Inspiration Guide

55+ essential campaigns. A world of customer
engagement possibilities, all in one place.
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How to use the Braze
Inspiration Guide

Know your use case
effortlevels

Effort Level1 (low)

o
Be the first to hear about our latest product
drops and eur favorite picks for you,

Mams

uuuuu

Writers get writer’'s block—and sometimes, marketers get marketer’s block. You know you need to
change something, try something new. But what? This guide is designed to be your resource in these
tough moments. Keep it handy for whenever you aren’t sure what comes next for your customer
engagement efforts, and use it get your creative juices flowing.

No two use cases are the same—and the resources required to make them a reality can differ
significantly. To help marketers assess the feasibility of carrying out a given campaign, this guide is
organized by effort level, covering everything from implementation time to custom data work and
engineering support. Use cases with an effort level of one are low-lift campaigns, while those with an
effort level of three will require additional work to put into practice.

Effort Level 2 (medium) Effort Level 3 (high)

Rocket E

busgcoter  mpmedto

Finish creating Pyt i Flora N, paid Jan B.
your profile! P o
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Jer F. paid
Q At T

M MovieCanon . $9.09

F_ . ] e v i s




8 EMAIL

The classic. Over half the global

population uses email.

E IN-APP

Messaging served up to users
who are active on your digital
properties. Includes in-app
messages, app Content Cards,
and app Banners.

Getting started: Channels

Every use case depends on messaging channels to reach its

intended audience—but different channels (and channel

combinations) make more sense for some campaigns than others.

O PUSH
« ] NOTIFICATIONS

Urgent notifications designed to
reach mobile users with short
bursts of information.

[=) sws/res

Short text messages
sent natively to mobile devices;
can be text only (SMS) or rich

and interactive (RCS).

TV
MESSAGES

Notifications sent to consumers
as they view content on
streaming services or over-the-
top (OTT) media platforms.

LANDING
PAGES

Standalone web pages that can
drive your user acquisition and
engagement strategy.

MESSAGING
APPS

Popular third-party apps that
consumers use to keep up with
friends and family—and
marketers leverage to reach
their audiences. Includes
WhatsApp and LINE.

@ WEB

Targeted messages reaching web
users either on the site itself or as
they browse the internet.
Includes web push, in-browser
messages, web Content Cards,
and web Banners.

LIVE
ACTIVITIES

Persistent, interactive
notification experiences
displaying up-to-date content.

@ PAID SOCIAL

Digital ads across leading
social networks broaden
the reach of your customer
engagement efforts.

d?o WEBHOOKS

A tool for simple
communications between
different digital systems.




Al is reshaping customer engagement. And taking advantage of Al in your marketing efforts can
Use Al to get more out

have a big impact: Braze research has found that top-performing brands are more likely to use Al for

Of evel‘y use case customer engagement than other companies.

Nearly every use case can be amplified by the thoughtful use of Al. So as you explore, think about
the three core ways that Al can help improve your outcomes:

Intelligent Timing: ON Intelligent Timing: ON

G/_) Test Winner

[ ] [ J [ J
Create Personalize Optimize
Speed up your campaign creation and cut down the Leverage Al to deepen your understanding of each customer Take advantage of machine learning to test, iterate, and
resources needed to launch authentic and on-brand content and their behavior, then take action on those insights to uplevel your engagement strategies to meet—and exceed—

by using generative Al as part of the creative process. deliver individually relevant experiences at every touchpoint. your goals and make every interaction count.

Looking to dig deeper into how Al can improve your customer engagement outcomes? Check out BrazeAl™.



https://www.braze.com/resources/reports-and-guides/global-customer-engagement-review?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
https://www.braze.com/product/brazeai?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide

Essential customer engagement
use cases for activation,

q

F :



Activation
Campaigns

Activation. It's the process of taking a newly-acquired user from

sign-up to first action, and it's essential for driving sustainable growth.
After all, it's much harder to monetize or retain new customers if you
don't make a good first impression.

Long overlooked, this part of the customer journey is seeing significant
growth, with the number of activation use cases rising 45% in the past
five years—and that makes sense. They make it possible to connect
with new users, educate them about your brand and its offerings, a
put them on the path to more serious engagement.



Activation Effort level

Account creation campaigns

Opportunity

A user is actively browsing your app or website but hasn't created an
account, making it hard for them to take full advantage of your
products and services.

Strategy

Use in-product messages (e.g. in-app messages) to showcase the value
of signing up to these anonymous users and encourage them to take
the leap.

Outcome
Window shoppers become known users, making it easier to provide
them with relevant, valuable experiences.

Suggested channels

IN-APP » WEB

] x = = W +

c a hitps:fwww.flashandthread.com

Flash& NEW ARRIVALS »= WOMEN #* MEN KIDS BEAUTY

Thread

Be the first to hear about our latest product
drops and our favorite picks for you.

Name

Email

The Premium T-Shirt

Take advantage of survey
tools to capture profile and
account creation data inside
your messages.

more sessions per user when
customers receive in-app messages


https://www.braze.com/docs/user_guide/message_building_by_channel/in-app_messages/traditional/templates/simple_survey/?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
https://www.braze.com/docs/user_guide/message_building_by_channel/in-app_messages/traditional/templates/simple_survey/?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
https://www.braze.com/docs/user_guide/message_building_by_channel/in-app_messages/traditional/templates/simple_survey/?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Activation Effort level

App rating campaigns

Opportunity

You have an amazing mobile app, but could see more impact if you
found a way to grab users' attention in today's increasingly crowded
app stores.

Strategy

Ask your most engaged users to rate and review your app after they
take key actions (like making a purchase), encouraging more positive
reviews from individuals who are happy with your brand.

Outcome
Higher app ratings, better placement in app stores, and social proof of
your product's concrete value.

Suggested channels

IN-APP PUSH

Loved your trip to Paris
with Upon Voyage?

Tap a star to rate us on the
app store.

WWWWW

Segment users by net promoter score and activity level to drive more
relevant (and positive) ratings.



Activation Effort level

Free trial campaigns

Opportunity 2,000 movies.2 months free.
Your free trial has a high conversion rate—when people actually use it. Do o o dcediohatne
But the number of new sign-ups has dropped. i

Strategy
Reach out to users with messages that highlight the free trial's value to
them as individuals.

Outcome : - _

ial sion-uNs— ‘ Been meaning to check out the
More free trial sign-ups—and more users who walk away with a clear new 56a50n of "Sheria " Boatiee)
piCtU re Of the value your brand can prOVide. Get two months of MovieCanon free if you act

now—just in time for the premiere!

Subscribe

Suggested channels

EMAIL « IN-APP « WEB « MESSAGINGAPP « TV : : . : : :
Using dynamic content personalization to enrich your free trial campaigns

LANDING PAGES can make them more relevant—and impactful!



https://www.braze.com/resources/articles/understanding-dynamic-content-personalization?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Activation Effort level

Message & data opt-in
campaigns

Opportunity

Your customer engagement efforts would perform better if you had the
customer data you needed and had ways to message customers
outside your app or website.

Strategy

Use in-product messages (e.g. in-app messages) to make the case for
subscribing to more channels and sharing information that will support
a better user experience.

Outcome
Reach customers more effectively on more channels, improving their
experience and supporting your business goals.

Suggested channels

IN-APP « WEB

o0 e % X % x A

&« e & hitps:[fwww.kitchenerie.com

s o ey
& L SN

Email subscriber exclusive:
15% off your next order!

Sign up for our monthly newsletter and get free recipes, first
access to new collections, and 15% off your next purchase!

Liking your new grill?

Don't miss your chance to get all
the grilling items you need for your
next backyard BBQ.

Not now

Use first-party data to
personalize your opt-in
messaging, supporting
deeper relevance.

more sessions per user when
customers receive in-app messages




13

Activation Effort level

Onboarding campaigns

Opportunity
You're successfully driving new users to your app or website, but they
don't know where to start—or what you have to offer.

Strategy

Walk your audience through your main offerings and their value with a
dedicated onboarding flow that uses in-product messages (e.g. in-app
messages) designed to look like part of your product.

Outcome

Prove your brand's value right away by driving customers to your best
content and stickiest features, so they know what you offer and are set
up for deeper engagement.

Suggested channels

EMAIL IN-APP WEB MESSAGING APP

Welcome to MovieCanon:
There’s no streaming
service like it!

