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Marketing Automation Benefits

< &

GDP Marketing v Scalably orchestrate multi-touchpoint

journeys that drive guest frequency,
retention, and spend

Why Automations?

v Deepen relationships with guests by
| have way too much free time on my hands, reaChing them at the right time: at the right

said no one ever in the restaurant industry. place, with the right message
There are many ways to influence guest

behavior but many brands struggle to find the ) ; ) .
time and overcome the technical obstacles to v Save time using a gwded automation
execute their ideal marketing vision. builder and library of recommended

Enter Marketing Automation. automations—-no IT support or SQL required

Imagine having unlimited time and resources to
develop campaigns for every guest based on

their unique behavior. This is precisely what $27|V| 70% $544

Marketing Automation unlocks—it turns Spent by First Watch Of respondents said The average return for
personalized, one-to-one marketing from an email recipients within personalized every dollar spent on
aspiration to a reality. 90 days of launching recommendations made marketing automation
new automations them feel known (FSTEC) (Nucleus Research)



https://nucleusresearch.com/research/single/marketing-automation-returns-5-44-for-every-dollar-spent/
https://www.olo.com/case-studies/first-watch
https://www.nrn.com/technology/fstec-delves-how-make-restaurants-more-personalized

Marketing Automation: Launch Preparation

%2° Strategy

&1 Journey Orchestration

EEzy Templates

olo

What are the guest behaviors you are trying to encourage?
When a guest takes a specific action, what would you ideally like to happen?

How are you measuring guest engagement and lifetime value?

What data sources and events are you capturing in GDP?

How would you ideally configure the guest journey in different scenarios?

What content do you want to display to the guest?

What channels will you be using to reach guests?



Connecting
Strategy to
Journeys

Remember, there’s no such
thing as an average guest. A
guest who infrequently visits
but spends a lot when they do
is different than a regular who
spends relatively little in each
individual visit.

As you identify these guests in
GDP, you can influence their
behavior using targeted, timely
automations to nudge each
guest archetype toward your
desired business outcomes.

oo

Automations by Guest Archetype

High Spenders

Low Spenders

Frequent Visitors




Engage Building
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Engage Building Blocks: Segment Attributes

Default Properties

Reserved fields passed in
Identify or Track Events that
are tied to a guest. These are
standardized across all
brands using GDP.

Examples:
e Email Address
e Phone Number
e UUID (unique user ID
within GDP)

7n

Custom Properties

Any custom fields passed in
Identify or Track Events.
These are defined by
specific use cases and
vendor integrations.

Examples:
e Loyalty Tier
e Subscriber Status
e Gender
e Menu Item Preferences

Computed Properties

Guest-level, customizable
calculations based on Track
Events that dynamically
update as guests engage
with your brand.

Examples:
e Countof orders in the
last 30 days
e Sum of loyalty points
redeemed

€o
&
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Smart Properties

Advanced business and
guest intelligence insights
that analyzes past guest
behavior and predicts future
engagement.

Examples:
e Historical Spend
e Predictive GLV
e Six Month Churn Risk
e RFM Quantile

Segment Attributes enable the grouping of guests by specific behaviors and events.
A comprehensive list of them can be found here in the Engage Help Center.



https://getwisely.zendesk.com/hc/en-us/articles/5026324746267-Segments-Attribute-Names-Definitions-and-Notes

Engage Building Blocks: Automation Components

% Set Trigger - « = Pre-EntryFilter —+ ® Entry Recurrence - ® Add Action
An action, behavior, or The additional conditions a The frequency in which The final output of the
date-based event that guest must meet to be eligible guests enter the automation automation received by the
prompts the automation. for the automation. when meeting other criteria. guest.
Examples: Types: Options: Examples:
e Order Completed e Event: Further refine the e Everytime e Send Email
e Visited Trigger by Event Field e Only the first time e Send SMS/MMS
e Party Seated e Segment: Must bein a e At most once every # e Send Push Notification
e Segment Entered pre-built Segment days e Send Sparkfly Wallet
e Guest Birthday e CRM: Further refine by Offer
Segment Attribute
H  If/ Then ® Set Delay
(Optional) Allows for branching (Optional) Holds up the next
paths in guest journeys that lead Action from being taken for a
to different Actions. predefined amount of time.

oo



Automation Triggers: Example Names and Definitions

Name Definition

Completed an Online Order When a guest successfully completes an online order directly with the restaurant.

Created Profile via Web Form When a guest accesses a brand's website and signs up to receive marketing communications via an Olo-integrated web form.
Opted into SMS Marketing When a guest signs up to specifically receive SMS/MMS marketing communications from a brand.

Party Seated When a guest is seated to a table via the Host app.

Segment Entered When a guest meets specific predefined criteria and thus enters the applicable, existing GDP Segment.

Segment Exited When a guest no longer meets specific predefined criteria and thus exits the applicable, existing GDP Segment.

Signed Up via Olo When a guest accesses a brand's Olo Ordering-enabled site and signs up to receive marketing communications via the order flow.
Signed Up via WiFi When a guest accesses a brand's Olo-integrated WiFi Splash Page and signs up to receive marketing communications.

Updated Profile via Web Form When a guest record already exists in GDP but new information is added or updated.

Visited When a guest is seated via Olo Host, joins an Olo Engage integrated WiFi system, OR places an online order.

oo



Automation Properties: Example Names and Definitions

Type Name Definition

Dates Abandoned Party Time(s) The time a party joined the waitlist but was not seated.

Dates Check Time(s) If a POS check is attached to a guest, this is the time the check was closed.

Dates Online Order Time The time an order was made by a guest.

Dates Time of Last Check The last date on which a POS ticket was attached to a guest.

Dates Time of Last Visit The last date Olo Engage has recorded a visit of any kind—includes both in-store and online (only one record per guest).
Dates Time of Visit The date Olo Engage has recorded a visit of any kind—includes both in-store and online.

Details Check Prices The amount in dollars and cents of a guest's check.

Details Check Tips The amount in dollars and cents of a guest's tip(s).

Total number of days since their very First Visit divided by their Total Number of Visits, in-store and online. For example, if

Details Lifetime Frequenc ) . . . . .

q y my very first visit was 120 days ago and I've visited twice, my Lifetime Frequency is 60 days.
Details Number of Visits The cumulative total visits Olo Engage has recorded a visit of any kind—includes both in-store and online.
Details Online Order Check Total(s) The amount in dollars and cents of a guest's online order.

oo



Automation Properties: Example Names and Definitions

Type Name Definition

Details Online Order Delivery Method The delivery method the guest chose for their online order, which comes from predefined Olo fields.

