


About the B2B Industry

In addition to providing a powerful software 
solution, we have a team full of ESP-certified 
marketing strategists whose top priority is 
helping retailers get the most out of their data, 
with an individualized approach to building 
and managing campaigns. 

This case study will detail how three of our 
B2B clients (POS Supply Solutions, MyBinding.
com and USCutter) use lifecycle marketing 
campaigns with predictive analytics to deliver 
smarter content to their customers at the 
perfect time.
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Customer retention can be especially 
challenging in the B2B eCommerce industry. In 
fact, in a recent survey of B2B companies, 37% 
of respondents identified retention as a major 
difficulty for their business. 

This could be for a vast array of reasons. 
Marketing to other businesses can be 
challenging because there can be obstacles to 
making purchases that don’t exist for a regular 
consumer audience. Some of these 
organizational barriers include multiple 
decision makers, budget constraints, tax and 
shipping concerns.

Additionally, no two businesses are exactly the 
same. Because of this, personalized email 
campaigns are important for B2B marketing 
and can have a substantial impact on customer 
retention.

For instance, B2B retailers that offer 
replenishable goods to both large and small 
businesses should not send replenishment 
reminders to each of these groups at the same 
time because their product usage rates will 
likely be very different. Also, some businesses 
may be interested in certain items in your 
product inventory, but will have no use for 
others, so they should only receive marketing 
relevant to their needs.

Windsor Circle offers predictive marketing 
solutions to help retailers optimize 
marketing.  Specifically, customer retention, 
product replenishment, and cart recovery 
campaigns that incorporate both dynamic 
product recommendations, and predictive re-
order dates to ensure that relevant and 
personalized messaging is sent to customers 
at exactly the right time.
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POS Supply Solutions

POS Supply Solutions is a B2B company that provides point-of-sale and transaction supplies, with equal amounts 
of online and offline business. They evolved their email marketing strategy from batch-and-blast messages into 
sophisticated lifecycle marketing to ensure that each customer is getting the right message at the right time.

Cart Recovery
Online shoppers abandon carts for numerous reasons such 
as trouble completing the checkout process, lack of 
confidence in store polices, or aiming to receive the lowest 
possible price. This issue was especially relevant for POS 
Supply. 

According to CEO Stephen Enfield, “We have higher than 
normal cart abandonment because the eCommerce world is 
getting very accustomed to free shipping. But the B2B world 
lags behind the B2C world when it comes to free shipping. 
Since we don't offer free shipping, a lot of people get to 
checkout, calculate the shipping cost, and often abandon their 
cart. So, the Windsor Circle Cart Recovery tool works very 
effectively for us.”

POS Supply has a three-part cart recovery email series to 
combat this problem. This series has been very successful, 
with has an average 32% open rate and 6% click rate.

Replenishment
Using data to automate replenishment messages to their 
individual customers, retailers can know their customers’ 
needs before they do.
 
The typical lifecycle of a particular product is a key factor to 
consider when determining when to deliver the replenishment 
reminder email. Stephen Enfield explains, “We sell to retailers 
and restaurants, so we could have a small retailer that buys 
point-of-sale supplies once a year, and contrast that with a 
high volume restaurant or hotel that may order every three or 
four weeks. So the ability to cater that offer to that customer 
and get in front of them at the right time and understand the 
customer's order cadence is very powerful.”

Replenishment has been a substantial revenue driver for POS 
Supply. These messages have an average 27% open rate and 
5% click rate, as well as $1.41 in revenue per email.



Replenishment
By sending replenishment emails, retailers show that they 
know what customers like and care about their needs. 

According to MyBinding.com’s VP of Marketing Jeff 
McRitchie “Replenishment is really the foundation of our 
business. We're all about getting people to come back for 
binding, laminating or other supplies, and it's evolved over 
the years. When we first started we were doing all batch-
and-blast emails. We now have automated emails that go 
out based upon the individual products customers 
purchase, and are sent according to the calculated time 
that it will likely take to use the item.”

Their replenishment messages have an average 20% 
open rate and 3% click rate.

End of Year B2B Incentives
B2B companies can run into challenges based on the 
typical work schedule of most businesses. For example, 
because the winter holidays tend to be a slow time of year 
for many businesses, retailers trying to reach this 
audience may have to be more aggressive in their email 
marketing to keep their customers’ attention. However, 
this timing can also work in their favor.

McRitchie explains, “We do a really big sale at the end of 
the year to allow people to take advantage of end-of-year 
tax savings. We’re combating lower order volume 
because a lot of people take the week between Christmas 
and New Year's off from work, so we're trying to finish the 
year strong for the company and allow people to get 
those tax savings by making purchases before the end of 
the year.”

For example, this email, which was sent during December, 
suggests stocking up on supplies for the next year. It has 
an 11% open rate and 1% click rate.

MyBinding

MyBinding is one of the largest retailers in the US for binding and laminating related products. As a B2B 
company, they use Windsor Circle to power targeted automated emails to customers based on their individual 
purchase history.



Win-Back
Keeping customers engaged at all times can be a difficult 
task. Win-Back messages can serve as the reminder that 
some customers need to return to your brand to make 
another purchase. 

To make their win-back series more targeted, USCutter has 
two different versions. One for 1-2x purchasers and another 
for more engaged customers who have made at least three 
orders.

The 1-2x series is triggered based on the customer’s last 
order date, while the 3+ series is sent based on the individual 
customer’s predicted order date. Combined, both series 
have an average 19% open rate and 2% click rate.

Personalization 
USCutter has a vast product offering, so specificity in the 
targeting and messaging of their promotions helps them 
connect with each customer individually. USCutter’s Email 
Marketing Manager Jackie Delaney explains, “We want to 
understand the customer better to be able to really 
personalize the emails because people are more likely to 
open messages if the content is relevant to them. We have a 
varied customer type so we want to be able to speak 
individually to those customers.”

USCutter makes sure their email subscriber lists are 
segmented so that their business audience and individual 
consumers receive different messages. For instance, 
individual customers are sent emails on DIY projects while 
B2B customers receive promotions on larger quantity or 
higher ticket items.

More specifically, this email is the first in a three-part series 
that educates customers about the variety of craft projects 
they can make with their recently purchased vinyl cutter, 
including t-shirts, signs, banners or wall decals.  Overall, this 
email series has a 28% open rate and 3% click rate. 

USCutter

USCutter is an online retailer that provides high quality, yet low cost vinyl cutters as well as complementary 
items like vinyl, software, and application tools. Although they are primarily a B2B retailer, they have recently 
acquired a new audience of hobbyists interested in vinyl cutting. They use email marketing tactics like 
personalization and segmentation to optimize communication with their customers.



Data Drives Results

23% Open 
Rate

With the lifecycle marketing campaigns featured in this case study, these three retailers have seen an 

average 23% open rate and 3% click rate. 

3% Click
Rate
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