Thousands of movies. Hundreds
of TV shows. The exclusive
online hame of professional

curling. With MovieCanon, you
get access to things you simply
can't see anywhere else!

Your favorites, your way!

Favorite films and TV shows

to prime your MovieCanon

profile for personal viewing
recommendations.

OFF THE GRID

"=
WATCHED 1 G

Already seen it?
Let us know!

Get better suggestions by letting
us know what movies and TV
shows you've already seen. Just
tap twice on any title to add it to
your Previously Watched list.

Go beyond one-off onboarding programs with modern journey
orchestration tools that auto-adjust as users continue to engage.



Activation Effort level

Preferences campaigns

Opportunity
You can improve engagement and unsubscribe rates by gathering
actionable data on your users' preferences and motivations.

Strategy

Send surveys within interactive messages (e.g. in-app messages) to
encourage users to provide the data you need, and foreground how
that information will improve their experience.

Outcome
Drive better marketing outcomes and strengthen connections with
users by drawing on relevant, nuanced customer data.

Suggested channels

EMAIL + IN-APP « WEB + MESSAGING APP

STEPPINGTON

Get Pumped!

Help us get to know you
and we'll help you reach
our goals faster.

GET STARTED

What are your fitness goals?
{Check all that apply)

Get ripped
Stick to a routine
Run a marathon

Discover a new practice

How do you want to
reach these goals?

(Check all that apply)

D In-person classes
[] Virtual classes
D Self-directed fitness plans

FINISH

Plan how you'll use each piece of data before designing a preferences
campaign to respect your users privacy.



https://www.braze.com/resources/articles/gdpr-compliance-need-to-know
https://www.braze.com/resources/articles/gdpr-compliance-need-to-know?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide

Activation Effort level

Welcome campaigns

Opportunity
A user created an account with your brand, but isn't actively engaging
with your app or website, making it hard to demonstrate value.

Strategy
Use out-of-product messages (e.g. email) to welcome these users with
communications that clearly lay out your brand's value proposition.

Outcome

Set clear expectations with new customers and make it easier for them
to start seeing value from your brand.

Suggested channels

EMAIL « IN-APP « WEB < PUSH « SMS/RCS

15

From: Steppington
Your fitness journey begins with a single step ‘iﬁi’ «

Today's the perfect day to double-down

on healthy living with Steppington.

We're here to help you seamlessly achieve your fitness
goals, no matter what they are. From virtual flash mob
races to online classes from top barre instructors, if it's
out there, we make it possible—all from your phone!

DOWMNLOAD THE APP

Use pre-built message templates and action-based triggers to swiftly
create a memorable, always-on campaign.
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Activation Effort level ® ®

Abandoned onboarding
campaigns

Opportunity
You have users who start the onboarding process—but get sidetracked
before they get a full picture of your brand's value.

Strategy

Leverage triggered re-engagement messages mapped to each user's
drop-off point, encouraging them to complete their profiles and get a
full picture of your offering.

Outcome

Driving users back to your onboarding flow increases the impact of your
onboarding efforts while also gathering actionable data that can boost
the impact of your new user program.

Suggested channels
EMAIL ©« PUSH ¢ SMS/RCS ¢ MESSAGINGAPP «

PAID SOCIAL

Q.

& SIEGE VALLEY HEALTH

Help us help you

Finish your digital chart today to support better
health outcomes

PROTIP

e

From: Siege Valley Health
You're almost there

Ha

SIEGE VALLEY HEALTH

Finish creating
your profile!

To better serve you, we
need a bit more information.
Log in now to complete
your profile.

A message in the wrong channel won't move the needle. Take a cross-
channel approach to more effectively encourage onboarding completion.




Activation Effort level ® ®

Anonymous user activation
campaigns

Opportunity
Lots of web users are active on your site—but they aren't logging on,
making it hard to understand who they are and what they're looking for.

Strategy
Use web channels to encourage these anonymous users to engage more
consistently, log on, or create an account if they haven't already.

Outcome

Most marketers don't send messages to anonymous users, so engaging
them can encourage them to create profiles and deepen their
connection with your brand.

Suggested channels

EMAIL » WEB « LANDING PAGES

& srowser now
Human cloning only five years away,

scientists suggest *~H =
politerweekly.com v L
Loved this article? You'll be obsessed with ' il
the next one. '

We ve notlced you love to read

Stay ahead of the curve with the latest news, our most
“feel good" stories, and exclusive content every week.

O- PRO TIP
Stand out in a crowd! Only 20% of anonymous users receive messages
from brands.



https://www.braze.com/resources/reports-and-guides/know-your-audience-anonymous-users-guide?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide

18

Activation Effort level ® ®

App download campaigns

ez e x|

& — & a hittps:/fwww.download. homehaven.com

Opportunity ?r%fg?auﬁ\gm HOMEOWNERS RENTERS FAQ CONTACT
You have a strong base of web visitors, but could see better results if

more of them took advantage of your mobile app.

Strategy
Use messaging to highlight personalized app benefits for each user
based on their specific behavior and patterns, nudging them to

download your mobile offering. Two-click claims filing, now from
the Homehaven Insurance app

Tired of filing out multi-step forms, Helen? With the new Homehaven

Outcome Insurance mobile app, you can save all your standard claim information
. . . . . and submit each one with only two quick clicks!

Driving stronger engagement and stickiness by moving more of your

audience to your mobile app, building the foundations for a stronger ( DOWNLOAD THE APP )

relationship.

Suggested channels
SMS/RCS « EMAIL « MESSAGINGAPP - WEB -«

- PrROTIP

Drive more app downloads by triggering messages when users carry out a
LANDING PAGES key action, like making a purchase.

{ GET STARTED I
-
5 2

®

HomeHaven Insurance

Helen: Your claim was
successfully filed. Download
the Homehaven Insurance
mobile app to check its status,
file another claim, and more.

Download Homehaven
Insurance
homehaveninsurance.com




Activation Effort level ® ®

Double opt-in campaigns

From: Steppington
Please confirm your email subscription

Opportunity
You're seeing signs that some customers aren't actually interested in
receiving the messages you're sending via email or SMS. STEPPINGTON e
a:g ] Reply YES to subscribe to
Strategy BN oo ecseoss
. . ; { AN such as workout reminders,
Send a follow-up message after users opt in for SMS or email that l o e

requires them to confirm their opt-in, reducing the chances that they

signed up accidentally or have changed their mind. Ready to sweat?
= Welcome! We look forward to

working out with you. Reply
You're just one click away from a HELP for help, STOP to

Outcome better workout! ineuserie
Building a healthy subscriber list helps ensure you're reaching
customers who are primed for engagement—and not bothering those
who aren't.

~ YES, | WANT TO SUBSCRIBE

Suggested channels Q PRO TIP

Enrich double opt-in messages with additional content and offers

SMS/RCS « EMAIL
/ ) reinforcing the value of the products or services you provide.




Activation Effort level ® ®

Lead generation campaigns

ece x | x| X x 4+

& 2 & hitpsiwwwregisterworkfriends.com
Opportunity

1,
You've got a compelling pitch for your offering, but haven't cracked the -3 WORK FRIENDS

code when it comes to expanding your reachable audience.

Advance your career with
Strategy WorkFriends WorkBooks
Pull in potential customers with paid promotions, then drive them to Looking to take your career to the next level? WorkFriends has
landing pages that encourage email sign-ups, content downloads, b b SRR L E e el

development courses that you can take any time.
contest entries, sweepstakes, and more.
Add your name and email below to learn more.

First name Last name

Outcome

[ Marissa Sanchez ] { Sanchez

Company Email

Boost the impact of your narrative, activate new potential customers,

and open new channels to reach them without significant engineering [ ] [ nisca@amingsorg

support.

Suggested channels Q PRO TIP

Capture leads online and in-store by promoting your landing page on your

PAID SOCIAL LANDING PAGES
. website, social media, QR codes, and more.
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Activation Effort level ® ®

Paid social campaigns

Opportunity
You're investing significant resources in paid campaigns, but they aren't
seeing the ROI you hoped for.

Strategy

Target lookalike audiences of your most valuable customers and
dynamically suppress ads to users who have already converted,
improving the relevance of campaigns to their recipients.

Outcome
Refining your paid audience makes for more efficient ad spend, saving
you money and increasing the impact of your campaigns.