Details Online Ordered ltem(s) The specific menu item(s) in a guest’s online order.

Details Online Ordering Platform The ordering interface the guest used to place an order (e.g. online, guest app, and third party).

Details Ordered Item(s) The specific menu item(s) in a guest’s order as recorded by the POS.

Details Party Size The number of guests associated with a particular party.

Details Survey Score The score registered by a guest on a survey using rating/NPS score values.

Details Time of First Visit The first date Olo Engage has recorded a visit of any kind—includes both in-store and online visits.

Details WiFi Dwell Time The time in minutes between when a guest's phone first connects to WiFi to the time they disconnect.

Location Location Visited When a guest visits a specific location, with support for multiple locations per guest—includes in-store and online orders.

The number of Visits Per Guest across all available locations—includes in-store and online orders. For example, ‘Unique

Location Unique Location Visits . - A . . .
q Location Visits greater than 5' will return all guests who have visited 5 or more unique locations.

oo
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Retention

GDP Marketing

Create Custom Automation Anniversary Celebration
Create your own custom Automation from Incentivize guests to celebrate their special
scratch using a blank template. occasion at your restaurant with a special offer.

Automation Library

Learn all the best tips & tricks for setting up your Stay top of mind with guests for special events

own automation recipes from scratch. and drive reservation bookings by adding a
Read how here -> ‘Reserve Now’ CTA in your message.
The Engage Dashboard features prebullt Use Automation Use Automation

marketing automations in the Automation

Library. These are a great way to get started
Retention Frequenc

on your marketing automation journey as they = &=

cover a variety of common use cases for ) a)

improving guest frequency, retention and : )

Spend. Birthday Celebration Cross-/Upsell Online Orderers
Surprise and delight guests with a personalized Highlight your most popular and profitable
TO access the AUtomation Library |Og intO the birthday message and special redeemable treat. takeout menu items to your off-premise regulars.
1
Engage Dashboard and navigate to:
AUtoma tIOI‘)S > Create Automatlon > Cl’eate Birthday emails have a 480% higher conversion These digital superstars consistently drive digital
f T I rate and yield over 340% higher revenue per sales. Keep them engaged and drive higher AOV
rom emp ate message. by surfacing new and premium menu items.

Use Automation Use Automation




Building Automations: Triggers The Triggeris the starting

. point of the automation that
What triggers this automation? Set trigger enables dynamIC ta rgetlng
1 I ------------------ ! v Ask Yourself: What are the common
: things guests do and how would you
o Guest Action Date-Based Event ideall . h i o
A Guests will enter when they’ve completed a Guests will enter when a specific date- l1aea y engage gueStS IN €ach scenario:
chosen action (e.g., made an online order) based event is reached (e.g., birthday)
~ Trigger Types: Action and Date-Based
. ¥ T i . o .
Trigger Gondition - e Action: Specific events like Orders,
[ Completed an online order ~ ) [ Guest's Birthday e ] Visits, and Segment Entf}//EXff
e Date: Message guests prior to their
COmp|eted an online order 7 days h Birthday or Anniversary
Visited

before the date of the Guest's Birthday
! ~ Keep in Mind: The Triggers available will

l depend on your tech stack, service
s model, and available CRM data.

Qinnad 1in via NN

When a guest has Completed an online order

oo



Building Automations: Pre-Entry Filters The Pre-Entry Filter enables

. further segmentation of the

Choose f / thenlogic Set Logic initial dynamic targeting
| |
CTTTTTTTTTTT T | l ~ Ask Yourself: Of all the guests that fit the
— : B coomentri — Trigger criteria, how would you.further
aibites o the Qe .5, feine spond i T e it gy segment them to tailor messaging?
FISResLRy Guestisin ks v Filter Types: CRM, Segment, and Event
8 Select Segment - [Se'ect Rk A ] e CRM: Guest attributes (i.e. Properties)
a (@ bearen ) item(s) ordered like Lifetime Spend and Frequency.
Computed Properties Frequent Visit Location e Segment: Refine the audience based
putemation counter Ko Slioken Bl Grdas e on your existing Engage Segments.
T . it Order Sotres e Event: Refine the audience using

. . | additional event data from the Trigger.

_ ~ Keep in Mind: CRM filters look at a guest’s
= entire history while Event filters look at a

Filter event by specific event payload.

O|O Item(s) ordered contains 'burger



Building Automations: Entry R rren .
g omations: Entry Recurrence The Entry Recurrence is what

determines how often a guest
enters the automation flow

’ ® Guest enters: Every time

[ ~ Ask Yourself: How often does it make
Entry Recurrence sense to communicate with eligible
guests with this particular message?
[ At most once every x days A ]
v Recurrence Types: Three options
' e  Only the first time
Every time .
e Everytime
At most once every x days e At most once every [#] of days

Only the first time . . .
~ Keep in Mind: What other automations

are active is important context—consider
the total number of communications a

guest may be receiving.
(® Guest enters: At most once every 7 days

oo



Building Automations: Actions

® New Action

Choose an action type

l

SINGLE ACTIONS TIMING LOGIC

(S Send Email € Set Delay If /| Then

B} Send SMS

8] Send Push Notification

& Send Sparkfly Wallet Offer

I~ oo ooooocoooood

() Send Email

Send Email Meat Lovers

oo

The Action sets the messaging
channel and enables additional
(optional) automation logic

~ Ask Yourself: How much time should pass
between the Trigger and the guest
receiving the communication?

v Action Types: Three settings to review
e Single Action: The channel in which
the guest will be messaged.
e Timing: The delay, if desired, between
the Trigger and Single Action.
e Logic: Branching If/Then logic using
CRM, Segment, and Event Filters.

~ Keep in Mind: Single Actions require the
use of an already existing Template.



Automation Templc
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Marketing Automation: Creating Templates

B sertines

LIST

1l

DIVIDER

HTML

add your header
image here

ideal header image dimensions are 600x400 pixels,
but any horizontal image will work

Header Text Goes Here

Body copy goes here. Lorem ipsum
dolor sit amet, consectetur adipiscing
elit, sed do eiusmod tempor incididunt
ut labore et dolore magna aliqua. Ut
enim ad minim veniam, quis nostrud
exercitation ullamco laboris nisi ut
aliquip ex ea commodo consequat.

¢ Thisisan unordered list

The Email Template Builder allows you to drag and drop
predefined elements into a WYSIWYG design canvas.

