3115 PM

YOUR CART g Q

PEEP-TOE BOOTIES
Ref. 2256/025/485

Size: 6.5 $49.00
Color: Red

SPRING RAINCOAT

Ref. 2256/025/413
Size:M $149.00
Color: Blue

SUMMER DRESS

Ref. 2256/025/103
Size: M $78.00
Color: Pink

3 ITEMS
TOTAL: $276.00 [EEESA]
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Meet the Panelists

f;lLlFTOFF @

Morgan Friberg Drew Frost
Sr. Marketing Manager Sr. Product Marketing Manager
Liftoff Sam’s Club
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Liftoff is a performance-based, app marketing
platform helping companies drive adoption and
engagement in mobile apps.

amazon YR match® @acoms tw

A LIFTOFF ,




Sam’s Club Mobile

e Purchase any item, at any time from anywhere
e Access your digital membership card

s;.:,;:*[.m, q: o Create lists and re-order items easily
' e Receive instant promotional and transactional
notifications

e Find an item and what location it’s in

Dewnload an the GETITON

@& AppStore P* Google Play

Easy Reandar

K wirking on your order?

§905.00

ALIFTOFF



Sam’s Club Scan and Go App

Scan Pay Show

items as you shop. directly from the app. your e-receipt on your way out.

941 AM

Scan & Go

PAYMENT METHOD

VISA - ssss S Head towards the exit

I Payment Successfull
and show this screen.

SCANNED ITEMS (28)

Mini Watermelon - 1 eq. Oct 8, 2016 251
Bentonville, AR 2 items

$3.97

Qty:1

Sam Walton
5555 5555 5555 5555

Bananas (2 b}
-.é-. $1.48 "ll

aty: 1

TOTAL
A LIFTOFF 6
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Shopping Aps Cost & Conversion Funnel

INSTALL $4.45

14.6%

REGISTER $30.51 Install-to-Register
5.9%

PURCHASE $75 86 Install-to-Purchase

ALIFTOFF .




Cost & Conversion Funnel by Gender

12.6% 15.6%
Install-to-register $31'73 m $29.29 Install-to-register
4.5% 8.5%

ssois [l euncuse N sssoo
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Cost & Conversion Funnel by Gender

12.6%

Install-to-register

15.6%

Install-to-register

4.5%

Install-to-iap

8.5%

Install-to-iap
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Cost & Conversion Funnel by Gender

k2
15.6%

nstcgmo-register

12.6%

[Install-to-recy s

4.5%

Install-to-iap &

8.5%

Install-to-iap
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Cost per Install by Month

55

54

$4.53

Apr-16

May-16  Jun-16

Jul-16

Aug-16  Sep-16  Oct-16

ALIFTOFF

Nov-16

Dec-16

Jan-17

Feb-17

Mar-17




Cost per Install by Month

$5

54

Ap -SSR ay—16 Junie  Jul-l&  Aug-16 Sep-16  Oct-16  Nov-16 Dec-16 Jan-17 Feb-17  Mar-17
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Purchase Cost & Conversion Rates by Month

8%

7%

6%

5%

4%

7% $105.61

Apr-16

May-16

Jun-16

Jul-16

Aug-16

Sep-16  Oct-16  Nov-16  Dec-16  Jan-17  Feb-17  Mar-17

ALIFTOFF
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Purchase Cost & Conversion Rates by Month

8% p=— - $120
7% $105.61
7% =
6.5% $100
6.2%
$90.47
6%
5.6%
2% 5.8% 5.8%
$80
$76.32 476108
5% 5.39 $72.48
; \/ 5.0%
$67.55 i
$62[65
4% ] l ] $60
Apr-16 May-16 | Jun-16 Jul-16  Aug-16 | Sep-16 | Oct-16 Nov-16 | Dec-16 | Jan-17  Feb-17  Mar-17
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Purchase Cost & Conversion Rates by Month

Apr-16 May-16 | Jun-16 Jul-16 Aug-16 | Sep-16 | Oct-16  Nov-16 | Dec-16 | Jan-17  Feb-17  Mar-17

ALIFTOFF 17




Purchase Cost & Conversion Rates by Month

8% p=— - $120
7% o
=1 $100
6% o
$85.17
$82.71
-1 3580
5% |f=—
5.1%
4.9%
4% $60

Apr-16 May-16  Jun-16 Jul-16  Aug-16  Sep-16 Nowv-16  Dec-16 Feb-17  Mar-17
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When Marketing Shopping Apps
DO DON’T

1. Invest the time in understanding what 1. Blindly assume “If | sell it they will buy it”

“opportunity” your app solves for the 2. Depend exclusively on copy to get the
customer job done
2. Make the product the hero 3. Assume a customer’s review on the app
3. Provide a way for customers to store is actually what’s going on (don’t
communicate with you outside of the ignore them either)
app store 4. Set a campaign and forget it. Be involved
4. Give your campaign enough time in with the optimization
the marketplace before you make 5. Not have a re-engagement strategy

channel optimization decisions
5. Re-engage your customer with the
right product at the right time

A LIFTOFF 20
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The Challenge - Low Retention

# Android =~ &i0S
& i0S Retention Rate @ Day 01
50 M Day 07
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90% of installs
will stop using
your app within
30 days

22




How Re-Engagement Works

Travel

User installs your app then
doesn’t use it or deletes it

@\ Flights to Hawaii
just got cheaper
Y\ justg p

Amber Wagner 3:48
Heather Gordon 423
Karen Dunn 607
Deborah Roberts. 2:22
Mildred Ortiz 348

Re-Engagement Ads are

targeted to your unengaged users

ALIFTOEF

HONOLULU

Deaparture Arrival
X 7:50 AM =~ 12:59 PM

Flight time: 11h 08m

Class

Economy $7 59.99
Passengers / per person

2

5

BOOK THIS FLIGHT

—

Users come back to your
app and convert

23







Product Feed Retargeting

Entire product catalog
Automatically scan and cache the entire product catalog daily

Style Studio
5t

happing

Daily updates

Ads continually display the most recent information

Buy today and
get 20% off

PEEP-TOE BOOTIES

Ref. 2256/025/485
Size 6.5

Corted $49.00 Up-to-date pricing & inventory
Handy for large sales, i.e. Cyber Monday and Black Friday

Deep link direct to products
Best user experience - send user to exactly where they left off

FEEMTOE BOOTIES

Ao

Promote related products
Show related items, brands, or the most popular catalog items

ALIFTOFF 25







Best Practices Recap

Gender - target females for shopping apps
Install KPI - increase ad spend in May, Aug, Dec

Purchase KPI - increase ad spend in Jun, Sep, Dec

Target users in September followed by offers, deals, &
retargeting before/during holiday shopping months

Do’s & Don’ts from Sam’s Club

ORORORORONO

Re-Engage
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