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Part 1

Case Study | Email

To increase the chances of conversion, The North Face regularly sends “abandoned cart” email 
campaigns to customers who leave items in their cart.

Initial Email: 

The North Face sent an abandoned email 
campaign to this user after they left items in 

their cart.

Reminding customers of 
the items they looked at: 

They include the items that 
were abandoned in cart in 

the email along with a direct 
link to their ecommerce 

platform.

Showcasing similar items 
that might interest the 

customer:

In addition to showing the 
items that the customer 

looked at, their algorithm also 
pushes out other products 
that would pique customer 

interest.



Part 2

Case Study | Email

After the initial “abandoned cart” campaign, The North Face continues the user journey with 
more promotional campaigns.

Push Promotions: 

Follow up with a series of promotional emails. 
The North Face pushed their Breast Cancer 
collection as well as an exclusive 40% sale.

Increase customer’s cart 
sizes with promotional 

content:

Serve up new products or 
enticing sales events to 

further encourage customers 
to checkout. Let them see 

new products and new items 
on sale to add to their cart, 
increasing conversion and 

increasing average cart size.

Breast Cancer Collection:

The North Face sent out the 
same campaign twice to the 

same user, but with a 
different subject line that 

resulted in very different read 
rates (%):

”Can you imagine a world 
without breast cancer?” 

- 78% read rate

“Why do you wear pink?” 
- 97% read rate



Part 3

Case Study | Email

Even with a purchase being made, The North Face continues the cycle with the same user to 
bring them on another “abandoned cart” journey.

Purchase: 

In this case, the user eventually made a 
purchase; The North Face sent out 3 

confirmation emails to let the user know about 
their purchase.

Continue the Journey: 

Even though the customer made a purchase, 
The North Face continued to follow up, starting 
with circling back to their 40% sale campaign.

Remind customers about 
ongoing sales

The North Face sent their 
initial sale campaign 4 days 

ago on October 10th. Circling 
back with the user to remind 
them of the sale ending gives 
it one last push to convert the 

customer.



Part 4

Case Study | Email

With the success of the first “abandoned cart” campaign, this time The North Face sent 3 
“abandoned cart” emails within a 3 day period.

Try it Again: 

Once The North Face recognized the effectiveness of their abandoned cart emails 
on this user, they attempted to replicate their success again, this time in 

succession.

Switch Things Up:

From the subject line to the main message to the header creative, The North Face 
makes sure they tweak things enough so that it still feels like a “new” email 
although the key message (don’t forget your cart items”) is still the same.



Part 5

Case Study | Email

Decathlon is another brand who utilizes “cart abandonment” email campaigns, sending out 
three in succession like The North Face.

Stay Top of Mind: 

After their initial cart abandonment 
email, Decathlon sent 2 more reminder 

emails within the the next 5 days.



Part 6

Case Study | Email

Use dynamic content and site algorithm to pick the best products to show the customer like 
Decathlon does.

Use Dynamic Content:

Decathlon uses dynamic 
content to automatically pull 

in cart items into the email; in 
one email, they show a list of 
products while in the others, 
they only chose to show one 

item.

Determine which items to 
show based on factors like 

best selling items, items that 
are low in stock, etc.

Discovery:

Use each email campaign as 
an opportunity to get the 

user to explore your website; 
Decathlon picked their top 4 

product categories and made 
sure to have them in each 

email.



Part 7

Case Study | Email

Aside from pushing promotional emails, Decathlon highlights their free delivery and generous 
exchange and returns policy to entice the customer to purchase.

Highlight Delivery Promise:

Decathlon makes sure to 
highlight their “free delivery” 

message in the subject line so 
that even if the user doesn’t 
open the email, they are still 
made aware of the delivery 

perk.

Once inside the email, their 
returns & exchange policy 

promises the customer there 
is little risk in making a 
purchase from them.

Talk about Value Propositions: 

Delivery fees and Returns & Exchange 
policies are often of the main deciding 

factors for customers when making 
purchases online.

Having free delivery and a flexible 
returns policy makes customers more 
comfortable about buying a product 

they’ve never seen before.



Part 8

Case Study | Email

Another important part of customer journey mapping is the “order confirmation” stage. 
Patagonia regularly sends at least 4 emails to customers during this stage.

What, When, and Where:

In the order confirmation 
email, make sure it answers 
these three key questions:

What did I buy?

When will I get my order?

