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PARTNER OVERVIEW & Q&A

Attentive® is a personalized mobile messaging platform for innovative brands & organizations that can 
quickly become a top 3 revenue channel. Using real-time behavioral data, Attentive automatically sends 
engaging text messages to each subscriber at every step of the customer lifecycle. Over 1,000 leading 
businesses rely on Attentive and see strong performance, like 30%+ click-through rates and 25x+ ROI. 
To learn more about Attentive or to request a demo, visit http://www.attentivemobile.com.

In your opinion, which recent trend in marketing is likely to stay relevant in the longer 
term? 
As a result of COVID-19, E-commerce growth trajectories that were  projected to take place over several 
years took place over a matter of months. Online shopping levels during April and May were higher 
than the record-breaking holiday season  in 2019 and consumers spent $153 billion online—7% higher 
than spend during the 2019 holiday season. 

Notably, these e-commerce orders were often placed on mobile devices, with m-commerce sales 
increasing 10% since January. According to Adobe, consumers who were shopping online for the first 
time were doing so from their smartphones. These changes won’t be disappearing—58% of consumers 
expect they’ll retain new behaviors from the crisis period over the long term. By 2021, e-commerce 
sales will be primarily mobile. This is why many brands are relying on text messaging to reach their 
audience where they’re spending the most time. And 79% of consumers want to hear from brands via 
text messaging. From March 30 through April 12 the number of people signing up for text messages 
from Attentive customers daily was 53% higher than both January and February. As consumers continue 
to feel more and more comfortable with completing purchases online, we expect this trend to have a 
lasting impact.

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
consumer industry more resilient?
This year’s crisis has been an accelerator of digital innovation and investments. Something that would 
take 3-5 years is now done in 3-5 months. The brands that will survive—and thrive—during these rapidly 
changing times are the ones that are quick to adapt. Simply put, it’s survival of the fastest. From pivoting 
to focus on e-commerce business, to meeting the needs of an increasingly mobile-first or mobile-only 
audience—the brands that stay agile will succeed. This is a time to try new technologies and explore 
how to use them to their fullest. 

According to a recent survey, text messaging is a top emerging technology that retailers are investing 
in this year. As e-commerce sales are rising, D2C and traditional brands are turning to text messaging 
as a performance marketing technology that will allow them to elevate the commerce experience and 
send messages and content that their audience wants to receive—on the device they are most likely to 
communicate on. 

When Attentive was first founded in 2016, only about 4.5% of the top 1,000 online retailers were using 
text message marketing. Today, that has significantly increased to over 50%. Every year, more brands 
are discovering the benefits of using text messaging: it’s a priority channel and an effective way to cut 
through the clutter and reach the right audience with relevant, personalized messages on their preferred 
device.



Lexer’s Customer Data Platform helps brands and retailers genuinely understand their customers and 
engage them with experiences they deserve. Our tools and team help you use data at every stage of 
the customer journey to deepen customer loyalty and drive profitable growth.

In your opinion, which recent trend in marketing is likely to stay relevant in the longer 
term? 
The need for retail marketers to thoroughly leverage their 1st party customer data to provide relevant, 
timely, and engaging experiences for their customers. The experience economy continues to reward 
those who embrace their customers’ needs and desires and punishes those that are slow to adapt. 
External third-party data sources are losing value. Cookies are crumbling faster than ever. Changes to 
privacy laws (GDPR, CCPA) will continue to pick up steam and consumers will become more aware of 
the data they exchange with brands. Retail marketers need to establish transparent and open consent 
with their customers, developing trust to collect additional behavioral, interest, and preference data 
from their customers so they can continue to offer more engaging experiences. 

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
the consumer industry more resilient?
Technology will continue to evolve to enable brands to—
• Make customer data and insights accessible to all teams to inform decision making. 
• Put the customer at the center of the organization which will reduce waste and improve decision making. 
• Predict changes and quickly adapt to seize opportunities and defend against threats. 
• Increase the speed & agility of test and learn activities in marketing, dramatically increasing the 

number of iteration cycles marketers can undertake to optimize performance. 
• The trend of vendor consolidation & solution diversification will enable brands to reduce the number 

of vendors they contract with, reducing points of inefficiency, integration, and risk. 