SMS Templates > Untitled SMS Template

® No template description

Create SMS Template
Name *

Enter a template name here

(TSI save Changes

Descri ption
ter template descript
Image
& Choose file
or drop your file here
SMB max file size
jpg  .peg .gif .png
Message *
Enter M: g
+ Add Tag (0)

0/160 @

The SMS/MMS Template Builder allows you to input creative
and includes a character counter to prevent overage charges.

Reminder: Starter Templates can be used for Automations or Campaigns and can be found
under Settings > Design Library. Automation Templates can only be used for Automations.



Marketing Automation: Inserting Templates

In an Automation the Template determines the content the guest receives, which
can be further customized using Merge and Dynamic Substitution Tags

®  Add Action X &  Send Email X ”

7 days before Guest's Birthday.

SINGLE ACTIONS Sender Email G

i i Pre-Entry Filt
. athenagrill@getwisely.com v Cl
N Send Emat CRM filter guest by =1

Email Template Loyalty_member Equals true

- 5 . _—
U SendSMS Select Email Template ~
Q Search... ‘
. Send Push Notification O Guest enters: Every time
Guest Welcome Series é

Birthday Template

& Send Sparkfly Wallet Offer
Re-Order Reminder

=] Send Email ’

[Send Email Birthday Template ]

Lapsed Guest Series

TIMING

While Segment Attributes are they key to unlocking scalable targeting in Marketing
Automations, Templates unlock scalable personalized content experiences.

oo


https://getwisely.zendesk.com/hc/en-us/articles/5026293245083-Merge-Tags-and-Dynamic-Substitution-Tags

olo




Example Marketing Automations

o o e O As a Marketer, | want to:
S \,:::3 W[ M gs 0 ' e Nurture High-Value Guests

e Cross-/Upsell Online Orderers

Cross-/Upsell Online Orderers Re-engage Lapsed Guests

e Re-engaqge Valuable Lapsed
Guests

e Upsell Budget-Conscious
Guests

e Convert Quasi Requlars

Convert Hi hPoteﬁtiaI Guests e Convert High-Potential Guests

e Retain High-Spend New Guests

e |Launch a New Guest Welcome
Series

We'd like
to know...
Retain High-Spend New Guests New Guest Welcome Series

oo



Example Marketing Automations

As a Marketer, | want to:

e Automate Birthday Campaigns

e Automate Anniversary

Campaigns
e Automate Post-Online Order

Surveys
, 8 ~ T e Automate Item-Specific
Food Survey - \ y
Questions i = v ' Surveys
e Automate Post-Visit Surveys

Item-Specific Surveys Post-Visit Surveys "You May Also Like' Upsellin

]

e Automate ‘You May Also Like

Upselling
e Automate Review Solicitation

Review Solicitation

oo
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Automate: Nurturing High-Value Guests

Ask your VIPs to leave reviews and reward their
loyalty with early access to promotions and events

Goal > Improve retention

Guest Archetype > Frequent visitor, high spender

Why Automate > These are ideal guests to retain
and attract more of—regulars
with high check averages

Considerations > Use these segments to create
lookalike audiences in paid guest
acquisition campaigns

wll T @

8 W0 =2

ORDER NOW

Thank You For Being a
Valued Guest!

We are so incredibly grateful that you continue to
order from Athena Grill. We do our best to create
delicious, affordable meals and nothing brings us
more joy than seeing our guests enjoying our
meals. We would greatly appreciate it if you could
take a moment to leave a review about your
experience with us on platforms such as Yelp,
Google, or TripAdvisor.

Thank you for choosing us and we look forward to
welcoming you back soon!

Leave Review
]

555 Wisteria Lane
Beverly Hills, CA 90210

Unsubscribe
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Automate: Nurturing High-Value Guests

Trigger

Pre-Entry
Filter

Entry
Recurrence

Time Delay

Technical
Requirements

When a guest has Completed an
Online Order

When a guest has Party Seated

CRM filter guest by Number of Visits

Greater 10 AND Check Prices Greater
$50 AND Time Of Last Visit Within

Last 30 Days

LTAL YR ECE[E  (None)

Host: Yes
POS: Yes
Online Order: No

Payment Processor: No

WiFi: N/A
Loyalty: No

At most once every 60 days

Wait 1 days
(None)
Send Email or SMS/MMS

Host: No
POS: No

WiFi: N/A

CRM filter guest by Number of Visits
Greater 10 AND Online Check Total(s)
Greater $50 AND Time Of Last Visit
Within Last 30 Days

Online Order: Yes
Payment Processor: No

Loyalty: No

:

When a guest has Completed an online order

\
(=] Pre-Entry Filter

CRM filter guest by

Number Of Visits Greater 10 And
Online Order Check Total(S) Greater

$50.00 And Time Of Last Visit Within

Last 30 days

Yes

® Guest enters: At most once every 60 days

-

Wait 1days
\

() Send Email
Send Email Nurture Guests



Automate: Nurturing High-Value Guests - Advanced

Off-Premise On & Off Prem Combination

. p -
Trigger When a guest has Party Seated When a gues’g has Completed an When a guest has Visited
Online Order
CRM filter guest by Computed CRM filter guest by Computed Segment filter gugst by Numbgr. of \(|5|'ts
- Greater 10 AND Time of Last Visit Within
Pre-Entry Property Count of Party Seated Property Count of O_nlme Orders Last 30 Days
Filter Greater 10 AND Check Prices Greater  Greater 10 AND Online Check Total(s)
$50 AND Time Of Last Visit Within Greater $50 AND Time Of Last Visit . .
Last 30 Days Within Last 30 Days CRM filter guest on Online Check Total(s)

Greater $50 OR Check Prices Greater $50

At most once every 60 days
ecurrence
Time Delay Wait 1 days
if/Then Logic E(\[eJil)] (None) (None)

Send Email or SMS/MMS

e Host: Yes e Host: No e Host: Yes
Technical ° PO§: Yes ) PO§: No ° P0§: Yes
Requirements e Online Order: No e Online Order: Yes e Online Order: Yes
e Payment Processor: No e Payment Processor: No e Payment Processor: No
e WiFi: N/A e WiFi: N/A e WiFi: Optional

oo



Automate: Nurturing High-Value Guests - Payment Processor Integrated

Off-Premise On & Off Prem Combination

When a guest has Completed an
Online Order

Trigger When a guest has Party Seated When a guest has Visited

CRM filter guest by Total Card Swipes CRM filter guest by Total Card Swipes

Pre-Entry Greater 10 AND Check Prices Greater =~ Greater 10 AND Online Check Total(s) Guest is in REM 111 Segment (Segment
Filter $50 AND Days Since Last Card Swipe  Greater $50 AND Days Since Last configured as 'RFM Quantile’ Equals 111)

Less Last 30 Days Card Swipe Less Last 30 Days

At most once every 60 days
Recurrence

Time Delay Wait 1 days

if/Then Logic (\el)] (None) (None)
Send Email or SMS/MMS

e Host: Yes e Host: No e Host: Yes
. e POS: Yes e POS: No e POS: Yes
Technical X i . i Online Order: V.
Requirements e Online Order: No e Online Order: Yes e Online Order: Yes
e Payment Processor: Yes e Payment Processor: Yes e Payment Processor: Yes
e WiFi: Optional e WiFi: N/A e WiFi: Optional

oo
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Automate: Cross-/Upselling Online Orderers

Highlight your most popular and profitable takeout
menu items to your off-premise regulars

Goal > Increase spend

Guest Archetype > Frequent visitor, high spender

Why Automate > Keep these guests engaged and
drive higher AOV by surfacing
new and premium menu items.

