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Introduction:

The Peak Season Challenge
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Submitted Shipped Delivered

O loop

‘Tis the season for skyrocketing volume — and even higher customer expectations.

Customers track their orders 4.6 times per order on average -- and this is likely even
higher during peak season. With shipping delays inevitable and customer anxiety

at its peak, do you want to send those high-intent visitors to your carrier’'s generic
tracking page? Or capture that engagement for your brand?

The brands that survive and thrive during peak season don’t just focus on acquisition
— they maximize every customer interaction. It’s not just about getting more orders;
it's about keeping customers happy, engaged, and coming back despite the chaos.
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Why transactional touchpoints
are your peak season lifeline

Easton Town Center

11819 Wilshire Blvd
Los Angeles, CA 90025

Get directions

O loop

A branded, end-to-end transactional experience that includes tracking pages, emails, and SMS is
10x more effective at bringing visitors back to your site than traditional campaigns during the holidays.

An optimized tracking experience builds trust, instills confidence in tight delivery timelines, and keeps
your brand top of mind during the highest volume season of the year. In fact, 75% of shoppers were

positively influenced to make a purchase if the site actually communicated delivery date instead of
shipping speed.

While holiday shipping delays are never ideal, proactive and transparent communication can turn a
frustrating moment into a chance to build trust—and win a repeat customer.

Let's dive in.

P Al N

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS



Why CX can make or
break peak season

The bottom line is this: amongst the craziness of peak season, you
still have to remain customer-centric. Delivering a great customer
experience at every turn is crucial to sustainable business growth. Forrester found that brands that prioritize a stellar customer
experience see nearly double the revenue growth of their competitors

By creating personalized, branded experiences that deliver timely —and order (and return) tracking are a crucial part of that experience

content and updates to your shoppers from checkout to delivery, you'll
build trust in your brand, drive higher engagement rates, and increase

customer loyalty. of customers say
of shoppers that real-time

Too many brands burn cash on acquisition ahead of peak season, regularly track tracking boosts
thlnlflng more traffic = more revenue. But if your customers aren’t their orders customer loyalty
coming back? You're just spinning your wheels.

The brands who make it big?
They maximize every customer.

By heightening engagement with your customers at this crucial
touchpoint, you'll transform customers from casual gifting to loyal

They don't just sell once, they create habits, loyalty, brand advocates.
and repeat purchases that keep their LTV climbing.

Jess Cervellon, Founder @ Open Late Collective

o IOOp PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 5


https://www.linkedin.com/in/jess-cervellon/recent-activity/all/

Turn holiday tracking
Into a revenue engine

A transactional journey that looks and feels like an extension of your brand
becomes even more valuable during peak season by:

o Delivering personalized product recommendations
Curated product recommendations can boost your repeat purchase/upsell
rate, increasing customer loyalty and revenue when it matters most. (Loyal
customers contribute to a higher % of revenue than net new)

 Engaging customers with real-time, relevant updates
Build a seamless transactional messaging campaign that guides shoppers
every step of the way through their delivery journey, with proactive
updates that ease gifting worries and build trust in your brand. ,_ Let’s explore the power of optimizing your

transactional touchpoints.

Want to learn more?

e Helping peak season customers find answers instantly
Creating an FAQ on your branded order tracking page is one of the best
ways to help shoppers tap into the support they need, which is especially
critical during high volume periods that can quickly overwhelm
support teams.
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How to 10x your CTR
with transactional emails

Transactional emails are a seamless way to increase customer

engagement, direct traffic back to your site, and drive Average Engagement Rates Marketing vs Transactional Email
additional revenue. e

During peak season, these engagement rates often increase as

customers are more anxious about their orders and more likely to B I Transactional emails
engage with every communication. B Marketing emails

| 60-80% 110-20%

open rates (compared CTRs (compared to 2% Not only that, transactional emails are actually a deliverability goldmine
to 20-25% average for for marketing email) for your business. That kind of consistent engagement sends all of the
marketing email) right signals to the big inbox providers like Gmail and Outreach, giving
your deliverability metrics a nice boost. With shoppers’ inboxes flooded
o) with holiday promotions, every opportunity to stand out counts — so
| 0.7-1% [1.2x - 4x vP Y oPROISE

why not make the most of it?

conversion rates tracking page views
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How to build an email journey

that drives sky-high engagement rates

Focus on these six holiday trigger events when building
an end-to-end post-purchase email journey for your customers.