What are the key product features you are rolling out in 2020-2021 and why? 
• CDP powered Clienteling Solution: the asymmetry in data collection and use to improve the customer 

experience between ecommerce and retail is staggering. CDPs can be an empowering data solution 
for the whole business; not just for marketing and ecommerce teams. Lexer’s CDP powered Clienteling 
Solution will enable retail sales associates to access customer data and AI-based recommendations 
in physical retail shops to guide interactions with customers. It will also allow retail sales associates 
to collect vital data that can be used by all teams to personalize future customer experiences across 
channels. 

• Analytical performance reporting: Lexer will be releasing a suite of flexible reporting tools to track 
changes in customer segments against a wide range of KPI’s that will measure business performance 
and the impact of marketing, retail and service initiatives. 

• 2nd party data-exchange: Lexer will create a co-operative platform for brands to share data and run 
collaborative campaigns to engage their customers and acquire new customers without having to 
pay the ever-increasing tax to Facebook and Google. 
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Gorgias is a leading Shopify & Magento helpdesk where businesses can manage all their customer 
communication channels in one platform (email, social media, SMS) and automate up to 20% of 
commonly asked questions for increased productivity.

In your opinion, which recent trends in marketing and e-commerce are likely to stay 
relevant in the longer term? 
Improved data analytics, personalization & automation. People want to feel as if they are being spoken 
to directly, and being made personalized recommendations. 

Data analytics will help us tell what these recommendations are, based off past purchase & viewing 
history, as well as what similar users have bought that fit a similar customer profile.

As artificial intelligence improves, it will offload repetitive tasks from operations. They will help set the 
stage for segmenting requests appropriately, as well as handling the common ones that don’t need a 
complex human touch (i.e. ‘Where is my order?’). Growth & scaling is dramatically improved.

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
the consumer industry more resilient?
More consumers are using messaging, chat, and SMS to find products & services without having to 
email or call customer support. 

Brands are nudging consumers to buy from them through frictionless messaging tools that create 
personalized conversations.

Being available in these mediums and developing close relationships while giving excellent service is 
pivotal to conversion, satisfaction, and loyalty + retention.

What are the key product features you are rolling out in 2020-2021 and why? 
Key product features we are rolling out include:
• New live chat with strong A.I. and automation capabilities to delegate and handle inquiries that 

don’t need human assistance. These chatbot flows will automate up to 50% of inquiries, such as 
returns, order status, order issues, etc.

• Smart replies to suggest responses to the support agent, saving time and efficiency.
• Instagram DMs to include those customer conversations in your customer history to help personalize 

and have context on customer preferences. 

These updates will help develop stronger relationships with customers, their satisfaction, and lifetime 
value.
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ShoppingGives helps retailers and brands increase Customer Loyalty and Lifetime Value by align-
ing each purchase with your customer’s values. ShoppingGives provides everything retailers need 
to offer customers a seamless and native giving experience throughout the journey, offering end-
to-end donation management and regulation coverage – enabling the retailer grow their business 
while doing good.

In your opinion, which recent trend in marketing is likely to stay relevant in the longer 
term? 
PRW 2020 Consumer Culture Report shared 83% of Millennials say it’s important for the companies 
they buy from to align with their beliefs and values. 

Conscious consumerism is here to stay. A 2023 scale of E-commerce was brought to Q2 of 2020 with all 
of its demands and realignment on values consumers are demanding. Every brand must have a social 
impact strategy and align with their customer values to success.  

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
the consumer industry more resilient?
Consumers will continue to push for more intergraded and frictionless experiences. Connected 
commerce is the idea that various brands, apps, and service providers can work together to create 
seamless user experiences native to the customer journey – a great example of this is Shop App by 
Shopify (today) or BOPC connected apps with your car (36mo). On-demand technology retail services 
offering DTC brands the ability to acquire sort physical footprints with short term leases will be a key 
to Omni-channel marketing. 

What are the key product features you are rolling out in 2020-2021 and why? 
• Integration with Yotpo Loyalty rewards enabling customers to redeem loyalty points for donations 

and enabling stores to reward customers for opting into donations. 
• Point of Sale Donations – In-store purchases will still make up over 85% of all consumer spending in 

the US. We will be focusing on enabling frictionless impact for retailers of any size. 
• Advanced analytics and report, providing stores the ability to measure customer LTV and other 

metrics as it relates to customer engagement. 
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Wiland is the best predictor of consumer response. With brand-unique audiences that drive superior 
campaign results, Wiland brings the future of people-based marketing to brands in all categories across 
all addressable channels by equipping advertisers with the most accurate media targeting possible.