Considerations > Slip a special dine-in only
promotion in their takeout bag to

encourage in-restaurant visits

all T @&

8 T 2

ORDER NOW

Warning: This is NOT
Your Average Burger ...

We are thrilled to announce the launch of our
Gourmet Ribeye Steak Burger. It's the perfect
combination of juicy, tender ribeye steak and the
classic flavors of a mouthwatering burger. Served
on a freshly baked brioche bun and topped with
premium ingredients, it delivers the ultimate burger
experience.

Don't just take our word for it--treat yourself to the
Gourmet Ribeye Steak Burger today!

Satisfy Hunger




Automate: Cross-/Upselling Online Orderers

Trigger

Pre-Entry
Filter

Entry
Recurrence

Technical
Requirements

oo

Time Delay
If/Then Logic /A

N/A

N/A

When a guest has Completed an Online

Order

CRM filter guest by Lifetime Frequency

Less 14 AND Online Order Check Total(s)

Greater $50

Every time

Wait 14 days

CRM filter guest by Last Online Order

-

When a guest has Completed an online order

[

D Pre-Entry Filter

CRM filter guest by

Lifetime Frequency Less 14 And

Online Order Check Total(S) Greater

$50.00

Yes

------------ ® Guest enters: Every time

0

O QEEY

Wait 14 days

°

Time Not Within Last 7 Days

Send Email or SMS/MMS

Host: N/A

POS: N/A

Online Order: N/A
Payment Processor: N/A
WiFi: N/A

Loyalty: N/A

Host: No

POS: No

Online Order: Yes
Payment Processor: No
WiFi: No

Loyalty: No

- O

CRM filter guest by

Last Online Order Time Not Within

Last 7 days

) Send Email

Send Email Cross-/Upsell Online Orderers



oo

Automate: Cross-/Upselling Online Orderers - Payment Processor Integrated

Pre-Entry

Filter

Entry
Recurrence
Time Delay

If/Then Logic /A

Technical

Requirements

N/A

N/A

When a guest has Completed an Online

Order

CRM filter guest by Average Days
Between Card Swipes Less 74 AND

Online Order Check Total(s) Greater $50

Every time

Wait 14 days

CRM filter guest by Last Online Order
Time Not Within Last 7 Days

Send Email or SMS/MMS

Host: N/A

POS: N/A

Online Order: N/A
Payment Processor: N/A
WiFi: N/A

Loyalty: N/A

Host: No

POS: No

Online Order: Yes
Payment Processor: Yes
WiFi: No

Loyalty: No

;

When a guest has Completed an online order

(Ml Pre-Entry Filter

CRM filter guest by

Average Days Between Card Swipes Less
14 And Online Order Check Total(S).

Greater  $50.00

----------- ® Guest enters: Every time

o

- 3

Wait 14 days

o

12 If / Then

CRM filter guest by

Last Online Order Time ~ Not Within

Last 7 days

Yes
o

&  Send Email

Send Email Cross-/Upsell Online Orderers



Automate: Re-engaging Lapsed High-Value Guests

Reminds these once-VIPs of their favorite menu items
and consider enticing them back with an LTO |
Goal > Improve retention | ) @
Guest Archetype > Former frequent visitor, high spender W[ M SS 0 '
Why Automate > The top-5% of guests drive ~30% Hey Da\\//\}ﬂ,_lIt'g Been a
. e &J
Of SaIeS_WIn these gueStS baCk It's been too long since we have seen you at
Athena Grill, Beverly Hills @) (67 days in fact but
to protect revenue oy
Considerations > Test and adjust the Lifetime
Frequency and Delay values to |
identify the right balance of A\ gever il CA 3021

olo messaging frequency



Automate: Re-engaging Lapsed High-Value Guests

On-Premise Off-Premise
Al Trigger
Trigger When a guest has Segment Entered When a guest has Segment Entered

Pre-Entry Guest is in Lapsed High-Value Guests segment (Segment configured as ‘Time of .
Filter Last Visit’ Not Within Last 30 days AND Lifetime Frequency Less Than 14) -

Guest is in Lapsed High-Value Guests
At most once every 30 days segment
Recurrence
Time Delay (None)
If/ Then Logic (None) ® Guest enters: At most once every 30 days
m Send Email or SMS/MMS #

e Host: Yes e Host: N/A =" BSendlEmail
e POS: Yes e POS: No .
Technical e Online Order: No e Online Order: Yes Send Email Lapsed Cuest
Requirements e Payment Processor: No e Payment Processor: No
e WiFi: Optional e WiFi: N/A
e Loyalty: No e Loyalty: No

oo
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Automate: Upselling Budget-Conscious Guests

Promote bundled menu items and LTOs to highlight
value savings and increase average check size

Goal > Increase spend

Guest Archetype > Frequent visitor, low spender

Why Automate > Changing their purchase habits is
the key to making them more
profitable guests

Considerations > Customize the Check Prices value
based on your menu and test
different price thresholds

T .

I (] eee

LOCATIONS

ORDER NOW

Enjoy More, Save More &

Struggling to decide between an appetizer, entree,
and/or premium beverage? Well, struggle no more!

For a limited-time, order an eligible item from all
three menu categories and automatically get $10
off your total check. See a full list of eligible menu
items on the Athena Grill website or mobile app.