Suggested channels

PAID SOCIAL « LANDING PAGES

[ BN =l
& &+ & hitps:fwww.Rashandihreadromperseason.com

Flashé
Thread

This year's collection of rompers is fiercer
than ever, bringing together guest
designers, graphic elements, and even...
sequins? You've never seen anything like
it. So check it out and be the hit of every
party all summer long!

Save for later

; Shop rompers

oD«

Flash & Thread It's finally warm out—is your
wardrobe ready? Catch our summer sale before it
evaporates! « v &

PRO TIP

Use insights gathered from your paid channels to support smarter
targeting on your owned channels in future campaigns—and vice versal!
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Activation Effortlevel @ @ @

Initial value campaigns

Opportunity

Your onboarding program is humming away, but some of your new
customers haven't yet made a purchase or taken other key

initial actions.

Strategy

Target these users for personalized, behavior-based messages
encouraging them to take an action that maps back to their
engagement patterns.

Outcome

Tailoring these post-onboarding messages on a per-customer basis
can deepen their engagement and make future monetization or
retention easier.

Suggested channels
SMS/RCS « EMAIL » PUSH « IN-APP « WEB =«

MESSAGING APP

We love Bingley like family, too.

From routing check-ups to unexpected
emergencies, we've got you covered.

( Addpetinsurancenow )

L) *
.Q.

From: HomeHaven Insurance
Home and car and...dog? Insure them all for one low rate!

HomeHaven
Insurance

Peace of mind is priceless—
but we'll still save you money.

Get exceptional home, auto, life, and pet insurance
at a rate you can afford. On average, people who
bundle with HomeHaven save 45%.

( Get a quote )

PROTIP

Timing matters! Use send-time optimization to drive faster action by
reaching each user during their unique high-engagement windows.



https://www.braze.com/resources/articles/braze-auto-scheduling-features?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Activation Effortlevel @ @ @

Progressive profiling campaigns

Opportunity

Your personalization program is in full swing, but you're struggling to
get the information you need to provide truly nuanced, relevant
experiences to customers.

Strategy

Collect key information over time (e.g. style preferences, preferred
communication channels, shopping intentions) to power deeper
personalization without overwhelming the customer.

Outcome
Gathering actionable data in a sustainable way steadily improves the
customer experience and makes it easier to build a strong relationship.

Suggested channels
IN-APP =« WEB ¢ LANDINGPAGES + SMS/RCS -«

MESSAGING APP

Li T B B O oo e
= “..' N _'fﬂh' - @

® | x x x4

C @ hitps:fwww. kitchenarie.com

Q NewArrivals  Collections  Categories  Sale & -

What's your kitchen personality?

Take our exclusive quiz to understand where you fall in the
kitchen spectrum and take 10% off your next Kitchenerie order.

What's more your style?

[J Precision sous vide all the way
[ Muffins on a cozy Sunday

[J Whatever'sin the fridae

What meals do you usually
cook at home?
{Check all that apply)

[ Breaktast

D Lunch
D Dinner

[[] secondBreakfast &

Q PRO TIP
Use both in- and out-of-product channels to deepen your understanding
of customers—even when they aren't actively engaging,




Activation Effortlevel @ @ @

Referral campaigns

Opportunity
You have a great offering, but need more cost-effective ways of
bringing in new customers to stay competitive.

Strategy

Encourage satisfied customers to promote your brand to their friends
and family members via a referral program that rewards them for each
new sign-up.

Outcome

Growing your customer base via word of mouth saves money, brings in
higher-quality new users, and rewards existing ones, strengthening your
overall audience.

Suggested channels

EMAIL « IN-APP « WEB ¢ MESSAGING APP

24

L) *
.Q.

9:41 all F ==

< . Pyrite Financial @ 00

‘ Q, search
Heather: Loving Pyrite? Refer a

friend and get $25—and they'll get

$25, too. Hey, what are friends for? FO].' y0u$ Flora

11.14 AM

Refer a friend Not now

It pays to have friends

Refer a friend today and you'll both
get $25 when they open a new
account. Now that's being a good
friend!

REFER A FRIEND NOW

PROTIP

Trigger referral asks after users have great experiences with your brand, like
making a purchase or completing a streak.




Monetization
Campaigns

Monetization. It's all about encouraging your customers to take key

actions that can drive revenue and profitability. Not every customer
who successfully onboards with your brand will subscribe to your
offering or make that first purchase, but doubling down on
monetization campaigns can boost your overall financial impact.

We're seeing the monetization landscape continue to expand, with the
number of related use cases growing 33% over the past five years.

That's giving marketers powerful tools to convince customers to inve
in their brand—and to deepen that investment when the value is the
for them.
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Monetization Effort level

Alternative payment option
campaigns

Opportunity

Your customers are making lots of in-app purchases—but the fees
charged by app stores and other third-party platforms hurt your
margins.

Strategy
Encourage customers to subscribe or make purchases on your website
instead of through app stores, avoiding significant fees.

Outcome
Encouraging out-of-app payments boosts revenue and allows you to
pass savings to your audience.

Suggested channels

EMAIL SMS/RCS

9:41 oll .

£ (<

MovieCanon

Love professional curling,
Sandra? Get two months of
MovieCanon Live free when
you sign up today at
MovieCanon.com! Subscribe
here: https://bit.ly/1sNZMwL

Leverage first-party data to
enrich campaigns,
supporting smarter targeting
and more relevant content.

From: MovieCanon
Take your viewing to the next level

AP
o

moviecanon

It’s all happening now.

With MovieCanon Live, you'll get all
the bells and whistles of
MovieCanon plus exclusive live
content, including sports, theatrical
performances, and much more.

Get two free months of MovieCanon
Live if you sign up today.

more purchases per user when
customers receive SMS



Monetization Effort level

Discount/sale campaigns

Opportunity
You have a big, compelling sale that customers will love—but you need
effective ways to get it on their radar.

Strategy
Engage users across different channels and platforms with a cohesive,
cross-channel campaign that highlights the discounts on offer.

Outcome

Reaching users with promotional outreach on the channels they prefer
raises awareness of the sale, potentially leading to more conversions—
and more revenue.

Suggested channels
EMAIL - IN-APP - WEB - PAIDSOCIAL - SMS/RCS

MESSAGING APP PUSH

From: Flash & Thread
Summer savings are here—but not for long! T&l’ *\

Can't wait for
Memorial Day
Weekend,
Yvonne?

Get beach ready with
30% off on all swimsuits,
from now until Friday!

Summer, sand,
and savings.

30% off everything
is live now.

Use send-time optimization
to deliver important promo
campaigns during recipients’
high-engagement windows.

more purchases per user when
customers receive email


https://www.braze.com/resources/articles/two-ways-to-master-push-campaign-timing?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide

Monetization Effort level

Seasonal promotional campaigns

Opportunity
You've mastered your always-on lifecycle motion, but haven't taken full
advantage of more timely promos.

Strategy
Build a campaign calendar that draws on relevant holidays, events, and
times of year to add zip and relevance to promotional messaging.

Outcome

Leveraging holidays and events with built-in awareness and emotional
resonance to customers can give your outreach a boost without
requiring any additional investment.

Suggested channels
EMAIL - IN-APP - WEB

MESSAGING APP

PAID SOCIAL - SMS/RCS

o5 @ x| * | L3 w ek

€ » Ok htpsdwwwkitchenerie.com

Love is in the air... and in the kitchen!

Spice up V-Day with our new line of cake pans.

Check them out

L O

From: Kitchenerie
Fall head over heels for this baking set 'Iﬁ' -

kitchénerie

The icing on the cake

This Valentine’s Day, set the mood with our new line
of bakeware—it's sure to impress your sweetheart,
Use the code VDAY®1 for 15% off, this week only!

Use promotion codes to share discounts with loyal customers.



https://www.braze.com/resources/videos/exploring-braze-promotion-codes?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide

Monetization Effort level

Abandoned cart campaigns

Opportunity

You're successfully convincing your customers to begin the process of
making a purchase—but too many are abandoning the checkout flow
before they finish.

Strategy

Send automated, personalized reminders to would-be buyers that
highlight the items they were considering and encourage them to
complete their purchases.

Outcome
Driving higher sales with minimal effort by automatically recapturing
potential purchases.

Suggested channels
EMAIL - PUSH - PAIDSOCIAL - SMS/RCS - WEB

MESSAGING APP

2:41 il -

© & g wendlashandthroad.com i < o Flash & Thread @ i

C

Look and feel your best
ﬁ
Corrina, stil interested in those kitten

heels? Order in the next hour and get
fres delivery! -

Leather Kitten
Heels

Merino Wool Black Jeans

Sweater

You left these items behind in the dressing room.
Complete your order before they're gone!