Carrier Out for Review
picked-up delivery request
| ey G—j@ ................ @
Order Shipment Shipment Shipment
confirmed created stalled delivery

The Core 6 must-have transactional emails X/i%

<«
Good news: ‘h>'$/%

Shipment Created ( “Order ready to be shipped")

Shipment Picked Up ( “Your order has shipped!”>

Out for Delivery C‘Your order is out for delivery’)

Attempted Delivery ( “We tried to deliver your order and will try again')

Shipment Delivered ( “Your order has arrived!’D

Proactive bad news:

Shipment Stalled C‘An update on your order">

O IOOp PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 8



The holiday email playbook:
Order confirmation

An optimized order confirmation email is one of the first transactional
touchpoints with your shoppers after they place an order, so it’s important to
leave a positive impression while they wait for it to arrive. This isn’t just a receipt
— you want to remind your customer why they’ve chosen your brand and set the
groundwork for a long-lasting relationship.

Key elements include:
e Thanks for your order! (A simple thank you goes a long way)

e Order summary (ltems ordered, date of purchase, billing summary, and
payment type — the boring stuff matters)

e Shipping information ((Delivery address, estimated delivery time with peak
season-specific disclaimers)

e Order tracking link (if available)

This is also a great opportunity to plug your loyalty program - did this shopper
earn loyalty points through their purchase? If not, encourage them to join for
future purchases.

Get this template

4]
Kettle
& Fire

YOUR DELICIOUS ORDER
IS SIMMERING

EONE 807

1
l

All was quiet—a little too quiet— until the Kettle & Fire
warehouse intercom crackled to life:

“LISTEN UPF, PEOPLE! We've got a new order from Brian in

...but no one heard the rest of the announcement over the
thunderous roar of applause.

Champagne bottles popped and Don't Stop Believin’ started
played from the speaker. Loudly.

Nick hugged everyone and attempted a jump kick. (Key
word: attempted.)

Justin cranked out 70 pushups and set a new office record.
He's now telling everyone that he can't feel his arms and
wants a break from packing orders (but we're not buying it).

The rest of the team grabbed a box of sparklers and went
outside to wave around huge balls of glittery fire...do
celebratory things.

Once we clean up the celebration mess, the team (minus
Justin) will lovingly pack, ship and send your order.

We'll follow up with tracking information as soon as your

package ships so you can welcome our bone broth into your
home with open arms—and maybe a sparkler or 7.

Your Order Summary

THOMAS, Your Order Is On The Way!

1007
e —
DDDDDEII:I[“]
G 0l @.
@ Estimated Dellvery Date
An astimated delivery date is currantly
unavallable

Shipping Address

~ TRACK MY PACKAGE

MANAGE YOUR SUBSCRIPTION

Text 'modify order’ to +1(929) 415-9866
Our VIP Concierge lets you manage your subscription via SMS in seconds!

Swap flavors
Add one-time products
Skip orders Instantly

And receive a text with tracking information when your order ships 1)

Items In This Shipment For Order-

o s NEW! Keto Cheese Puffs 12.50% Off Auto
@ Fd. renaw
‘ Quantity:
Sour Cream & Onion + C rC C
4 Jalapefic + BBQ / 48 Bags ! variety
Subtotal $78.72
Tax $0.0¢
Shipping $0.00
Total §78.72
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https://www.loopreturns.com/tracking/?utm_source=ebook&utm_campaign=tracking_report&utm_medium=direct

The holiday email playbook:

Shipment created

Notify customers that their order is ready to be shipped and link
them back to your branded tracking page to officially begin tracking
their item. This is the first time your customer will see your branded
tracking page; first impressions matter!

This email is a golden opportunity to drive onsite engagement

and begin encouraging repeat purchases through personalized
recommendations, so it's important to ensure the feel and branding
of this email feel continuous through your tracking page.

This flow can also be used to notify your fulfilment team if an order
has been fulfilled but not picked up by a carrier in a set number of
days, avoiding packages getting lost in the warehouse / pre-transit.

Get this template

O loop

TS Youg

-I' L,
AL

Trigger
When someone Wonderment -
Shipment Created.

Wonderment // Shipment Created

Your order is ready to ship Qf.% j?
°  Your almighty water

>~ waspickedup! %

9

C

The powers that be just picked up

your water.

Through magic (and also carburetors).

it'l]l be there before you know it.
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https://www.loopreturns.com/tracking/?utm_source=ebook&utm_campaign=tracking_report&utm_medium=direct

The holiday email playbook:
Carrier picked up

Order Placed Order Shipped Out For Delivery Delivered

Trigger -
¥ When someone Wonderment - You!.torder :S
Carrier Picked Up. onits Way.
Don’t confuse your shoppers with vague notifications like “label
printed, pending pickup” that don’t tell them anything. When their
order has actually shipped, alert them with a clear “carrier pick up”
nOtiﬁcationl Wonderment // Order Shipped
. Your order has shipped & s St
. . . ) . . . Q04 News — Your oraer nas eft our
As your third transactional email, you're beginning to build valuable warehouse and s on its way to your doorstep!
trust with your customer and raise their anticipation levels. ey
4 Day 0 L] - e
Get this template
Here’s what’s in your delivery:
:‘: "‘.“.",:." XOXO | Candy Hearts Case
Y rpq:é ; Quantity: 1
%\X’\fw o Har o o 3 . EE&:,;_.J" Classi? + MagSafe®/ iPhone 13
o ~ ° a2 ©
»ﬁz\ /X&« ’?’z\g‘f o oS t&"‘i.!{iﬁ Total: 30.00

O loop
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o
® BABOON

TE THE

The holiday email playbook |
Out for delivery YOUR ORDER IS

OUT FOR DELIVERY

Exciting news! Give your customers a heads-up so they’re ready to
receive their package (you never know — they might need to hide it from
someone ).