Automate: Upselling Budget-Conscious Guests :

When a guest has Completed an online order

. . \
On-Premise Off-Premise
(5] Pre-Entry Filter

. .
Trigger When a guest has Party Seated When a glgasl'g hasOCdomQIeted an CRM filter guest by
Lnline Vrder Number Of Visits Greater 10 And

CRM ﬁlter guest by Number of Vlsits Online Order Check Total(S) Less $20.00
Greater 10 AND Online Order Check
Total(s) Less $20 AND Lifetime

Frequency Less 30

Yes
Rechr:'tl*l;eynce At most once every 30 days \
® Guest enters: At most once every 30 days
Time Delay Wait 7 days #
If/Then Logic (None)

CRM filter guest by Number of Visits
Greater 10 AND Check Prices Less
$20 AND Lifetime Frequency Less 30

Pre-Entry
Filter

And Lifetime Frequency Less 30

Send Email or SMS/MMS -
Wait 7 days
e Host: Yes e Host: N/A
e POS: Yes e POS: No é
Technical e Online Order: No e Online Order: Yes |
Requirements e Payment Processor: No e Payment Processor: No ©  Send Email
: ‘LACI)IVF;Itpr}:\Il%nal : ‘LA‘I)IVF;"'\;/A'\\IO Send Email Budget Conscious Guests

oo



Automate: Upselling Budget-Conscious Guests - Advanced

Off-Premise On & Off-Prem Combination

. p -
Trigger When a guest has Party Seated When a guest_ has Completed an When a guest has Visited
Online Order

Segment filter guest by Number of Visits
Greater 10 AND Time of Last Visit Within
Last 30 Days

CRM filter guest by Computed CRM filter guest by Computed
Property Count of Party Seated Property Count of Online Orders
Greater 10 AND Check Prices Less Greater 10 AND Online Check

$20 AND Time Of Last Visit Within Total(s) Less $20 AND Time Of Last . .
T (s)
Last 30 Days Visit Within Last 30 Days CRM filter guest on Online Check Total(s

Less $20 OR Check Prices Less $20
At most once every 30 days
Wait 7 days
ore)
ES Send Email or SMS/MMS

Pre-Entry
Filter

e Host: Yes e Host: N/A e Host: Optional
. e POS: Yes e POS: No e POS: Yes
Technical . . . . . R
Reauirerents e Online Order: No e Online Order: Yes e Online Order: Yes
e Payment Processor: No e Payment Processor: No e Payment Processor: No
e WiFi: Optional e WiFi: N/A e WiFi: Optional

oo



Automate: Upselling Budget-Conscious Guests - Payment Processor Integrated

Off-Premise On & Off-Prem Combination

. When a guest has Completed an .
When a guest has Party Seated Online Order When a guest has Visited

Segment filter guest by Total Card
CRM filter guest by Total Card Swipes CRM filter guest by Total Card Swipes Swipes Greater 10 AND Days Since Last
Pre-Entry Greater 10 AND Check Prices Less Greater 10 AND Online Order Check Card Swipe Less Last 30 Days

Filter $20 AND Days Since Last Card Swipe  Total(s) Less $20 AND Days Since
Less 30 Days Last Card Swipe Less 30 Days CRM filter guest on Online Check Total(s)

Less $20 OR Check Prices Less $20
R Entry At most once every 30 days
ecurrence

Time Delay Wait 7 days
If/Then Logic (None)
[ Aeton | Send Email or SMS/MMS

e Host: Yes e Host: N/A e Host: Optional
. e POS: Yes e POS: No e POS: Yes
jechnical Online Order: N Online Order: Y Online Order: Y
e e Online Order: No e Online Order: Yes e Online Order: Yes
e Payment Processor: Yes e Payment Processor: Yes e Payment Processor: Yes
e WiFi: Optional e WiFi: N/A e WiFi: Optional

oo
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Automate: Converting Quasi Regulars

Pique interest by featuring new menu items, sharing
inspiring reviews, or providing an exclusive offer

Goal > Increase frequency and spend

Guest Archetype > Infrequent visitor, low spender

Why Automate > These guests are aware of your
brand but need nudging to
become valuable regulars

Considerations > Customize the Number of Visits
and Check Prices values based
on your business baselines

MENU

LOCATIONS

ORDER NOW

Shhhhh, Don't Tell Our
Boss @

We have an exclusive offer just for you, redeemable
online or at any Athena Grill location. For the next
two weeks only, get 20% off all appetizers, salads,
and entrees, no strings attached.

|

555 Wisteria Lane
Beverly Hills, CA 90210

Unsubscribe
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Automate: Converting Quasi Regulars

Pre-Entry
Filter

Entry
Recurrence

Time Delay

If/Then Logic

Technical
Requirements

CRM filter guest by Number of Visits
Less 5 AND Check Prices Less $30
AND Time Of Last Visit Not Within Last

When a guest has Visited

60 days

CRM filter guest by Number of Visits

Less 5 AND Online Order Check

Total(s) Less $30 AND Time Of Last
Visit Not Within Last 60 days

Only the first time

Wait 7 days + Wait 7 days

Host: Yes

POS: Yes

Online Order: No
Payment Processor: No
WiFi: Optional

Loyalty: No

(None)

Send Email or SMS/MMS

Host: N/A

POS: No

Online Order: Yes
Payment Processor: No
WiFi: N/A

Loyalty: No

.

When a guest has Visited

(5Bl Pre-Entry Filter

CRM filter guest by

Number Of Visits Less 5 And
Online Order Check Total(S) Less $30.00

And Time Of Last Visit Not Within

Last 60 days

Yes

------ ® Guest enters: Only the first time

©

o
Wait 7 days
|
©  Send Email
Send Email Quasi Regular Engagement Pt 1
|
.

Wait 7 days
|
&  Send Email

Send Email Quasi Regular Engagement Pt 2
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Automate: Converting High-Potential Guests

Use post-visit messaging to establish a deeper guest
connections and reinforce your brand value offering

Goal > Increase frequency

Guest Archetype > Infrequent visitor, high spender

Why Automate > Big opportunity because these
guests do not visit often but
when they do, they spend big

Considerations > Test different Timing values and
message creative, upselling your
rewards program (if applicable)

MENU

LOCATIONS

ORDER NOW

We Appreciate You i,

Thank you for your recent visit to our Athena Grill,
Beverly Hills location. We hope you enjoyed your
experience as much as we enjoyed serving you

We'd love for you to become an Athena All-Star,
our free-to-join loyalty program that makes it
effortless to accrue and redeem rewards from all
Athena Grill locations. Act now and we'll even
retroactively add points to your account from your
recent visit!

Become An Athena All-Star

isteria Lane
Beverly Hills, CA 90210
——




Automate: Converting High-Potential Guests .