=——= Maybe later

o Iise the link below ta complete the
From: Flash & Thread checkout.

Remember those kitten heels? Get them before they're gone!

Flash&
Thread

@ 9 0O
Hey, Corinna,

You left something
behind—these

— adorable kitten
heels!
Check out now before
someone else grabs it.

@ G

Use dynamic content personalization to highlight the specific products,
content, or services that each customer was considering—making the
pitch more relevant and impactful.
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Monetization Effort level

Account management campaigns

Opportunity

Your users are engaged, but haven't taken key steps (like renewing their
subscription or replacing an expired credit card) to continue to take full
advantage of your offering.

Strategy

Automate campaigns tied to the key action (e.g. a subscription
renewing in one week) that encourage taking that action before it's too
late.

Outcome

Avoiding unnecessary disruption for customers (and churn for your
brand), strengthening user relationships and supporting stronger
business outcomes.

Suggested channels

EMAIL - PUSH - IN-APP -~ WEB - SMS/RCS - TV

From: MovieCanon
Want to finish “Blades of Drama"? Act now!

7

%
moviecanon

moviecanon

Subscription expired BLADES OF

DRAMA:
ICE RINK

\ RIVALRIES

Guadalupe, your MovieCanon
Premium subscription expired
on March 11. Renew now for
access to three movie

: A . Hi, Karolina,
exclusives coming this month!

Your MovieCanon subscription
expires July 11. That only gives
you one week to finish season
8 of “Blades of Drama: Ice Rink
Rivalries.” Act now to extend
your subscription!

Renew now

For account management campaigns, triggered messages are essential.
Use them to automate messaging, so users stay in the loop.
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Monetization Effort level

Flash sale/key moment
campaigns

Opportunity
You have an exciting offer or experience for customers and need to
maximize their engagement during a specific time period.

Strategy

Spotlight short-term discounts, live events, and time-sensitive content
with real-time messages that are delivered on each users' preferred
channels to maximize engagement.

Outcome

Driving more immediate purchases, engagement, or viewership by
emphasizing high-interest, short-term offers on the channels that speak
to each individual.

Suggested channels
EMAIL - PUSH - SMS/RCS - MESSAGING APP

PAID SOCIAL IN-APP WEB

Blink and you'll missit!+» .
We're giving our customers 40% off 00:23:47
all jewelry and fragrances, but only
for a VERY limited time! Get the deal :
between 9:00 and 10:00pm ET. Don't 40% ends any minute

This is your last chance to
see a deal this big on all your
favorite fragrances. Act now

before the sale ends!

Buy now

Automate message sends at various intervals prior to the end of your sale
or event in order to reduce the risk that recipients miss out.




Monetization Effort level

Free to paid subscription ,(
campaigns o

It's about to heatup on theice

The World Curling Championship—January 17,
Opportunity 2026 at 8pm CET. Only on MovieCanon Live.

You have a lot of new users giving your free trial a shot—but they aren't e

converting to paid subscribers at the rate you'd hoped.

From: MovieCanon
Get swept away with the World Curling Championship ﬁ "\

Strategy
Trigger messages that highlight the value of upgrading when users hit
engagement milestones or encounter gated content or features.

Outcome
Boosting your subscription rate, amplifying the value of your free trial,

It's here, Nicolas—the most anticipated
curling event of the year!

and providing steady revenue to the company as a whole.

On January 17, six-time winner Iceland faces off against
Cinderella story Guam in a World Curling Championship
that's not to be missed!

And it's only on MovieCanon Live.

Upgrade now

Suggested channels

Use Al to send each user the version of your message that's most likely to
convert them.

EMAIL PUSH IN-APP - WEB TV

32
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Monetization Effort level

Merchant/affiliate campaigns

Opportunity
Your app or website is packed with appealing products and content, but
you're missing opportunities to monetize users’ attention.

Strategy

Use rich channels like RCS or Banners to show off the big brands and
product/content exclusives on your platform and put more of a
spotlight on key offerings.

Outcome

Boosting revenue by amplifying high-interest offerings to customers—
or by charging third-party vendors for the right to have their products
highlighted on your app or website.

Suggested channels

EMAIL IN-APP WEB - SMS/RCS
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From: Kitchenerie
Shop our new collab with Santorini = ﬁ «

)
kitchenerie

Gertner, Razor's Edge, Osaka Blade
We've got the best names in cast iron,

stainless steel. carbon steel, and more,

Avaitable now st Kitchenene.

We've partnered with award-winning design studio
Santorini to bring you a limited time only line of
dishware inspired by the food of Greece, summer
sunsets, and the Mediterranean sea.

Take advantage of channels that support rich content to highlight these
partnerships in highly visual, eyecatching ways.



Monetization Effort level

Upsell campaigns

Opportunity
Your customers are big fans of your budget-priced offerings, but aren't
embracing relevant add-ons or considering premium versions.

Strategy
Use personalization to highlight appealing upgrades and add-ons to a
given order before a customer completes the checkout process.

Outcome
Convincing buyers to think bigger when it comes to their purchases,
bolstering customer lifetime value (LTV) and your company's revenue.

Suggested channels
EMAIL - IN-APP - WEB - PAIDSOCIAL - SMS/RCS

MESSAGINGAPP - TV
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< U e -

From: Kitchenerie

Elevate your culinary life with our new
luxury kitchen line

o
kitchenerie

kitchenerie

Quality Matters

Introducing
Kltchen Eleganza Our neu?' K|tchen.EIeganza
collection combines luxe
High-end materials. Exclusive materials and extravagant design
collaborations. Designed to last for pieces sure to impress.

a lifetime.

Our new luxury line will make
you feel like a chef—all from the
comfort of your kitchen.

Use Braze Catalogs to store up-to-date product data and recommend
relevant products.
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Monetization Effortlevel @ @ @

Back-in-Stock/Price Drop
Campaigns

Opportunity
Your customers love your brand, but aren't aware of key changes in
product availability or price that might motivate purchases.

Strategy

Trigger messages to let users know when specific items or content
they've favorited or engaged with experience a status change (e.g. go
on sale, come back in stock), creating opportunities for in-the-moment
purchases.

Outcome

Keeping customers in the loop about the availability of the
products/content they care about, driving them back to your app or
website and encouraging additional purchases.

Suggested channels

EMAIL -~ PUSH - SMS/RCS

From: Flash & Thread
The Real Denim Midi: You want it, we've got it!

It's finally back! The Cropped Black
Bomber Jacket you favorited has
retumed to the shetwes—arab it nowr
betore it sells out again!

Use API-triggered messages
to automatically notify users
about price drops and back-
in-stock status changes.

Flash&
Thread

Good news,
Sasha—the Real
Denim Midi you

" favorited just
went on sale.

Take 20% off until
August 12.

more purchases per user when
customers receive push notifications
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Monetization Effortlevel @ @ @

Cross-sell campaigns

Opportunity
Your customers are making purchases, but need help discovering new
products/content that might interest them.

Strategy

Send personalized messages to customers that draw on past purchases
and browsing activity to recommend additional products or services
that could add real value.

Outcome
Driving more (and more relevant) purchases without adding extra steps

to the buying journey

Suggested channels
EMAIL - IN-APP - WEB - PAIDSOCIAL - SMS/RCS

MESSAGING APP

@ BROWSER
Car + Auto: A match made in heaven?
homehaveninsurance.com

Bundle your car insurance and your home
coverage at one great rate!

Hold onto a bundle of cash
Save up to 45% by bundling your home and auto insurance.

From: HomeHaven Insurance
It's winter—time to bundle up?

HomeHaven
Insurance

Francois, did you know car accidents are
more common in the colder months?

Bundle your carinsurance with your new home policy to
ensure you're covered—and save some cash, too.

- ..

Make your cross-sell messaging more relevant by dynamically
personalizing content in real time.
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Monetization Effortlevel @ @ @

Physical location awareness
campaigns

Opportunity

Your customers have opportunities to visit your brand’s physical
locations (or associated merchants), but are missing out due to lack
of awareness.

Strategy

Leverage location-based marketing tools like geofencing and geo-
targeting to power targeted out-of-product messages letting users
know when a brick and mortar location is nearby.

Outcome

Driving increased traffic and related purchases to the physical locations
that matter to your brand, boosting in-person monetization with

digital tools.