Where are you sending it to?

There will always be a degree 
of uncertainty when making 
online transactions, so when 

clearly answering these 3 
questions, these 

uncertainties can be 
addressed and dismissed. 

Immediate Confirmation: 

Shortly after a customer makes their purchase, an 
order confirmation should be sent to their inbox 
to let them know you’ve received their order and 

will be processing it shortly.

Approximate Delivery Date:

When possible, try to offer an 
estimated delivery date. 

Patagonia only shows the 
method of shipping but in 
some cases, you can add 
things like “delivered with 

10-12 business days” to set 
expectations for the 

customer.



Part 9

Case Study | Email

As soon as a customer’s order leaves it facilities, Patagonia notifies the customer of that process 
in two separate emails. 

Notification of Movement: 

Patagonia sends an email when a customer’s 
order has been shipped (processed from their 
warehouse) and when its on its way (departed 

their facilities and with a delivery partner)



Part 10

Case Study | Email

Both emails include a reconfirmation of shipping address and order number, similar to the 
initial order confirmation email. This time, however, a tracking number is added.

Tracking Number:

While the shipping update 
emails sent from your brand 
is static, the shipping status 
updates from the delivery 

partner is being updated as 
the order gets processed.

Including a clickable tracking 
number within the email so 

customers can track real-time 
where the order is. 

This creates a far better 
customer experience than 
having to go back to your 

website, sign in, and check 
their order status via order 

number.



Part 11

Case Study | Email

Lastly, a final order confirmation email is sent once the order arrives at the customer’s 
designated shipment location.

Product Guarantee:

Patagonia uses this final 
email to let customers know 

about their product 
guarantee. 

If they are not satisfied with 
the product, they are 

welcome to bring it back for 
repairs, replacements, and 

refunds.

Final Confirmation: 

Once the shipment has been delivered to the 
customer, send a final email to let them know. 



Part 12

Case Study | Email

In special cases where delivery promises are not met due to sales volumes or external factors, 
Patagonia makes sure to keep customers updated on those matters.

Be Proactive:

Address the issues before 
customers start to notice to 

avoid any potential ill-feelings 
towards the brand or waves of 

customers complaints.

Explain the Cause:

Let the customer know the 
root cause of the problem, be 
it unexpected sales volumes 

or out of stock items.

Reassure the Customer:

Again, a degree of uncertainty 
always exists for online 
purchases; reassure the 
customer their order is 

reserved and will eventually 
be delivered.

Set New Expectations:

Along with the apologies and 
reassurance, make sure to set 

new expectations on when 
customers will receive their 

order. 

Make sure these new 
expectations are well within 

what is feasible.

Provide a time range rather 
than set dates (such as X day 

delays) to avoid further 
frustration.

Promote Brand:

Customers who are anxious 
about receiving their orders 

are more likely to open 
order-related emails, making 

these types of emails 
especially successful. Take 

advantage of the extra 
attention to call out special 
brand features, such as the 

“1% for the Planet” feature for 
Patagonia.



From the Email Journey Mapping Case Study

Email Tactic — Send a Series of 3 Cart Abandonment Emails: Both Decathlon and The North Face sent out three cart 
abandonment emails within a 3 day period to stay top of mind. Timing is extremely important for cart recovery, make sure that 
you are sending out the first cart abandonment email within an hour of abandonment. According to a study by Omnisend, a 
series of 3 emails generated 63% more orders compared to just one cart abandonment email. 

Email Tactic — Showcase Personalized Product Recommendations via Dynamic Content: Decathlon and The North Face 
used dynamic content to automatically pull in cart items and product categories into their emails. The North Face recommended a 
personalized list of products that were related to the items that the user has left in their abandoned cart. 

Email Tactic — Test Various Subject Lines: The North Face included three different subject lines for each of their abandonment 
cart emails so that it feels like a “new” email although the key message is still the same. Acknowledge that the customer is still 
hesitant to purchase the items in the cart and provide them with new information in each abandoned cart email such as customer 
reviews, and detailed product descriptions to provide social proof. 

Email Tactic — Be Proactive: Waiting for an item to be delivered can often be a long process, especially when there are 
unforeseen delays. Be proactive and address the issues before customers start to notice by frequently sending delivery updates 
via email to explain the cause and reassure the customer. 

Key Takeaways

https://www.omnisend.com/blog/ecommerce-email-marketing-statistics-infographic/