It's likely your shoppers will be clicking the tracking link multiple times

during this stage in anticipation for their order arrival, especially when it
comes to holiday gifting. Make sure you’re capitalizing on this traffic and W Just got word thet your orcer [ outfor deiivery
encouraging additional upsell opportunities through your tracking page.

TRACK YOUR SHIPMENT

Get this template ITEMS IN THIS SHIPMENT:

Monomesh Pouch Set

X Quantity: 2 — Total: $19.00
-.
¥
{:} -
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https://www.loopreturns.com/tracking/?utm_source=ebook&utm_campaign=tracking_report&utm_medium=direct

o ® o
o
The holiday email playbook
Order delivered
Trigger
44 W:zn someone Wonderment -
Shipment Delivered.
The order is finally here! Notify customers that their item has arrived
to get them excited and help minimize package theft (this is especially
crucial during the holiday season with a rise in porch pirates). Make s Wonderment / Order Arva
sure this final email and your tracking page are optimized to continue You order has arrived! Do your happy (belly)
driving engagement and potential revenue — this shouldn’t be the last | dance because your
. . . I ’ ) 5
time your customer interacts with your brand! i orderjust arrived!
Get this template m
ORDER OCRDER ORDER
PLACED SHIPPED ARRIVED
X TRACK YOUR ORDER
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The holiday email playbook:
Customer education

Your customer has the product in their hands—but do they know how to use
it effectively?

At a time where many of your end-users might not have purchased the item
themselves and have limited knowledge of your brand, it’s essential to provide
customer education on how to set up, use, and care for their new item to reduce
support tickets and boost satisfaction.

This is also a great time to share a delivery survey — for the first time, brands can
have first-party data and visibility into a previously unknown part of the buyer’s
journey to quickly take action and improve for the next peak season surge versus
waiting for a negative review.

Get this template

0 Ioop PEAK SEASON GUIDE:

Read Me Before
You Squeeze Me

Get excited to hydrate—your order is out for delivery
today! Make sure you follow the tips below to get the
maost out of your first squeeze.

Just one, quick squeeze
in a full beverage

There's 40 servings in each bottle—don't
squeeze it all in one drink. Every serving is
1.5mL, or just a light pinch of the bottle.

DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS

e

14


https://www.loopreturns.com/tracking/?utm_source=ebook&utm_campaign=tracking_report&utm_medium=direct

How Fresh Clean Threads
achieved a 25X ROI

Fresh Clean Threads, a DTC brand that offers affordable and ethically-made

premium apparel basics, started using transactional touchpoints as a way to .
boost post purchase engagement, improve the customer experience, and drive

additional revenue. The brand wanted to “increase repurchasing rates, as well as

supplement traditional marketing channels (like email and SMS marketing) in an

attempt to find new revenue channels,” says Brendan Roeschel, VP Retention l’
and Customer Experience (CX).

“We were able to positively impact all of the
major retention metrics that we aimed to when
0 [ . Gi
’ 10% z 9 /o ’ 25X we made the swﬂch to Wonderment. Given
that our revenue slightly outpaced the number
of orders we got, it means we also had a slight

The results:

lift in second purchase lift in total repeat ROI on their
revenue within 30 orders in the test technology solution, AOV increase, which is an all around win.”
days segment Wonderment

Brendan Roeschel,
VP Retention and Customer Experience (CX)
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The holiday email playbook:
Shipping delay emaills

Sometimes, shipping delays are inevitable during high volume periods — but how
you communicate these delays is crucial. 70% of customers said they'd had at least

; N A KLAVIYO one shipping delay in the past six months, and 40% of shoppers saying they’d stop
TR buying from a brand after a negative delivery experience.
il When Shipment Stalled But we think a glass half-full mindset is key: while no shoppers enjoy their holiday
sorry about that! Were B Foeitersi shopping being delayed, it’s also a chance for your brand to stand out with proactive
St messaging that helps you reduce the negative impact on your customers so they

feel confident that you’ll make things right.

&) Mgt e hows Shipping delay emails can:

e Reduce “where is my order” tickets by 40-80%

M Email #1
An update on your Hydrant order e Improve customer satisfaction metrics like NPS and CSAT

Type something... D/ e <

o Elevate the customer experience

Get this template
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The holiday
email playbook:
Shipment stalled email

When a shipment stalls at the warehouse or en route, customers will have
questions. Namely, “Where's my order?”