Suggested channels

PUSH

Need an ATM? now
' There's a Pyrite Financial branch within a

quarter of a mile.

Boost the odds that recipients stop and check out a physical location by
personalizing these messages with recommendations for relevant
products or services.
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Retention
Campaigns

Retention. It's the process of creating enduring relationships with

customers that can drive sustainable growth over the long haul.
Different industries and brands will have different ways of measuring
retention, but most businesses will need to retain customers to be

successful.

Retention has been the dominant use case category since the Braze
Inspiration Guide first launched, and it's still growing. The number of
retention use cases has risen 20% in that time, providing marketers with
numerous ways to deepen customer connections and encourage

sustainable loyalty.
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Retention Effort level

App update campaigns

Opportunity

You've updated usability and features in your mobile app, but some
customers can't take advantage because they haven't updated to the
latest app version.

Strategy
Communicate the value of these updates to the segment of users who

haven't made the jump, showcasing what they'll get if they take action.

Outcome

Improving the customer experience for mobile app users, making your
app more appealing to users, and cutting down on tickets for your
support team.

Suggested channels

IN-APP ¢ PUSH

Update the Yachtr app to get the
e latest features—like one-click

ride hailing!

Don't miss out

Update the app today to activate live
yacht arrival updates via Live Activities.

WHERE TO? Q

WHERE TO? Q

ST Past Ports

e Marina di Porto Cervo, SARDINIA

s Marina di Porto Cervo, SARDINIA

amm=e Port de Saint Tropez, FRANCE ammse Port de Saint Tropez, FRANCE

== Puerto Banlis, SPAIN = Puerto Banuis, SPAIN

Q PRO TIP
Use advanced segmentation to target users who have historically been
slow to update the app, nudging them to take action earlier.
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Retention Effort level

Brand values campaigns

Opportunity
You have a clear set of values that guide how your company operates—
but your customers have no idea.

Strategy

Communicate values directly to customers by using messaging
channels like email that give you the space to deliver clear statements
about what matters to your company.

Outcome
Strengthening customers' understanding of your brand and what it
stands for, supporting deeper loyalty.

Suggested channels

EMAIL o IN-APP ¢ WEB

Q.

From: Calorie Rocket

Food for Good ﬁ «

CALORIE
ROCKET

As part of Calorie Rocket's ongoing commitment to the
environment, we're partnering with the Restaurant
Sustainability Collective, a nonprofit that helps food
providers find environmentally responsible vendors for
fresh ingredients.

Hungry to help? Check out restaurants in your area that
have committed to sustainability.

PRO TIP

Customers are wary of false promises, so make sure you have something
concrete and meaningful to say before embarking on this kind of campaign.



Retention Effort level

Loyalty enroliment campaigns

Opportunity
You have a lot of highly engaged customers, and are looking to turn that
engagement into long-term loyalty.

Strategy

Use key engagement moments (e.g. milestones, activity streaks, big
purchases) to trigger automated messaging encouraging regular users
to deepen their connection with your brand by joining your company's
loyalty and reward programs.

Outcome

Strengthening awareness of (and enrollment in) your loyalty program,
bolstering your ability to encourage deeper engagement from top
customers.

Suggested channels
EMAIL ¢ IN-APP ¢ WEB ¢ PUSH ¢ SMS/RCS

MESSAGING APP e LANDING PAGES

9:41 il = -

¢ @) odichEmpec® G

Hey Aurora,

That chicken parm you just ordered
could get you a free sandwich! Join
Royalty Rewards and start eaming
points with every purchase.

Q PRO TIP

Use feature flags to power gated
experiences—like early access,
private sales, or concierge services—
exclusively to VIP customers,
ensuring exclusivity in scalable ways.

‘x Join now l
>

What meals do you want to earn
loyalty points on?

(Check all that apply)
Breakfast
Lunch

Dinner

* Join now H

What's your favorite sandwich? Ready to sign-up?

You'll start receiving loyalty points on your

(Check all that apply)
" next order.

The Baron’s Banh Mi Thanks for joining Royalty Rewards!
The Regent's Reuben
The Duke's French Dip

The Consul's Club Sandwich

longer average user lifetime when
customers receive WhatsApp messages
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Retention Effort level

New product campaigns

Opportunity
You've launched an exciting new feature, product, or service—and now
you just need your audience to try it out.

Strategy

Highlight the feature, product, or service and the value it provides with
cross-channel messages triggered when users take actions that suggest
this new offering would be a good fit.

Outcome

Increasing engagement with your new offering, creating more value for
customers and giving them more reasons to stick around for the long
haul.

Suggested channels
IN-APP ¢ WEB ¢ EMAIL ¢ PUSH o TV o

LANDING PAGES

— W &

From: Sandwich Emperor

Lunch like royalty with new Curbside
Pickup

S—

SANDWICH
EMPEROR

Select “Curbside Pickup” at
check out and you'll receive
a text when your sandwich
is ready.

Once you confirm, we'll bring
it out to your car so you can

grab-and-go!

Turn on Curbside Pickup

PRO TIP

SANDWICH
EMPEROR

Curbside Pickup now
available at all locations

When you order through our

website or mobile app, you can

now select “Curbside Pickup”
at check out.

You'll get a notification when your

sandwich is ready, and we'll bring

it out to your car so you can lunch
like royalty!

Order now Maybe later

Use cross-channel campaigns that include both in- and out-of-product
channels to ensure customers know about your new offering.



Retention Effort level

Newsletter campaigns

From: MovieCanon

0 ppo rtu n ity Check out this week's Intermission!
Your brand has lots of fair-weather users—but you struggle to get them

to return regularly to your app or website.

Movie news

Intermission you can use!
strategy Take a break from the mundane and embrace the cinematic!
. . . . . The entertainment world
Get users into the habit of engaging regularly by sending email moves fast—and film fans need

SChikines (s S Chapit a way to keep up. Introducing

newsletters with high-interest content and personalized elements on bk e the MovieCanon's Intermission
. newsletter.
daily, weekly, or monthly cadence.

Cursed Site

‘Whan The Hounting of the City Dump hit big. a wave of
copycats followed. Let's explore the scare factor associated
with each location (the DMV?) and why it works or doesn't.

OUtcome Person of Interest
. . . . . . MavieCanan profiles the new chair of the Golden
Increasing stickiness and long-term improvements in your retention P e e sk R e e e
rate.
Thrillers You Might Like
O
_‘O‘_ PROTIP
Not every newsletter item is right for 43 %
Suggested channels every subscriber. Supplement your
general interest content with longer average user lifetime when
EMAIL e LANDING PAGES personalized recommendations that customers receive email

match each recipient.




Retention Effort level

Product feedback/NPS
campaigns

Opportunity

You finally have the resources you need to make meaningful
improvements to the customer experience—but can’t because you
don’t know how they feel about your current offering.

Strategy

Use interactive channels (e.g. in-app messages, WhatsApp) to solicit
feedback or survey responses following key engagement moments (e.g.
post-onboarding, after first purchase) and capture customer sentiment.

Outcome
Gathering essential customer insights to support a data-driven
approach to optimizing your product experience.

Suggested channels

EMAIL o IN-APP ¢ WEB e MESSAGINGAPP ¢ SMS/RCS

all 7 .

Helping you fuel up

Feel satisfied?

How was your order from Sandwich
Emperor, on a scale of 1-5?

o
Do you love Calorie Rocket?

Have feedback on how we can
o 2 3 4 5

improve? Tell us!

Rate the app from 1to 10 Not feeling that last order? Respond

"feed me" for three places we know
you'll love.

Anything else we need to know?

Q PROTIP
Make your request feel personal by using custom keywords in your SMS
messages.
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Retention Effort level

Rebrand announcement — “ i ,< |
campaigns e

CashBlastr is now
New name, s at se

Opportunity

Your brand is making a major change to its name, area of focus, product
offering, or visual identity and needs to make sure existing and potential

customers stay up to speed. 2 B

Strategy _
Use a multi-step, cross-channel approach to let your audience know i © ... Casher
about updates as they happen, and to keep the shift front of mind as
they engage with your organization during the transition.

Hi Sandrine,

We have some news we're so excited to share with you. As of
this morning, CashBlastr has officially changed its name to
Casher. This change, which better reflects the product and

o utco me \iw:::z :‘eaﬁ;o:::, will also include a new logo and a new
Reducing customer confusion around big brand changes, helping to But while-our name i changing, our offering isr. You'l stil

. . have the same great features and services you had yesterday
maintain customer engagement performance and support user going forward.

retention.

