events: 3
Lifetime: 2 minutes 

Consumer 1

Account Created
20 -02 -2016 14:31:00

Cashback Participation
20 -02 -2016 14:35:00

Events: 7
Lifetime: 18 days 

Consumer 2

Account Created
27 -02 -2016 14:17:00

Code Redemption
27 -02 -2016 16:58:00

Code Redemption
20 -03 -2016 15:50:00

Code Redemption
22 -05 -2016 18:54:00

Events: 8
Lifetime: 85 days 

Consumer 3



ROOM FOR IMPROVEMENT:

We learned a lot about the life cycle of our 
Eurosparen members

50%
if consumers are active after 
their first week, there is a 

chance they are still active after 100 days

1. Increase involvement and activity of Eurosparen accounts 
across platform components and lower churn

2. Increase cross sell and upsell per consumer

3. Increase subscription to email opt - ins and app downloads.



Components of Campaign

ã Insights & learnings in life cycle and churn

ã Campaign: 

A. Welcome / Activation campaign (100 versions)

B. Trigger emails / Re activation campaign 

C. New master template that enabled automated personalization across brands

ã AB ïtests and Feedback components



We engage this project in a scrum way of working

VMulti disciplined team

VBased on insights and assumptions, tested via experiments against success criteria

VSprints 2 -4 week duration

VDuring 3 months. 





Fully personalized welcome campaign to increase
involvement and activity

WELCOME AND 
EXPLAIN PROGRAM

CROSS SELL TO OTHER 
CONTENT

CROSS SELL TO OTHER 
BRANDS

INCENTIVIZE AND CELEBRATE 
MEMBERSHIP

- Personalization: Brand, activity, behavior, timing, gender etc..
- Ab - tests: Title, visuals, copy, CTA etc..



Triggers emails to reduce churn

Focus on 
feedback

Focus on 
benefits



All led to great results and learnings to continue 
the journey towards the personalized dialogue

# consumers that were successful activated

# consumers that are activated >1 component (Loyalty, 
cashback, win -deal etc..) of Eurosparen

# consumers that purchased a new brand

ñPersonalized lifecycle e-mails led to +35% cross- en upsellò

LOW MEDIA INVESTMENTS