To help your CX team sleep at night and keep customers in the know, this
fully configurable event can send an email to your customer informing
them that the package has stalled and you are monitoring as well as
notifying your team of a shipment that may be lost in transit.

Get this template

)& ke\ X/\X o ° o
# e 2 . 3k
Mk FON

BU2Y

An Update On
Your Order

Order #3391

You may have noticed your Buoy package hasn't moved in a
couple of days—don't fret, it's still on the way. We're just
keeping you up to date.

Delays are common and generally, orders start moving on
their own soon! We're keeping an eye on it and if it doesn't

continue to make it's way to you, we'll be the first to tell you.

Sorry for an unplanned exercise in patience. If you're bored,
email us asking for a joke to keep you entertained while you
wait.

Order Placed Order Shipped  Order Stalled Delivered

Update on Your
Casely Purchase

TRACK YOUR PACKAGE

We just checked on the status of your shipment and
noticed the carrier hasn't updated the tracking info in a
few days. We've reached out to them to get it moving
along. Rest assured, it's still on the way to you!

We know you're excited and ready to start rocking your
new Casely, so we apologize for the delay!

On its way to:

TRACK YOUR ORDER

o IOOp PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS
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Stalled/delayed shipment
case study: Casely

Casely needed an easy way to automate away WISMO tickets to free
up their CX team’s time while providing 360 insight into carrier data
and potential delays. Casely implemented branded order tracking
pages, branded transactional messages, and proactive messaging
around order delays and stalled shipments to help improve the
customer experience. Nearly

Within one month, Casely eliminated 76% of all WISMO tickets inside
of their Gorgias Helpdesk, accounting for: 2000 $1 880

tickets a month in support hours of time saved
cost savings per week through
automation

l
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SMS: Your holiday
engagement
powerhouse

Don’t stop with email during peak season. Many
customers prefer SMS messages for time-sensitive

updates, especially when shipping delays are common.

SMS messaging becomes the most powerful way to
heighten engagement during peak season and ensure
customers get access to important information in a
timely manner.

O loop

Average Engagement Rates Marketing vs Transactional SMS

¥5

i 5 O = 7 5 % Transactional SMS

25 click-through B Marketing SMS
rates
0

Click Rates %

Transactional SMS messages can also help you drive significant
revenue. Check out these stats from a CPG brand campaign:

150.1% 11.98% | $48.48K

CTR conversion rate 30-day revenu

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS
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Transactional SMS: The Core 5 SMS journey

Hit these five holiday trigger points in your SMS transactional
messaging to ensure a great customer experience.

Shipment
stalled
i [ IS Qj@ ................
Shipment Shipment Out for Shipment
created picked-up delivery delivery

The “Core 3" SMS message templates

Good news:

Shipment Created ( “Order ready to be shipped")

Shipment Picked Up (“Your order has shipped!")

Out for Delivery C‘Your order is out for delivery">

x5

Attempted Delivery ( “We tried to deliver your order and will try again’)

Shipment Delivered ( “Your order has arrived!">

Proactive bad news:

Shipment Stalled (“An update on your order”)

O IOOp PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS |
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The holiday SMS playbook:
Shipment created

Skiner ey

Skinergy Beauty: Your order
45098904 is about to head on its
way to you! More info:
https://klv1.i0o/tGE26
Text STOP to opt-out

When your order is packed and ready
to ship, send an SMS letting your
customer know. You can include a link
to a page with their full order details,
as well as an estimated delivery date.

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 21




The holiday SMS playbook:
Shipment picked up

D

Kizik: Hey Blake, your order has
been shipped via DHL! Track
your package here:
https://kizik.pscrpt.io/3d4kye
Enjoy!

Once your shipment has been scanned into a
carrier, your delivery is on its way! Keep
customers up-to-date with an SMS message
that alerts them that their order has shipped,
and includes a link to your branded tracking
page where they can check its status in
real-time. This is typically your highest

engaged text message!

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 22




The holiday SMS playbook:
Out for delivery

Davids Natural Toothpaste: hey
Connie, we've got good news. Your
order is out for delivery with UPS
and should arrive shortly. We'll
continue to keep you updated
here: https://klv1.io/zDL78

Text STOP to opt-out

7» On the day the order’s set to arrive, it’s time
N\ to send out another order-tracking SMS!
Get customers excited about their upcoming
arrival, and encourage them to be on the
lookout for their package to ensure its
safe arrival.

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 23




The holiday SMS playbook:
Shipment delivered

CALPAK

Calpak: Hey Blake, the wait Is
over! We can't wait to see you go
places!

Your order #9384094 has been
delivered! Track your order here:

. . https://calpak.attn.tv/l/hyu
At last, the delivery has arrived! Make sure that

you let your customer know immediately with a
text update that includes a link to your tracking
page—they’ll be able to view the carrier data
to see where the package was left (doorstep,
garage, mailbox, etc.) to ensure safe and

quick retrieval.

