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Campaign Roadmap
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Data Description

266
All rebate claims
(7.8% conversion)

URLs from 
3 different campaigns 

after removing bot data

23
Average duration 
for 3 campaigns 

Data collection 
channels:
NFC, SMS 

days 2

21
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Research Objectives

Data Visualization:
Rebate 

effectiveness, 
promotional 
analysis, etc.

Model 1:
Identify meaningful 
information about 
in-store customer 

behavior.

Model 3:
Monitor display 

channel to better 
understand rebate 
redemption rate.

5

Model 2:
Analyse time-based 

data to better 
understand rebate 

behavior.



Research Process

Secondary 
Research
On SBM company,  
home gardening 
industries and NFC 
technologies.

Building
Models
We came up with 
models based on 
an initial look 
over the data.

Processing
Data

Cleaned up data 
by removing bot 
data & duplicated 
URLs.

Data Visualization
We used tools like 
Tableau and Excel to 
conduct data 
visualization.

Conclusions
Based on results, 
we found certain 
relevant findings. 
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Building Models

1. Rebate Performance Model
What is the relationship between rebate and campaign engagement?

1. Engagement Over Time - Daily, Day of Week & Hourly
Is there a specific pattern about engagement performance over time?

1. Channel Evaluation
How would different channels (SMS, aisle violator, shelf talker etc.)
affect customer behavior of signing up, and receiving rebates?
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Data Visualizations

Customers engaged in the campaign Customers who Signed up successfully
Customers engaged in the campaign Customers who got rebate successfully

Distributions of different rebate campaigns

There were more customers engaged in the $2 and $3 campaign.
In terms of conversion rate, $3 campaign performed the best.

6.4%

Conversion Rate (Average: 7.6%)

10.1%

6.4%

Model 1: Rebate Performance



The daily fluctuation trends of URL Counts
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Model 2: Daily Engagement 



WEEKENDS VS. WEEKDAYS

Model 2: Engagement Over Day of Week
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PEAK REBATE URL TIME: between 3PM and 
5PM

Model 2: Hourly Engagement



● Rebate campaign produced 5 times more engagements than content campaign did, 
but obviously was more expensive.

● SMS accounted for most proportion for both content and rebate campaign. 
● Shelf Talker and Aisle Violator didn’t show big difference in affecting customer behavior.

Grand Total: 266

Model 3: Channel Evaluation Model



62% of customers choose to purchase lawn & garden supplies in home 
improvement centers, where we should launch our campaigns

Source: Lawn & Garden 2019 Report, Field Agent
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https://info.fieldagent.net/lawn-and-garden-report-2019-download


● Cost/value and quality

are the most important 

factors to lawn & garden 

purchases.

● Therefore, rebate and 

contents that emphasize 

quality are able to 

stimulate purchase.

Source: Lawn & Garden 2019 Report, Field Agent
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Since word of mouth and product reviews are the most important factors that 
will influence customers’ purchasing decision, quoting positive reviews from 
other customers on in-store display ads is a good way to promote products.

Source: Lawn & Garden 2019 Report, Field Agent
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It is just too complex to make a purchase decision. We can design a brief quiz in the initial stage of 

the campaign, to help customers find the most appropriate products based on their specific needs.

Source: Lawn & Garden 2019 Report, Field Agent
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Recap & Conclusions
1. Conversion rate is quite low! Less than 8% (266 → 21).

The current customer journey is too complex. Simplify the 
customer journey; a short quiz may help.

1. $3 campaign performed better than $5!
We recommend for an A/B test for further evaluation.

1. Content Matters! Even though the rebate campaign 
performed 5 times better than Content campaign, it is a 
good contender to look into because it is cheaper.
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THANK YOU
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