In your opinion, which recent trend in marketing is likely to stay relevant in the longer 
term? 
The fashion and retail landscape is changing at a faster rate than we’ve ever seen. For the industry as a 
whole, we see retail sales shifting dramatically from brick-and-mortar to e-commerce. Brands must also 
continue to grapple with Amazon’s growth and influence and find ways to work both with and around 
its dominance. These factors—along with other external circumstances—mean certain marketing trends 
will be more important than ever—
• Use of first-party data as the basis for modeled acquisition audiences
• Migration to spend-based audiences using actual individual-level transaction data
• A focus on customer retention and loyalty for DTC brands, with acquisition taking a back seat 
• A growing emphasis on housefile modeling and other optimization techniques to maximize campaign 

efficiency and bolster bottom-line performance
• A shift in advertising dollars from broadcast TV (e.g. sports programming) to other channels, with an 

emphasis on digital and addressable TV

How will technology evolve over the next 6-36 months to make the fashion, retail, and 
the consumer industry more resilient?
There are several near-future marketing technology improvements and enhancements that will equip 
fashion and retail brands to continue on the path toward improved resilience. These include— 
• Improvements in personalization from the first moment of customer engagement
• Closing the loop and being rigorous in measuring of how digital marketing impacts in-store sales
• Seamless integration of customer experiences across all purchase channels
• The continued evolution of AI and machine learning algorithms that will allow brands to reach potential 

buyers with greater precision 

What are the key product features you are rolling out in 2020-2021 and why? 
Wiland has a lengthy history of product innovation, and 2020 is no exception. Examples of our new and 
upcoming innovations include—
• Precision Boost models that use the very latest in machine learning technology— aka Extreme Gradient 

Boosting (XGB)—to help marketers target their best prospects more precisely and enable them to 
maximize response and boost average purchase amounts

• Ready-to-deploy, brand-unique digital audiences covering even more consumer niche markets
• Data-driven persona creation and audience modeling that is actionable in the real world of media 

targeting, thus closing the gap between strategy and media teams
• Continued exclusive partnership with American Express®, in which their’ predictive insights on con-

sumers’ future spending are used to further enrich our vast consumer and behavioral data, resulting in 
uniquely responsive and exclusive prospect audiences for use in multichannel acquisition campaigns

• New online consumer offers platform that enables brands to present their offers to the top 100 
million consumers in America—resulting in more incremental revenue, high-value new customers, and 
website engagement



THANK YOU TO OUR FOUNDING PARTNERS & FRIENDS

Foley Hoag provides innovative, strategic legal services to public, private and government 
clients across the globe. We have premier capabilities in the life sciences, healthcare, technology, 
energy, professional services and private funds fields, and in cross-border disputes. The diverse 
backgrounds, perspectives and experiences of the lawyers and staff contribute to the exceptional 
senior level service delivered to clients ranging from startups to multinational companies to 
sovereign states.

Rosenthal & Rosenthal (www.rosenthalinc.com) is the leading factoring, asset based lending 
and purchase order financing firm in the United States. Founded in 1938 by Imre J. Rosenthal, 
the firm is now led by the second and third generations of the Rosenthal family. As a privately 
held company, Rosenthal is committed to providing personalized service and flexible lending to 
clients across a broad range of industries. Rosenthal has offices in New York, California, Georgia 
and North Carolina. 

Zenni pioneered the online eyewear industry in 2003 with a mission to make prescription eyewear 
affordable and accessible to everyone. Based in the San Francisco Bay Area, Zenni offers men, 
women, and children the freedom to express their personal style and individuality through 
high-quality prescription and protective eyewear curated with a sense for fashion and incredible 
selection. With over 33 million frames sold worldwide, a pair of Zennis is owned in every country 
across the globe. Zenni is proud to be the Official Eyewear of the San Francisco 49ers, Boston Red 
Sox and Chicago Bulls. For more information, visit www.zenni.com or connect on Facebook, Twitter, 
Instagram or Pinterest.