Once they know the package has made it

safely, it's a prime opportunity to hook them
again: This message typically drives the most
revenue of your entire transactional

SMS sequence.

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 24




The holiday SMS playbook:
Shipment stalled

Get ahead of shipping delays with proactive
messaging that alerts customers if their
order hasn’t been scanned within a set - e

i i i eastsables: Hi Elizabeth, we
window of time. You can issue the shopper a attempted to deliver your % but
replacement order with a new order tracking an issue occured.
number and updgted delivery datg, giving e te HibmenE ol
them peace of mind that they’ll still safely status at:

receijve their order. https://fbles.pscrpt.io/6ytuib for
more Info, and feel free to reply

here with any questions.

PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS
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Omnichannel branding
that converts

What ties all of your peak season email and SMS d
campaigns together?

Branded tracking pages. The resu ItS?

These pages can be fully customized with your brand'’s logo and
style, ensuring a cohesive experience for your customers across

every touchpoint. What's more, you can deliver fully personalized ’ z

tracking pages for every customer. Whether they’re a first-time
shopper, a subscription member, or any other segment, you'll be
able to engage them with messaging designed to fit their

0.7-1.0% 10-62X

conversion rate return on investment

0 IOOp PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 26



Branded tracking:
The old way -> the new way

Gone are the vanilla transactional emails or boring shipping carrier pages
that take shoppers away from your website during your highest volume
season of the year. With optimized tracking, brands can deliver highly
customizable emails and pages that feel like your brand for a seamless,
unified customer experience.

This also gives you the opportunity to get important information or
additional resources in front of shoppers on one of your most viewed
pages. Hello, personalized product recommendations and strategic e Cupertino, CA

upsell opportunities! Shipping label created, USPS
awaits item

0 IOOp PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS
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Transactional emails

The Artisan Gift Boxes ORDER #1

Thank you for your purchase!

Hi Juliana, we're getting your order ready to be shipped. We will notify you

when it has been sent.
i VISIt - Store

The old way The new way

Order summary m» '.E "&
‘1‘
~ -
(‘“3;\\ Rose Heart x 1
R

your chnocoiate Just
lert tne ractory.

Subtotal

Shipping

Vanilla Branded Transactional
Transactional Email Email/SMS

Customer information

Shjpf)ing AR Billing address
Feastsables: Hey Elizabeth, your
Feastables packages are

shipping soan.

Track your items in realtime

S — payment method Now's the time to https://fbles.pscrpt.iofdruvoq
FedEx Home Delivery® visa start daydreaming
about what you'll
do if you win...
f you have any t ¢
catherine@theartisangiftboxes.com

0 loop PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS | 28



Tracking pages

SHOP ¥ BUNDIES® ¥  MERGH -  ABOUT

@ English © Locations € support &* Informed Delivery Register / Sign In

=USPS.COM' o — on v — Help o s n a c k t r a c k e r 6 o o o
he old way S The new way

Track Packages Get the free Informed Delivery® feature to receive Delivered on | Items in this shipment

Anytime, Anywhere automated notifications on your packages "
Friday |
Sep | . Chocolate Chip Cookies - bct

gth EA x25

ESTIMATED DELIVERY TRACKING: 277..1715569

Track Another Package +

Tracking Number: 420926799300110944101320895930 LIRS
Fri, Sep 9,2022
° ° ° Expected Delivery on Status
Shipping Carriers Branded Order o
1 3 by 5:45pm ' )
JUNE
202@ 5:45pm © June 13, 2022 at 6:10 am 819 AM On FedEx vehicle for

delivery
San Diego, CA, 9212], US

Website (not your own) Tracking Page

Get Updates v

A
Out for Delivery

Tracking History % Phone Number

Text & Email Updates v

USPS Tracking Plus® N
_ UBSCRIBE

Product Information N

See Less A\

Ioop PEAK SEASON GUIDE: DRIVING REPEAT PURCHASES THROUGH TRANSACTIONAL TOUCHPOINTS
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Anatomy of a great holiday
tracking page: Key elements

[

Hero image (‘
ece ) -

< 5 L g q
or LT
. '_j . Delivered
Delivered :
[ J @ Mon, Jul 25, 2022
Monday, Jul 25th . »
S 0 W h a t g o e S I n to — = S 10:50 AM  Arrived at Post Office
USPS Priority, Track: 867-5309 Srgl g Tl

a h ig h - Co nve rti n g Pre transit Transit Delivered

tracking page?
Tracking block g R 719l @ h
Let's break down the ” |

elements of success. 'W

AIN BLANKENSHIP OLLY FIRE
Super Sensitive Trio Flower Eyeshadow & Blush Palette Mermaid Dry Shampoo Lip Gloss - Cosmic Energy
$46-00 $22.00 $42:66 $18.00 $24-66 $14.00 $5-60 $6.00