When a guest has Visited

On-Premise Off-Premise 7 '
.
Trigger When a guest has Visited Ghi fitarquestiby

Lifetime Frequency Greater 60 And

Pre-Entr CRM filter guests by Lifetime CRM filter guests by Lifetime
Filter y Frequency Greater 60 AND Check Frequency Greater 60 AND Online Online Order Check Total(S) Greater
Prices Greater $50 Order Check Total(s) Greater $50 P—
Entry Every time Yoo

Recurrence

|
Time Delay Wait3days © Guest enteérs: Every time  --eeeeeeee
If/Then Logic (None) |
(] Delay
m Send Email or SMS/MMS i 3d-
ait 3 aays

e Host: Yes e Host: N/A é
e POS: Yes e POS: No |
Technical e Online Order: No e Online Order: Yes
CEG[EEnle o Payment Processor: No e Payment Processor: No = sl
e WiFi: Optional e WiFi: N/A Send Email Post Visit High-Potential Guest
e Loyalty: No e Loyalty: No I

oo



Automate: Converting High-Potential Guests - Payment Processor Integrated

Pre-Entry
Filter

Time Delay
If/Then Logic

Technical
Requirements

oo

When a guest has Visited

CRM filter guests by Average Days
Between Card Swipes Greater 60

AND Check Prices Greater $50

Entry
Recurrence

CRM filter guests by Average Days
Between Card Swipes Greater 60 AND

Online Order Check Total(s) Greater $50

Every time

Wait 3 days

(None)

Send Email or SMS/MMS

Host: Yes

POS: Yes

Online Order: No
Payment Processor: Yes
WiFi: Optional

Loyalty: No

Host: N/A

POS: No

Online Order: Yes
Payment Processor: Yes
WiFi: N/A

Loyalty: No

.

When a guest has Visited

(5] Pre-Entry Filter

CRM filter guest by

Average Days Between Card Swipes
Greater 60 And
Online Order Check Total(S) Greater

$50.00

=] Send Email

Send Email Post Visit High-Potential Guest
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Automate: Retaining High-Spend New Guests

Nurture first-timers with a survey and send them an
offer to entice them back for a second visit

Goal > Increase frequency

Guest Archetype > Infrequent visitor, high spender

Why Automate > These guests are new to your
brand but demonstrate potential
to have high guest lifetime value

Considerations > The If/Then and Time Delay values
work together to send a message
if the guest has not yet returned

Hey David, we hope you enjoyed your
experience at Athena Grill, Beverly
Hills & & Please let us know
by taking this short survey: at
www.athenagrill.com/beverly-hills-
survey

*r LoD O = gy
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Automate: Retaining High-Spend New Guests

Pre-Entry
Filter

Entry
Recurrence

Time Delay

If/Then Logic

Technical
Requirements

CRM filter guests by Number of Visits
Equals 1 AND Check Prices Greater

When a guest has Visited

$50

CRM filter guests by Number of Visits

Equals 1 AND Online Order Check

Total(s) Greater $50

Only the first time

Wait 3 hours + 7 days + 14 days

CRM filter guest by Number of Visits Less 2

Host: Yes
POS: Yes
Online Order: No

Payment Processor: No

WiFi: Optional
Loyalty: No

Send Email or SMS/MMS

Host: N/A

POS: No

Online Order: Yes
Payment Processor: No
WiFi: N/A

Loyalty: No

-

When a guest has Visited

CRM filter guest by

Number Of Visits Equals 1 And —{ No (—

Online Order Check Total(S)  Greater

$50.00

Yes

= O Guest enters: Only the first time

©
- cm

Wait 3 hours
©

[ Send SMS

Send SMS New High Spend Guest Survey,

©

-

Wait 7 days

©

h \f /Then

CRM filter guest by ’

Number Of Visits Less 2

P A
o
+

©  Send Email +

Send Email New High Spend Guest Follow Up

\' Exit
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Automate: New Guest Welcome Series

Introduce your brand and persuade guests to become
regulars by showing all you have to offer

Goal > Increase frequency and retention

Guest Archetype > New guest

Why Automate > Opportunity to influence behavior
from the start and maximize their
guest lifetime value

Considerations > Think about how your brand
content can be sequenced over
multiple emails or text messages

Welcome to Athena Grill!

At Athena Grill, nothing brings us more joy than
serving a delicious meal to our guests. Whether you
dine with us in-person, pick up food to go, or get
your meal delivered to your door, we always strive
to deliver exceptional service and an incredible
value.

We encourage you to join our free Athena All-Stars
program to experience additional benefits like:

* Reward points on every dollar you spend at all
locations

* Access to hidden menu items and private events

* Priority reservation and waitlist perks

¢ Exclusive discounts and offers

* And much, much more

Please visit us again soon and click the link below
to learn more about all we have to offer you!




Automate: New Guest Welcome Series

Pre-Entry
Filter

Entry

Recurrence

Time Delay
If/Then Logic

Technical

Requirements

oo

When a guest has Signed up via WiFi

(None)

When a guest has Signed up via OLO

(None)

Only the first time

Wait 3 hours + 7 days + 14 days

CRM filter guest by Number of Visits Does Not Equal 2

Send Email or SMS/MMS

Host: N/A

POS: N/A

Online Order: N/A
Payment Processor: N/A
WiFi: N/A

Loyalty: N/A

Host: N/A

POS: No

Online Order: Yes
Payment Processor: No
WiFi: N/A

Loyalty: No

‘
When a guest has Signed up via OLO
|

= Pre-Entry Filter

Choose if / then logic Set Logic

------- ® Guest enters: Only the first time

I
[CBl Delay
Wait 3 hours

I
©  Send Email
Send Email Welcome Series Pt 1

o

|
[c] Delay
Wait 7 days

I
©  Send Email
Send Email Welcome Series Pt 2
|

I
[l Delay
Wait 14 days
|

I
©  Send Email
Send Email Welcome Series Pt 3
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Automate: Guest Birthday Campaigns

Surprise and delight guests with a personalized
birthday message and special redeemable treat

Goal > Improve retention

Guest Archetype > Varies

Why Automate > Birthday campaigns help deepen
the guest/brand relationship and

have above average engagement

Considerations > Adjust the number of days in the
Trigger or add a Pre-Entry Filter
to target specific Segments

-

B o8 -

ORDER NOW

Happy Birthday David!

From all of us at Athena Grill, we to wish you the
most incredible day filled with joy, laughter, and
delicious food. To help celebrate your special day,
we would like to offer you a complimentary dessert
of your choice when you dine with us during your
birthday month.

We hope this small gesture adds an extra touch of
sweetness to your celebration & @ *

Redeem Birthday Treat

555 Wisteria Lane
Beverly Hills, CA 90210

Unsubscribe




Automate: Guest Birthday Campaigns

_0 days before Guest's Birthdav 30 days before Guest's Birthday.