Suggested channels
IN-APP ¢ WEB e EMAIL ¢ PUSH ¢ SMS/RCS e

PRO TIP

Create and save message templates in your new branding so your landing
MESSAGING APP pages, emails, in-app, and web messages all look consistent.
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Retention Effort level

Social impact promotion
campaigns

Opportunity

Your organization is working to support a social cause or effort aligned
with your brand values, and you want to leverage your customer base to
amplify impact.

Strategy

Use targeted messaging to encourage customers who are likely to be
aligned with your social impact efforts to support organizations that are
working to make change via donations or volunteering.

Outcome

Deepening customers' understanding of your commitment to
community empowerment while also directing resources to charitable
organizations.

Suggested channels

EMAIL e IN-APP

From: Sandwich Emperor
Help us feed the hungry

PROTIP

Use location targeting to personalize messages based on the country, state,

SANDWICH
EMPEROR

Hi Fievel,

Food is so important to us here at Sandwich Emperor—it's why we do what
we do. But while we're so proud of the role we play in feeding more than 7
rillion people every day, we know that there are so many people out there
who aren't getting enough to eat.

To help reduce hunger in the US, we're partnering with the Coalition to End
Hunger (CEH) during National Food Insecurity Month. We'll be providing $5
million in direct financial support to CEH's anti-hunger efforts, but you can
help out, too. Consider volunteering with CEH to feed people in your
community.

~ EXPLORE VOLUNTEER OPPORTUNITIES

or city where recipients live, adding relevance and making the impact
more tangible.
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Retention Effort level

Milestone/anniversary campaigns

Opportunity
You've built a solid audience for your brand and are looking to increase
the average user lifetime of your customer base.

Strategy

Use triggered messages to congratulate active users when they reach
engaging milestones (e.g. top 20% of players) and personalize them with
relevant behavioral data.

Outcome
Encouraging continued engagement and positive brand associations,
leading to stronger customer retention over the long haul.

Suggested channels

EMAIL ¢ WEB e IN-APP

Q.

2 \ '. v

N

Ly

PROXY WAR 3

Level 100! Well done.

You are now in the top 20% of

players. In your journey, you've

won 85 matches and unlocked
10 legendary items.

To celebrate, here's a token of
achievement.

CLAIM REWARD

PRO TIP

Details matter! Use dynamic personalization to call back to key stats or
memorable moments that can make milestones more meaningful.




Retention Effort level @ @

Community building campaigns

Opportunity
Your organization has a solid number of customers, but has yet to build
a community that can reinforce engagement and loyalty.

Strategy

Use segmentation to identify power users and send them personalized
campaigns highlighting your brand's online groups or in-person
community events.

Outcome

Deepening customer connection and loyalty to your brand by giving
them the opportunity to compare experiences and grow their
understanding of your business.

STEPPINGTON

Better together

People engaged in our online
community reach their fitness goals
3X faster. Meet people on similar
workout journeys, share fitness tips,
and get inspired today.

From: Steppington
Sweating is better together

STEPPINGTON

Hi Martine,

Qur online community is designed
to help bring people together as
they continue their fithess
journeys. Share tips, get
motivation, and even help each
other overcome struggles by
joining today.

Join now

Suggested channels Q PRO TIP

Boost the reach of these campaigns by leveraging a cross-channel

EMAIL ¢ IN-APP ¢ WEB : :
approach that includes both in- and out-of-product channels.
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Retention Effort level @ @

Continue-your-streak campaigns

Opportunity
You have users who are starting to establish strong habits, but need
ways to keep them motivated.

Strategy

Highlight notable engagement streaks (e.g. one week of daily mission
completions) to celebrate users' success and give them another reason
to keep engaging.

Outcome
Increasing engagement levels can build brand loyalty and drive
additional interactions and purchases.

Suggested channels

EMAIL ¢ PUSH e IN-APP ¢ WEB

From: Proxy War 3
7 days. 7 missions complete.

ey Daily Streak ) oW
(@ Keep your 7 day streak going so you don't
lose access to your rewards!

7-day streak secured.
Your squad salutes you,
Commander.

You completed a mission every
day this week! Keep your streak
going to unlock a rewards
multiplier.

CONTINUE PLAYING

O- PROTIP
This shouldn't be a one-and-done. Build out a triggered campaign for each
behavior you're trying to encourage.




Retention Effort level @ @

Customer service support
campaigns

Opportunity

You've built an exceptional customer service team—but they're buried
with tickets and tasks, making it hard for them to focus on essential
issues.

Strategy

Use cross-channel messaging to proactively provide information and
resources in connection with service disruptions, product changes, and
other regular issues that would otherwise trigger customer service
inquiries.

Outcome
Improving the customer experience while also reducing customer
service ticket volumes and call center costs.

Suggested channels

EMAIL ¢ SMS/RCS e MESSAGINGAPP e IN-APP ¢ PUSH

From: HomeHaven Insurance
IMPORTANT— Futures trading suppert has been restored

Pyrite

- Financial

Dear Mario,

As of 7:19 am on Monday, April 17, Pyrite Financial has
restored support for futures trading without our mobile app
Temporary disruption and website. For more information on the outage and how
to futures trading Pyrite Financial responded, read the full report.

Due to technology issues,
Pyrite Financial customers Read report
are unable to carry out

future trading activities. All
affected users will be

informed via email when the
issue is resolved.

Learn More

PRO TIP

Take advantage of triggered messaging to automatically deploy messages
when a trigger event—Ilike an outage ending—occurs.




Retention Effort level @ @

Event attendance campaigns

Opportunity
You have exciting live events that you're putting on—but you aren't sure
how to drive your customers to them effectively.

Strategy

Leverage location targeting to reach customers where they are with
relevant, timely cross-channel messages promoting the events and their
value to attendees.

Outcome

Deepening brand awareness and increasing customers' connection to
your company by encouraging them to show up in person and
experience what you have to offer.

Suggested channels
EMAIL o IN-APP ¢ WEB ¢ PUSH ¢ SMS/RCS e

MESSAGING APP e PAID SOCIAL

Hello, San Antonio! now
Pyrite just opened its first branch in the Lone
‘Star State. Come celebrate with free drinks,
ssnacks, and financial consultations.

O- PROTIP
Use geofencing or location targeting to automatically message users in
areas near your event.

9:41 all ¥ .
= Lo

L Search

Welcome, Flora.

Rancho Cucamonga: Celebrate
with us at our grand opening!

Stop by our newest SoCal location
during the week of April 4-11 and get a
free investment assessment, plus the
chance to win a trip to Zurich!

RSVP

Pyrite Financial Savings (,..1234)

$2,304.22
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Retention Effort level @ @

Lapsing user campaigns

Opportunity
You notice that some of your loyal customers are beginning to slow
their engagement, raising the risk that they depart altogether.

Strategy

Segment based on behavioral data to identify lapsing users and send
them personalized outreach that encourages deeper engagement based
on previous activity and purchases.

Outcome
Sustaining growth and bolster revenue over time by providing users who
are drifting away concrete reasons to come back.

Suggested channels
EMAIL ¢ PUSH ¢ SMS/RCS e MESSAGINGAPP e

PAID SOCIAL

From: Upon Voyage
Ready for takeoff?

L4

UPON VOYAGE

Feel like taking a trip, Ajay?

These deals are unprecedented—but they won't last.

Remember last year's tripto Rome? w0
We've planned this year's trip to Athens for
you. See your dream itinerary in the app..

N ML

Paris Lima Takyo
52711 roundtrip £199 roundtrip $308 roundtrip

D O

PRO TIP
Use personalization to make lapsing user campaigns more relevant and

appealing—it's hard to convince a customer you value them with a generic

discount offer.




Retention Effort level @ @

Loyalty rewards campaigns

Opportunity _ __
o . . o:41 wil T -
You've successfully driven a sizable enrollment in your loyalty program '< @) vronvoreae © G &

—but many users aren't redeeming their points or are missing out on
key rewards.

Strategy Congrats, Belén!