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

Frequently Asked Questions

ADD TO CART ADD TO CART ADD TO CART ADD TO CART

When will my order ship? v
Where do you ship? v FAQS
What shipping rates and methods are available? v

When will | receive my order? +
Do you ship orders to the UK & EU? If so, how will orders be shipped? ™ Something in my box was missing or damaged. +
How long does delivery take? v
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Anatomy of a great holiday tracking page:
Must-haves

Obviously, a tracking block is crucial—but Upsell block FAQs block
these additional elements will really elevate the

customer experience for your shoppers, resulting If your customer just ordered a gift, this could be Customers often have more questions about

in more upsell revenue and fewer support tickets. jche perfect pIac;e to shO\{v.case cgmplementary their orders during peak season. By making the
items or last-minute additions. Displaying answers to their most common questions easy to
relevant products when a shopper is anticipating find in an FAQ, you'll be able to deflect customer
a delivery can pique their interest and result in support inquiries and enhance customer
additional upsell revenue. satisfaction through self-service support -

crucial when your support team is already
stretched thin.

LEVEL UP YOUR EVERYDAY CARRY

Streamline your daily carry with premium gear from Ridge.

o ‘ FREQUENTLY.ASKED QUESTIONS

How do | change my order?

| Are Peelaways Disposable? +

Cavity Tray Black KeyCase Forged Ember KeyCase
$75 $75
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15 killer customer

examples of branded
tracking pages

an enhanced customer experience.

These stellar tracking page examples have
helped ecommerce brands boost revenue
from upsells, and delight their shoppers wi

Search.

FULL LEAF TEA CO.& Wome  ShopTeas  Shop Wellness  Shop Matcha _ Accessoies & Gifis Explore. What's New?

‘Save 25% on our favorite teas for s

YOUR ORDER STATUS

Delivered Thank you so much for your support! We are passionate about our
products and customers! We waould not be there without you!

Friday, Apr 8th Cheers!

Pre transit Transit Delivered

Fri, Apr 8, 2022

10:36 AM Delivered, In/At Mailbox
Schiller Park, IL, 60176

Show shipment journey

Shipping

USPS first class & priority leave our warehouse in 1-2 business days.
and is delivered 3-7 business days later

FedEx 2Day leaves our warchouse in 1-2 business days, and is
delivered 1-2 business days later.
Returns
If you're not satisfied with your purchase please reach out to us. For
2 detailed look at our returns and refunds, please visit our returns
d refund: 3
and refunds page. P
Google

oo
Questions or concerns? Customer Revievs

Try Our Best Sellers

Organic Premium Matcha  Organic Sleeping TranquiliTea Organic Lung Health Organic Mullein Tea

View Product View Product View Product View Product

Loose Leaf Tea & Matcha Guides

&

[ Suaas> 18

How Long Should Loose Leaf Tea Steep? How to Make Traditional Matcha How to Reuse Tea Leaves

ou ever wondered "can | boil tea
leaves" "Does steeping time and temperature
actually matter? This blog answers these age-
old questions and gives a very simple guide on
steeping each tea type (from herbal to black)

Iced Matcha Green Tea Latte Recipe
Cockail or coffee house style Do you love
matcha? Are iced lattes your jam? Are you

prepared to shake vigorously and enjoy this

wonderful iced version of your favorite green
Y < tea? Wl get ready, we're going 1o show you
o

Q95

(o]

o ©

FULLLEAFTEACOMPANY.COM

“Thank you so much for your support
We are passionate about our products
and our customers. We would not be

(4] here without you! Cheers!" - Matt &
Lisa Hammonds

Wine Spectator
Tetter Homes
[

We LOVE our matcha here at Full Leaf! There
are multiple ways you can enjoy your green
tea fix. I've seen several Pinterest boards and
social media pages devoted to ALL things
matcha. I its growing popularity. matcha has
become widespread.

What is Full Leaf, Whole Leaf, and Loose

Full Leaf & Whole Leaf Full and whole leaf are
synonymous. It means that the leaves have
not been crushed or cut. Contrary to popular
belief, it does not mean that the leaves are

flat, broad, open, full leaves. The closest tea.

Read More

Signup and save 15% off your next order!

AS SEEN [N BPloreMatcha &Tea

Shop Tea Collections

Monthly Wellness Box
ardens

DAYSPA What s Matcha?
VENTRE Our Blog

Matcha Recipes

Reuse and recyclability are hot topics for us
and our customers. Through the years, we've
listened to feedback and discussed ways that
tea could be more sustainable. We've
improved how we do business from the farm
to your doorstep.

First thing’s first, what is Matcha? We go in-
depth into what Matcha is here, but basically,
Matcha is an antioxidant-rich, metabolism-
boosting, caffeine packed superfood without
the acidity or crash and burn of espresso.
Compared to espresso, Matcha has 5mg
more...