= Pre-Entry Filter

Pre-Entry
Filter

(None) (None)

Choose if / then logic Set Logic

Entr .
Recurreynce Every time
"""""" © Guest enters: Every time

Time Delay (None) ¢
(AL (None) (None) ©  Send Email
m Send Email or SMS/MMS Send Email Guest Birthday.
\

: e Host: No
. F'S‘fé,t,ﬁ'f e POS: No
Technical e Online Order: No : g:llI:Z :‘Jtrg:e;; :ssor. “
Requirements e Payment Processor: No .V._ :
e WiFi: No e WiFi: No
e Loyalty: No e Loyalty: No
[ ]

Web Opt-In Form: Optional
oo



Automate: Guest Anniversary Campaigns

Incentivize guests to celebrate their special occasion
at your restaurant with a special offer

Goal > Improve retention

Guest Archetype > Varies

?; Happy Anniversary, David! "Y' Our
chefs have prepared an exquisite
menu just for your special occasion.
Reserve Now at www.athenagrill.com/
anniversary-special

Why Automate > Stay top of mind for special
events and drive reservations
with a ‘Reserve Now’ CTA

Considerations > This can also be used as an o o

‘anniversary’ of joining your +t ODO D 5,_3
loyalty or other branded program -

oo



Automate: Guest Anniversary Campaigns

On-Premise Off-Premise y
Trigger 14 days before Guest's Anniversary 14 days before Guest's Anniversary

=5 Pre-Entry Filter

Pre-Entry
Filter

(None) (None)

Choose if / then logic Set Logic

Entr .
y Every time
Recurrence
------------ ® Guest enters: Every time  «---eoe

Time Delay (None) ¢
If/Then Logic IOVLE)) (None) ©  SendEmail
m Send Ema|l or SMS/MMS Send Email Guest Anniversary

|
Host: No

POS: No

Online Order: No
Payment Processor: No
WiFi: No

Loyalty: Optional

Host: No

POS: No

Online Order: No
Payment Processor: No
WiFi: No

Loyalty: Optional

Technical
Requirements

oo



Automate: Post-Online Order Surveys

Proactively engage digital guests to amplify brand
advocates and fix issues before they impact sales

Goal > Guest feedback

Guest Archetype > Varies

Thank you for your online order
from our Beverly Hills location!
We'd love to ask you a few
questions about your meal and
overall experience. Please take a
moment to fill out this short survey:

Why Automate 5 Identlfy What |S Causn‘]g pOS|tlve www.athenagrill.com/food-survey
and negative brand experiences
to optimize your operations

Considerations > Asks guests who provide positive

. B © g
feedback in surveys to share - o200 0 2« @

O

their experiences on review sites

oo


http://www.athenagrill.com/food-survey

oo

Automate: Post-Online Order Surveys

Pre-Entry
Filter

Entry
Recurrence

Time Delay

Technical
Requirements

When a guest has Completed an online order

N/A

(None)

At most once every 7 days

If/Then Logic /A

Wait 2 hours

(None)

Send Email or SMS/MMS

Host: N/A

POS: N/A

Online Order: N/A
Payment Processor: N/A
WiFi: N/A

Loyalty: N/A

Host: No

POS: No

Online Order: Yes
Payment Processor: No
WiFi: No

Loyalty: No

.

When a guest has Completed an online order

\
o Pre-Entry Filter

Choose if / then logic Set Logic

@® Guest enters: At most once every 7 days

0

o Delay

Wait 2 hours

o

Send Email Post-Online Order Survey

(=] Send Email



oo

Automate: Item-Specific Satisfaction Surveys

Get real-time feedback on new, seasonal, or existing
items to inform and optimize your menu

Goal > Guest feedback

Guest Archetype > Varies

Why Automate > Understanding what drives
guests to trade up or down items
is key to increasing margins

Considerations > Make sure the pre-entry filter is
specific to the exact menu item
name (‘bbq bacon cheeseburger’
vs. ‘burger’)

Food Survey
Questions

The Athena Grill chefs have been
experimenting with new gourmet
burgers and we'd love to hear about
your dream burger. If you'd like to
influence our new menu, please
take this short survey:

www.athenagrill.com/menu-survey

o) 0
+r O0DO 2@



http://www.athenagrill.com/food-survey

Automate: Item-Specific Satisfaction Surveys :

When a guest has Completed an online order

[
On-Premise Off-Premise
8
Trigger When a guest has Completed an Online Order Filter event by
Item(s)_ordered contains 'bbg bacon

. cheeseburger'
Event filter by Item(s) ordered
Pre-Entry N/A Contains [Item Name] AND In an CRM filter guest by
Filter Active Automation Does Not Equal In An Active Automation Does Not Equal

[Survey Name]

Post-Online Order Survey

Entry
Recurrence

Time Delay Wait 2 hOUI’S ------- O© Guest enters: Only the first time ~ =====-
(AL LR (None) (None) ¢

o Delay

m Send Email or SMS/MMS Wit Zho?

Only the first time Yes

e Host: N/A e Host: No ¢
e POS: N/A e POS: No
Technical e Online Order: N/A e Online Order: Yes D EEEE
Requirements e Payment Processor: N/A e Payment Processor: No
° WIFI N/A ° WIFI N/A Send SMS ltem-Specific Satisfaction Survey
e Loyalty: N/A e Loyalty: No '

oo



Automate: Post-Visit Surveys

Solicit feedback from on-premise guests to learn how
your operations impacts guest favorability

Goal > Guest feedback

Guest Archetype > Varies

Thank you for visiting our Athena
Grill, Beverly Hills location! Please
let us know about your experience
with us by filling out this short
survey:

. www.athenagrill.com/bh-survey
Why Automate > Intercept negative feedback to

win-back unhappy guests and
prevent churn in real time

Considerations > Various aspects of the guest

G ®
experience like food quality, 1:- o000

service, and likelihood to return

oo


http://www.athenagrill.com/food-survey

Automate: Post-Visit Surveys

When a guest has Party Seated N/A

Pre-Entry
Filter

(None) N/A

Entry
Recurrence

Time Delay Wait 2 hours

CRM filter guest by Last Waitlist Time
(PRI ECTe (88 Within Last day OR Reservation N/A
Times(S) Within Last day