. . You've garmed 100k travel miles. Sounds Hey. Belén!
Trigger automated messages letting program members know when B e om0k yur dictsuacstion " You've eamed 100,000 travel miles.
. . . . Redeem your miles now i Magfbe it's finally time for that trip to
they're about to reach key points milestones or hit redemption o

Book a seven-day visit, flights and

o) p pO rtu n it| es. Ir':g:.;lzciﬁluded—and do it right here,

Outcome Not now

Bolstering the value that loyalty members see from the program,
improving their experience of your brand and giving them reasons to
stick around and keep engaging.

Suggested channels Q PRO TIP

Boost conversion rates by using Al-driven testing to find the top-
performing copy and creative for each message.

EMAIL ¢ WEB ¢ MESSAGINGAPP e IN-APP
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Order tracker/fulfillment
campaigns

Opportunity

You've convinced customers to make purchases—but they don't know
the status of their order, become frustrated, and contact your support
team.

Strategy

Send real-time tracking notifications timed at important milestones
(e.g. item shipped, item delivered) to keep users updated about the
status of their order.

Outcome

Bolstering trust with customers by keeping them in the loop—and giving

you another way to engage post-purchase.

Suggested channels

EMAIL e LIVEACTIVITIES ¢ SMS/RCS e PUSH

Q.

ra

~

From: Sandwich Emperor
Your order is on its way

=y

SANDWICH
EMPEROR

Hey, Melanie—it's almost time
to chow down!

Your Banh Mi Lunch Special
is currently being delivered
and should arrive at your
location by 11:48 am. Track its
progress on the map below.

1 until delivery

lLisarnving s I

b

PRO TIP

Use dynamic content to insert information about customers’ orders into
these messages. That way, there's no confusion about what's being
delivered when.




Retention Effort level @ @

Post-purchase campaigns

Opportunity
You've convinced a customer to make a purchase, but are looking for
ways to keep that engagement going after the transaction.

Strategy

Create automated post-purchase journeys that supplement the
content, product, or service purchased with reviews, care tips, or
educational best practices (e.g. sharing a suggested trip itinerary when
customers book flights to Berlin).

Outcome
Improving customers' experience of their purchased content, product,
or service and giving them more reasons to continue engaging.

Suggested channels

EMAIL ¢ MESSAGINGAPP ¢ SMS/RCS e PUSH

Q.

PRO TIP

Use intelligent channel selection to ensure you're reaching customers with
these campaigns in the channels that speak to them.

Enjoying your new slowcooker,
Tove? We want to make sure you
have everything you need to use it

fully. -

Set up tips Browning vs slow... Recipes

@

While a lot of people think chili or
soups when they think
"slowcooker" your model includes
browning capabilities, opening up
new possibilities. Check our three
most popular slowcooker recipes
below:

@ Mapo tofu
@ Coconut milk & yucca stew

&) Saag paneer




Retention Effort level @ @

Product adoption campaigns

Opportunity
Your users are completing onboarding on schedule, but many aren't
discovering and using key features of your product.

Strategy

Segment your audience to identify users who haven't yet used a given
feature, then use cross-channel messages to highlight the value that
they could see by taking advantage of it.

Outcome

Deepening user understanding of your offering and its core
functionality, encouraging usage and positioning your business as a
clear value-add.

Suggested channels

EMAIL ¢ IN-APP ¢ WEB

. rite
QL» glynancial

It's a new month—
time to review your
spending!

Set your budget. Turn on spending
, alerts
Create budget subcategories to

Use:Spend Analyzer tpes track exactly where your money

Rl Get notified when you're about
13 going. to go over your planned
spending limit.

your progress and trends
over the last 30 days.

Get started

- PROTIP

Use multi-step flows to walk users step-by-step through the value and
setup of new features
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Retention Effort level @ @

Rewards/perks campaigns

Opportunity
You've identified a group of power users, but need effective ways to
strengthen their long-term loyalty.

Strategy

Target top-tier customers with dynamic messages that include a reward
for staying active, acknowledging their engagement and nudging them
to deepen their relationship.

Outcome
Strengthening loyalty among your biggest spenders and other high-
value customers, supporting positive long-term outcomes.

Suggested channels

EMAIL ¢ PUSH e IN-APP ¢ WEB

STEPPINGTON

Look at you!

Lin, what a first month with
Steppington—you logged 200k
steps! Set a step goal for next
month and we'll send you a free
Steppington beanie.

SET A GOAL

PRO TIP

Use personalized journey orchestration tools to automatically adjust which
version of the rewards messaging flow a given customer receives, based
on their actions.



https://www.braze.com/resources/articles/braze-canvas-flow-spotlight?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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9:41

Urgent communication campaigns : B (@i D

Your stored credit card has expired

. To continue taking advantage of
O PPo rtun Ity one-click c_:rdering, _please update
You have critical updates related to your offering (e.g. weather updates, your card information now.
airline gate changes) and need to let users know—even if they're not
. . Stay safe. Chicagol Update now Maybe later

currently using your app or website. = ghf::mc'“”ﬁmmmmmuf

closed today due to the blizzard. We're

excited to reopen tomorrow.
Strategy = -

Use out-of-product messaging channels (e.g. push, SMS) to share time-
sensitive updates that reach users in the moment and keep them up to
date.

Outcome
Building trust with your customers and driving loyalty by giving them
the information they require to make decisions that meet their needs.

Suggested channels . PROTIP

Use engagement data to target urgent campaigns to users’ preferred
channels—that way, they don't miss a message when it really counts.

EMAIL ¢ PUSH ¢ SMS/RCS e MESSAGING APP



https://www.braze.com/resources/articles/introducing-most-engaged-channel?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
https://www.braze.com/resources/articles/introducing-most-engaged-channel?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Retention Effort level @ @

Win-back campaigns

Opportunity
Customers who were once highly engaged depart—and you're not sure
how best to bring them back.

Strategy

Use behavioral and purchase data to lure back lapsed users with
personalized re-engagement messages focused on the value they've
seen from your brand.

Outcome
Reducing churn and bringing departed customers back into the funnel,
which is more cost-effective than acquiring new users.

Suggested channels
EMAIL ¢ PUSH e SMS/RCS e MESSAGINGAPP o

PAID SOCIAL

&

h

From: Flash&Thread
You're almost there...

last year? We just added matching
We know you'll Wour new sweaters.

PROTIP

Use Al decisioning to find the best
copy, creative, timing, and discount
level for each customer, boosting
the odds they return.

Flash&
Thread

Hi Joan,

Did you know you're only 150
points away from reaching the
next loyalty tier? That's the
equivalent of one comfy sweater.

Come back and see what you can
get with your points!

Shop now

61%

higher 90-day retention with each
additional channel they're messaged on.



https://www.braze.com/resources/articles/forge-2024-ai-orchestration-announcements?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Retention Effortlevel @ @ @

Abandoned intent campaigns

Opportunity
Your users are beginning key tasks or actions—but abandoning them
before completion, making it difficult to showcase your product's value.

Strategy

Create contextual messages triggered by task abandonment that
leverage user-specific information, discounts, or exclusive content to
nudge users back to complete the step.

Outcome

Reducing the wasted effort associated with half-completed steps,
allowing you to better engage your customers and increase the value
they'll see from your brand.

Suggested channels

EMAIL ¢ PUSH ¢ IN-APP ¢ WEB

From: MovieCanon
What happens in Siberia...you'll have to see to believe.

Gary: Don't miss what happens next!
There's no escape

from Siberia Jump back into Season 2 of Siberia or check out

your personalized recs for what to watch next.
Jump back in to finish this

episode—you're gonna want to m Gef recomimendatinns
know what happens next!

PRO TIP

Having trouble persuading users to stick around? Considering leveraging
promotion codes to sweeten the deal.



https://www.braze.com/resources/articles/braze-promotion-codes?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Gamification campaigns

Opportunity
You've got an offering that can provide real value—but you're having
trouble making it engaging enough to grab users’ attention.

Strategy

Enrich your in- and out-of-product messaging with quizzes, competitive
features, and other interactive elements, and use personalized outreach
to encourage usage.

Outcome
Encouraging users to take specific and repeated actions, deepening
their engagement and loyalty over time.

Suggested channels

EMAIL ¢ PUSH ¢ IN-APP ¢ WEB

-
&

Let’s Shake It Up

Is your routine feeling too routine?
Spin the wheel for a new workout
you haven't tried yet.

SPIN NOW

Q PRO TIP
Use in-app messages with custom HTML to seamlessly embed engaging
interactive elements into your commes.

Grab your running shoes
and get out there!

Take that very first jog with our
Step Up approach. We'll share
daily running maps of your area
that are designed to help you
steadily build endurance and
fitness. Who knows—maybe you'll
end up running a marathon!