Read More

Customer Service
Customer Service
Loyaltea Rewards.

Refer A Friend

Manage Your Subscription
Refunds, Shipping, & 10
Track Your Purchase

Coupons & Deals

QUR STORY FRODUCTS | SHOP

P
o,
e flock
£

-
R
e

@ =

Extra Large Flock Bags

$31.99

BUY NOW

flock

CHICKEH EHIPE

Your Order Status

Delivered

Saturday, Jun 4th

Pre transit Transit

Sar, Jun 4, 2022

4:06 P4 Delivered, In/At Mailbex
Schiller Par, IL, 60175

Show shipmen’ journey

WHAT'S NEW

e canms

05 5uGAR

. .

.
Original Bacon Jerky

$24.00

BUY NOW

Delivered

Honey Sriracha Chicken Chips

$26.00

YOU HAVE FLOCK POINTS WAITING!

i vy Flock snchese pou gl ses s for 343 ol yous rest order

Subscribe & Save!

o dast monly

flock

SHOP COMPANY

Shop Chicken Chips Our &

Shop XL Chicken Chips Blag

Shop Jerky + Fark Froducts Layolty Progren
Wholesale - Foire Refer @ Friend far $10

Contact Us

G in touch with the e

HELP
My Account

Contact Us

FAG's
Shipping

Return Palicy

Chisek ol whe's rew

JOIN OUR EMAIL LIST FOR 10% QFF

Enter your omail address

FACFROCIK | INSTAGRAM | TWITTER
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BABOON
Yo 1
MOON

Shop All

ga" Froo Shippin

9 Day
Over $50 (US onlyl Returns & Exchanges

P

Shop Go-Bags

Dec
12th

ESTIMATED DELIVERY'

Sun, Dec 12, 2021

About usp $ / Log In / Cart (@)

Uifetime
Warranty

TRACKING: 867-5300

Items in this Shipment

@ Preview Item 1

x2

@ Preview Item 2
x1

716 PM  Delivered, In/At Mailbox
Schiller Park, IL, 60176

616 PM  Out for Delivery
Schiller Park, IL, 60176

516 PM  Arrived at Post Office
Franklin Park, IL, 60131

44K DA Arrivad at 118D Fasility

Shipping FAQs

What if my order has been marked as delivered,
but | haven't received it?

Oh nol We want you to get your package as soon as possible, but
before youre made to wait for a new shipment, we also want to
make sure that the parcel isn't hiding nearby.

Please first check to see if your order was left with a neighbor,
roommate or another relative that may have accepted the package
for you. Postal carriers occasionally leave items in unusual
locations to prevent them from being stolen, so it might be
helpful to give your entryway a quick once-over as well

I you still can' find the package, please double-check your
shipping address on your order confirmation to ensure that the
order was shipped to the correct address.

Shipping carriers will also occasionally mark items as delivered a
few days in advance. Please wait 3 additional business days from
the date of delivery to see if the package shows up. If not, please
reach out to support@baboontothemoon.com with your order
number and e would be happy to arrange a replacement or
refund.

How long does shipping take?

We ship orders Monday through Friday, excluding federal holidays.

The transit times are estimates once the shipment leaves our
warehouse in New Jersey. Please allow 1 business day for orders
to process.

FedEx Ground Shipping takes 4-7 business days. Expedited
options are available for US orders only. International orders take
7-14 days depending on the country

When will | receive my order?

Orders will process within 1 business day and ship within 2
business days. Delivery time varies based on your location and
selected shipping option.

Shop Org Bags

FAQ
Returns
Terms & Conditions

Corporate Gifting

Contact
Privacy Policy
Warranty
Accessibility Policy

Accept the Mystery

[ 4 u Enter your email

l Submit |

Baboon Mega Corp, Inc. © 2021.

O loop

m ‘Q JUNGALOW
h T deeerere vid ' SEARCH Q  siGNIN &)

WALLPAPER DECOR BED & BATH ART PRINTS GIFTS SALE PERKS

™ AW NS T il

ORDER STATUS

) o TERAN APl N

Items in this shipment

Preview Item 1
X2

Preview Item 2

x1
Fri, Apr 1, 2022
9:25AM  Delivered, In/At
Mailbox
Schiller Park, IL, 60176
825AM  Outfor Delivery
Schiller Park, IL, 60176
When will my order arrive? +
What if my item hasn't shipped yet2 ar
My order arrived but is missing ifems, what should | do? +
What is your International shipping policy? ar

You Will Love These
NN Z

AR

EMAIL ADDRESS EARN REWARDS!

‘OH SNAP, IT’'S AN APP!