Send Email or SMS/MMS

Host: N/A

POS: N/A

Online Order: N/A
Payment Processor: N/A
WiFi: N/A

Loyalty: N/A

At most once every 7 days

Host: Yes

POS: Yes

Online Order: No
Payment Processor: N/A
WiFi: Optional

Loyalty: N/A

Technical
Requirements

oo

. 3

When a guest has Party Seated

= Pre-Entry Filter

Choose if / then logic Set Logic

® Guest enters: At most once every 7 days

0

[c] Delay

Wait 2 hours

°

- G

CRM filter guest by

Last Waitlist Time Within Lastday Or

Reservation Times(S) Within Last day

Yes

©

Send SMS Post Visit Survey

() Send SMS



oo

Automate: ‘You May Also Like’ Upselling

Recommend new or different menu items to guests
based on their order history

Goal > Increase spend

Guest Archetype > Varies

Why Automate > Increase margins by suggesting
related premium items or

recommending food pairings

Considerations > When updating your menu, check
active automations to avoid
recommending unavailable items

8 O =

ORDER NOW

A Drool-Inducing Chicken
Sandwich @

Picture this: a tender, juicy chicken breast, perfectly
seasoned and grilled to perfection. Nestled between
two fluffy brioche buns, it's complemented by crisp
lettuce, ripe tomatoes, freshly chopped cucumbers,
perfectly melted cheese, and a tangy house-made
sauce that adds just the right amount of zing.

We know you are a bit of a sandwich connoisseur,

so we wanted to recommend you try it out for
yourself &

Experience Chicken Perfection
————




Automate: "You May Also Like' Upselling

When a guest has Completed an

.

When a guest has Completed an online order

(Gl Pre-Entry Filter

i N CRM fil b
Trigger When a guest has Party Seated Online Order iiter guest by
Online Order Item(S) Contains "burger"
. CRM Filter guest by Online Ordered And  Online Order Item(S)
Pre-Entry Iggﬁ;;:??ﬁ:% ?lfrﬁre?dAllEl%mc()?:jere d ltems(s) Contains [Item Name] AND
Filter = Online Ordered Items(s) Does Not BossihiorContalny “premium”

ltem(s) Does Not Contain [Item Name] Contain [Item Name]

Entry
Recurrence

Time Delay Wait 1 days ¢
If/Then Logic VZ (None) o ™
Wait 1days

m Send Email or SMS/MMS |

Only the first time

e Host: Yes e Host: No ?
e POS: Yes e POS: No ©  Send Email
Technical e Online Order: N/A e Online Order: Yes
CEGITEEGIE o Payment Processor: N/A e Payment Processor: No Send Email Premium Burger Upsell
e WiFi: Optional e WiFi: N/A :
[ ] [ ]

olo Loyalty: N/A Loyalty: No
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Automate: Getting Reviews From Happy Guests

Follow up with guests who submit positive survey
feedback asking them to leave a review

Goal > Guest feedback

Guest Archetype > Varies

Why Automate > Turn satisfied guests into brand
advocates to make review sites
more reliable acquisition channels

Considerations > Automated follow ups can also be
configured for guests who submit
negative feedback via surveys

& | mf [ oee

LOCATIONS

ORDER NOW

We're So Glad You
Enjoyed Your Visit!

Thank you for visiting Athena Grill, Beverly Hills and
for providing us feedback. We were so delighted to
see it our staff broke into a happy dance R ¢

We'd love for you to share your experience on
review platforms like Yelp, OpenTable, and Google
to help other guests discover our brand. Either way,
we hope to see you again soon!

Leave a Review
—




Automate: Getting Reviews From Happy Guests
;

- " When a guest has Survey Completed
On-Premise Off-Premise ’ R
Trigger When a guest has Survey Completed Choose i/ then logic Set Logic

Pre-Entry ............................................ @ Guest enters:w ..................
Filter (None) E
|
o EEW
e Only the first time it 2 hours |
Recurrence .
Time Delay Wait 2 hours ~ (I

Filter event by

If/Then Logic Filter event by Surveys Answers Overallscore Equals 5 L
m Send Email or SMS/MMS -

e Host: No e Host: No ¢
e POS: No e POS: No ol eI ol
Technical e Online Order: No e Online Order: No SeniiSus Beview Solitation
Requirements e Payment Processor: No e Payment Processor: No
e WiFi: No e WiFi: No
e Loyalty: No e Loyalty: No

oo
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GDP Marketing

Next Steps

No matter where you are on your marketing
automations journey, Olo Engage can help you
uplevel and scale your brand’s personalized,
one-to-one marketing program.

We encourage you to take advantage of the
additional resources available in the Engage
Help Center and to reach out to your Customer
Success Manager for additional guidance and
support on leveraging Marketing Automations
for your specific needs.

Additional Engage Resources

e Segments: Attribute Names and Definitions

e Building, Editing, and Exporting Segments

e Suggested Segments & Use Cases

e Segments: Smart Properties and Predictive
Analytics
e Marketing Automations Overview

e SMS/MMS Overview: Opt-Ins, Campaigns, and
Automations

e Email Template Builder: Desian and Code Editor

e Merge Tags and Dynamic Substitution Tags

e Introduction to Computed Properties



https://getwisely.zendesk.com/hc/en-us/articles/5026324746267-Segments-Attribute-Names-Definitions-and-Notes
https://getwisely.zendesk.com/hc/en-us/articles/5026329414171-Segments-Building-Editing-and-Exporting-Segments
https://getwisely.zendesk.com/hc/en-us/articles/5026302475931-Segments-Suggested-Segments-Use-Cases
https://getwisely.zendesk.com/hc/en-us/articles/5026286722459-Segments-Smart-Properties-and-Predictive-Analytics
https://getwisely.zendesk.com/hc/en-us/articles/5026286722459-Segments-Smart-Properties-and-Predictive-Analytics
https://getwisely.zendesk.com/hc/en-us/articles/5026182090651-Marketing-Automations-Overview
https://getwisely.zendesk.com/hc/en-us/articles/5026309010459-SMS-MMS-Overview-Opt-Ins-Campaigns-and-Automations
https://getwisely.zendesk.com/hc/en-us/articles/5026309010459-SMS-MMS-Overview-Opt-Ins-Campaigns-and-Automations
https://getwisely.zendesk.com/hc/en-us/articles/5026267625755-Email-Template-Builder-Design-and-Code-Editor
https://getwisely.zendesk.com/hc/en-us/articles/5026293245083-Merge-Tags-and-Dynamic-Substitution-Tags
https://getwisely.zendesk.com/hc/en-us/articles/12369878464539-Introduction-to-Computed-Properties-
https://getwisely.zendesk.com/hc/en-us
https://getwisely.zendesk.com/hc/en-us