GET STARTED
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Retention Effortlevel @ @ @

Internal notification campaigns

Opportunity

Your customers are taking key actions across digital touchpoints—but
your internal stakeholders beyond the Marketing team lack visibility
into what's happening when.

Strategy
Create an automated notification flow via webhook that connects to

internal messaging tools (e.g. Slack, Teams) to inform stakeholders (e.g.

account managers, customer success representatives) when a user
takes a specific action.

Outcome

Deepening internal stakeholder understanding of user behavior,
allowing them to be more responsive to key actions and other
meaningful moments.

Suggested channels

WEBHOOKS

PyriteBOT arp

A customer from Manhattan, Kansas has filled out a product feedback survey.
Click here to read the submission:

x

& https:/f'www.pyritefinancial.com

WEBHOOK

TO SLACK
<1 Purite Welcome, Flora.

<[> Financial
I
5 - @
Help us kee 1mpr0vmg+la X

share your teedback.

@ Home Share tow

=) Deposit

(__) Transfer
Bill pay
[ﬂ:l Plan & track

@} Settings

PRO TIP

Data can flow automatically to all kinds of systems. Consider whether to
send a notification to an internal messaging tool or to make changes in
another part of your tech stack.
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Live event update campaigns

Opportunity
You need ways to keep users up to date on essential information about
their experience of your brand without overwhelming them.

Strategy

Use Live Activities to provide users with live-updating mobile
experiences that keep recipients up to speed without burying them in
messages.

Outcome
Providing persistent peace of mind for customers right from the lock
screen, supporting true convenience and building brand loyalty.

Suggested channels

LIVE ACTIVITIES

Q.

4-2

End5 - Hammer USA

lceland

World Curling Championship T —

PRO TIP

Use push-to-start tokens to automatically display Live Activities without
requiring customers to open the app



https://www.braze.com/resources/articles/launch-an-ios-live-activity-with-new-push-to-start-tokens?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Retention Effortlevel @ @ @

Recommendation campaigns

Opportunity
You've convinced users to check out your app or website—but they
leave without taking action.

Strategy

Use Al to leverage behavioral and preferential data to surface
personalized recommendations in real time on the channels that speak
to your users.

Outcome

Increasing the relevance of your messaging and product experience,
giving them reasons to keep engaging...and reasons to come back and
start engaging again, if they've already departed.

Suggested channels
IN-APP ¢ WEB ¢ EMAIL ¢ PUSH e SMS/RCS e

MESSAGINGAPP o TV

From: MovieCanon
You finished “Siberia"—now what?

You did it, Justin! You watched every episode of Siberia!

But why stop there? We've got personalized recommendations
to help you find your next must-watch series.

HECOMMINDED: BICOMMINDED
Historical Thrillers TV shows that take

epics place in winter

. * A Man Called Chaos
Coming Soon to a Screen s e e
Near You fona sassan) i Station fona snssonl

= Chrl BT [fee seasona] E

Pop some popcorn, get comfy on the sm::nphu + State's Witness Pnrmaflfmt
couch, and watch “The Haunting of the [m—— [ona seascn]
City Dump." It's got thrills, chills, and we * Soweto
know you'll love it! sk

* Bullet in the

* Morthwest Passage
[feur ssnsons]

PRO TIP

Use product catalog data and Al-powered recommendation engines to
dynamically personalize messages with relevant suggestions.
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Social activity messaging
campaigns

Opportunity
Your traditional messaging strategies are hitting their goals, but you're
looking for new ways to encourage more user engagement.

Strategy

Use action-triggered messages to highlight customer actions within
your app or website to their digital connections, implicitly encouraging
recipients to take action, too.

Outcome
Increasing engagement and optimizing conversion rates by providing
social proof that other trusted users are taking key actions.

Suggested channels

EMAIL ¢ PUSH

- Your friend Miguel27 has overtaken row
(@) you in the leaderboard
Jump back in to reclaim your spot.

Miguel27 has challenged you to a 1v1 match.
Think you can win? Tap to accept the challenge.

PRO TIP

Test what sorts of social activities to highlight (e.g. posting a picture vs.
completing a workout)—these campaigns work best if recipients are
interested in the actions you showcase.
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Value demonstration campaigns

Opportunity
You've built a thriving business—but as your market gets more
competitive, it's becoming harder to stand out.

Strategy

Leverage product and behavioral data to power campaigns that clearly
quantify how individual customers have benefitted from your offering
(e.g. how much money you've saved them, how many hours they've
spent playing your mobile game).

Outcome
Increasing customer awareness of the positive impact your brand is
already having on their user experience, giving them reason to stay
engaged.

Suggested channels

EMAIL o IN-APP ¢ WEB

From: Sandwich Emperor
You saved 7 hours of cooking time!

SANDWICH
EMPEROR

Nice one, Henry!

By ordering from Sandwich Emperor, you've saved 7 hours of
time cooking this week. And since we braise our roast beef for
24 hours, it's like a full day for each sandwich, amirite?

Want to save even more time?

ORDER NOW

PRO TIP

Think through what information you might want to highlight in your
messages, then adjust your data collection to ensure you have what you
need.
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Year-in-review campaigns

Opportunity
Your brand is looking to communicate its long-term value in fun,
memorable ways.

Strategy

Use behavioral data to power a personalized year-in-review experience
and related messages, reminding users in concrete ways why they love
your brand.

Outcome
Building sustained connection with customers by demonstrating value
and providing a moment of delight.

Suggested channels

EMAIL ¢ IN-APP ¢ WEB e MESSAGING APP

From: Casher
Your year in money

Where did all the
money go? We’'ll

Flora N. paid Jen B.
Brunch!
o A

Casher

Hi, Alex,

Now that 2025 is in the rearview mirror, let’s take a look back
at your year in money and what we learned.

You saved You spent 12%

£83.11in e ;
f less on clothing, You paid 100%
transaction fees compared to of your bills on

by using Casher :
S pay youEbills: 2024. Looik at time. Superstar!
Heck yes! you got

Explore your full year-in-review

Ji F. paid
@ Mot e e VO 4 $184.31

& MovieCanan

PRO TIP

Coordinate your message and social posts to nudge more users to engage—

and to share it with their friends, too.
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Conclusion

There you have it—the full spectrum of customer engagement use cases,
from welcome campaigns to loyalty enrollment, and everything in
between. Few brands will activate every one of these use cases, but they
provide a menu of options that can be used across channels, industries,
and regions to effectively activate, monetize, and retain customers.

The next step? Putting them into practice.

Check out our Braze Inspiration Guide Case Study Hub and learn from real-life

Braze customers who have executed campaigns from this guide.

And, if you're already a Braze customer, check out our Braze Inspiration Guide

Use Case Learning Hub for step by step guidance on how to create, execute,

and optimize some of the most popular use cases from the guide.


https://www.braze.com/big-customer-stories?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
https://learning.braze.com/page/use-cases?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
https://learning.braze.com/page/use-cases?utm_campaign=fy26-q3-global-owned-brand-braze-inspiration-guide&utm_medium=pdf&utm_source=braze&utm_content=guide-guide
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Methodology

For this analysis, Braze looked at anonymized and aggregated behavioral data from 740+ Braze
customers across our Americas, APAC, and EU clusters to analyze app activity, message engagement,
and purchasing trends by industry. These statistics span January 1, 2024 to December 31, 2024 and
include data from 5.8 billion user profiles and 24 sub-industries; each individual person could have
accounts at multiple Braze customers and may be counted multiple times. By using volume and
company count checks, we have ensured that no one brand or group of brands is overrepresented. For
all purchase- and messaging-related stats, only brands tracking the relevant information have been
included so as not to skew the analysis. All figures greater than 100% are rounded to the nearest
decimal point, and all figures below 100% are rounded to the nearest whole percent. When comparing
two rounded numbers, percent change metrics are calculated as the difference between the two
numbers after rounding.



Get in touch to learn more

Braze is a leading comprehensive customer engagement platform that powers intera ers and brands they love. With

process customer data in real time, orchestrate and optimize contextually releva ing campaigns and continuously
strategies. Braze has been recognized as one of Fortune’s 2023 Best Workpla est Workplaces for Women by Gr,

Best US Workplaces in Technology. The company is headquartered in New s North America, Europe, and APA


http://braze.com/CONNECT-WITH-SALES
http://braze.com/

