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eCommerce Email
Communications 
Architecture



• eCommerce emails will be deployed 
to Logitech users who:
– Sign up for email

– Engage on the website

– Purchase a product

• Email communications will be sent 
with personalized, relevant content 
that pertains specifically to the 
action/in-action taken by the user or 
at a point in time within their individual 
lifecycle 

Audience
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• Welcome
– Day 1

• Early activation
– Day 30

• RAF ( Refer-A-Friend )
– Day 21

• Reactivation 1
- Day 180

• Reactivation 2
- Day 720

Lifecycle |

Tiered Welcome Series - Preference Request  - Birthday -
Anniversary – Customer Reactivation Series – Email 
Reengagement Series

Lifecycle  Program Opportunities

Triggered messages based on what stage a customer is at in their 
journey with a brand
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• Post purchase 
– 7 days after purchase

• Up/Cross-sell 

Purchase Cycle |

Product Registration Request  - Repeat Purchase  - Product Review  
- Customer Survey

Purchase Cycle Program Opportunities

Provide education on product purchased and promote cross-sell 



8

• Promotional 

• NPI ( New Product 
Launch )

• Seasonal 

• Multi-brand 

Base | 

Brand / Story Telling

Base Program Opportunities

Portfolio of communications designed to drive sales by informing and 
engaging recipients
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• Cart Abandonment 1
– Sent 30 Minutes after 

a cart event

• Cart Abandonment 2
– Sent 24 hours after 

cart event 

• Browse Abandon 
– Sent 24 hours after 

browse event

Behavioral + Event | 

Additional Remarketing Touches – Connection Triggers Y/N

Behavioral + Event Program Opportunities

Messages triggered off prospect / customer activity on 
web site or off known event



Template Module 
Inspiration
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Email Headers Sans Header - Impactful format stands out in the inbox

Broad appeal header with navigation ( Shows breath of product )
+ promotional banner (e.g. Free Shipping)

Logo only header:

Draws the eye in while 
shortening the height of the 
header module 
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Vertical Multi Module 

A bold format for various 
content and campaign types 

(Pinterest layout)

Infused sticky content
to complement story
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Pin Board Module

Allows for multiple product 
and supporting content to 
be displayed.
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Product Hotspots

Cool tactic for Logitech - Uses image 
hotspots that display product detail & 
Buy button when clicked

Only available on IOS devices 
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Responsive Carousel

Unique experience in the in-box

• Desktop uses arrows to navigate the slides

• When scaled to mobile, the arrows 
disappear, leaving thumbnail images as 
navigation 

• Viewed in Webmail, the carousel falls 
back to a rotating animated gif
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Image Collage with CTA

Impactful way to show case and 
drive action for Logitech brands, 
product and personas 
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Readers Poll

• Text or image based                             

• Capture preferences and product 
affinity via real time polls 

Use customer impute to 
influence marketing campaign or 
product development
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Scroll features

New Product Launch
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Product Showcase

Cross-Category Bundle
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Animation

Add an element of intrigue and/or 
surprise & delight that isn’t possible 
with static design.
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Call to Action

Acts as the direct link 
between a brand and 
customer by initiating 
engagement prior to 
conversion. 



22

Testimonials

Strengthen a brand’s reputation 
by voicing the trust current 
customers have based on 
personal experience with your 
product or service. 

Text with optional supporting image
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Leveraging Instagram & 
Influencer Content

Allow brands to gain the trust of 
their target audience and as a 
result, exert some influence over 
their purchasing power.



24

Video

Drive immediate and effective 
engagement. They leverage the power 
of showing over telling at the point 
where it could best impact 
effectiveness.
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Count Down Timer

Create urgency for product 
announcements, sales and 
limited time offers.
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Inner Navigation 

Leverage inner nav within the 
layout to drive incremental traffic 
and broaden message appeal 

Text only or support with 
iconography
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Bite-sized content

Keep audiences engaged even 
when not in buying mode. Drives 
ascending open rate.



Competitive
Landscape
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Amazon
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Best Buy
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Dell 
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Harmen Brands
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Hewlett Packard
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Microsoft 
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Sony



Next Steps
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• Logitech to provide update on Merkle meetings Friday, Nov 9

• Creative to present initial eCommerce wireframes Monday, Nov 12

• Review timeline for Phase 1 templates: Monday, Nov 12                        
eCommerce, UE and Circle 

• Schedule working session for development of   w/o Nov 12                                                   
ecommerce strategic communications 

Moving Forward



Thank you!
Yes Marketing