SEARCH OUR STORY WANT TO MAKE IT OFFICIAL?
Gotall reciive OUR MISSION JOIN NOW FOR THE JUNGA-LOWDOWN
et (=]
SHIPPING EARN REWARDS
RETURNS GET INTOUCH
HOLIDAY FAQ LA L4 FOLLOW ALONG
HELP & FAQ CLOE — e~
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NEW holiday flavor! Chai Cranberry
4 Shop now %

ESTIMATED DELIVERY TRACKING: 867-5309

Delivered on Items in this
Sunday Shipment

Dec

wqree a 12'th @ :’r;view Item 1

am
w0

0

Elderflomer Grapefruit

12x for $30

7 Reviews

Select your plan

@® One-time order - $30.00

Add to bouquet

p

ut us

are to find
4 hey

>d

>lesale

inA mAnAde

Preview Item 2
Sun, Dec 12, 2021 @ x1
7:11 PM Delivered, In/At
Mailbox
Schiller Park,
IL, 60176

6:11 PM Out for Delivery
Schiller Park,
IL. 60176

ML spARKLING WA |

st
A

Cactus Rose Peppermint Watermelon
12x for $30 12x for $30
11 Reviews 6 Reviews
Select your plan Select your plan

@ One-time order - $30.00 @ One-time order - $30.00

Subscribe & Save 15% - Subscribe & Save 15% -
$25.50 $25.50

Add to bouquet Add to bouquet

a adrinkaurabora
¥  adrinkaurabora

d® adrinkaurabora

helloaaurabora.com

Privacy Policy

Terms & Conditions
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Increase ROl with best-in-class
email and SMS partners

Shopify is an ideal platform for running your ecommerce business Best-in-class options include:
—but it has limitations when it comes to delivering an end-to-end

customer experience. Integrating with a more specialized solution can open a new world of

opportunities, including:
With Shopify, you'll be able to build basic transactional emails, but
to create fully customizable and on-brand peak season campaigns
that really wow your customers during this critical period, consider
integrating with a dedicated email and SMS marketing solution. « Advanced personalization features

e Full customization to your brand’s look and feel using your existing
Shopify theme

e Advanced segmentation based around business logic (i.e, messages for
first time vs returning customers) + A/B testing capabilities

e Insight into performance analytics

klaviyo' attentive’ o © ITERABLE

® Integrating with Shopify partners will unlock new opportunities for your
business, delivering enhanced value to your shoppers and sky-high ROl
To get even more value, you can work with an agency that specializes in
YOtpo' * LISTRAK m optimizing post-purchase journeys, who will make sure you’re set-up

for success.
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Want to retain more
revenue? Focus on returns.

Let’s not overlook the fact that up to 30% of ecommerce sales
(even higher when it comes to gifted items) may end in a
return. Often, that means the end of your relationship with that
customer... but it doesn’t have to.

A branded return tracking page can help you keep shoppers
invested in your brand, even if they need to return an item.
They’'ll be able to track the status of their return in real-time and
see if it's been processed yet, providing them peace of mind and
reducing their customer support inquiries. By providing upsell
and exchange opportunities on your return tracking page, you'll
be able to re-convert shoppers and retain more revenue from
your returns.
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Return tracking, done right

Customers care just as much about their refund, exchange, or store credit as they do about their order arriving.

Level up your post-purchase experience with a proactive approach to returns. By doing so, you'll be able to retain more ,,}fw
revenue from returns, deliver a better customer experience, boost your customer loyalty rate, and reduce return-related »ﬁ?{««

support inquiries.

\/
SN2
mONE

How to get started.: Provide return shipping labels so Use email and SMS notifications
that customers can track their to update customers when their
return status in real-time return has been scanned in, when
it has been delivered, and when
their refund has been approved

Use a self-service returns portal
to facilitate seamless returns
management
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Final takeaways:
Your Peak Season Action Plan

Ready for a quick recap?

To generate new revenue and re-conversion from peak
season shoppers, these three elements are key:

‘ Transactional Build personalized transactional email campaigns that
emails re-engage your customers during their buyer’s journey,
from the first touch to the last.

‘ Transactional  keep shoppers updated on their item'’s journey with
SMS real-time updates and alerts when their packages are
en route or have been delivered.

‘ Branded Customized landing pages with order tracking links
8 tracking can generate upsell revenue and help customers find
Y pages the answers to their questions—both during the initial
A ‘.< shipment and in the event of a product return.
v
=\ /\‘(
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Your Peak Season
Advantage

Peak season success isn’t always about perfect execution - it's about proactive
communication and building trust with shoppers.

With the right technology in place, you can transform cost centers into profit centers,
unlocking new revenue opportunities at every customer touchpoint. Ready to realize the
potential for revenue growth in your transactional touchpoints? Learn how Loop can help
you grow your revenue and customer retention through the entire customer journey.

Book a demo.



https://www.loopreturns.com/book-a-demo-today/?utm_source=ebook&utm_campaign=tracking_report&utm_medium=direct

