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BUSINESS SCENARIO

The subscriber joined, but trust is not yet established.
The hypothetical brand sells premium pet-wellness products with a considered purchase decision.

1
Subscriber need

Understand the brand, product fit,
safety, use and next step.

2
Brand need

Convert without training every
subscriber to wait for a larger discount.

3
Flow objective

Deliver the signup promise, educate,
reduce risk and guide a confident first
purchase.
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ENTRY LOGIC

Welcome the right person once, then move them forward.

1
Trigger

New consented subscriber enters the
primary list or relevant source segment.

2
Exclude

Existing customers when a
customer-specific welcome path is more
appropriate.

3
Exit

Remove from first-purchase messaging
when a qualifying order occurs.

Source, product interest and customer status can create conditional paths. The signup promise must be fulfilled
immediately.
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FIVE-EMAIL MAP

Every message answers a different question.

1

Deliver the
promise

Why should I stay?

2

Name the
concern

Do you understand me?

3

Explain the
product

How does it work?

4

Reduce risk

Can I trust the decision?

5

Help me choose

What should I do now?
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MESSAGE EXAMPLES

Emails 1 and 2: fulfill the promise and show understanding.

1
Email 1 — Welcome and delivery

Deliver the signup incentive or resource immediately. Explain
what the subscriber will receive next and make one useful
product path easy to find.

2
Email 2 — The customer problem

Name the concern in the pet owner’s language. Demonstrate
understanding before describing the product as the answer.
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MESSAGE EXAMPLES

Emails 3-5: product clarity, risk reduction and decision support.

3
Email 3 — How it
works

Explain intended use, routine, fit and
what the customer should realistically
expect.

4
Email 4 — Can I trust
this?

Address quality, safety, shipping,
returns, support and verifiable proof.

5
Email 5 — Choose the
next step

Recommend a clear product path or
buying guide with one primary CTA.

The flow should feel like guided decision support, not five versions of “shop now.”
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SEGMENTATION AND EXCLUSIONS

Use the data only when it changes the experience.
1 Product interest Route to the most relevant education and examples.

2 New vs existing customer Do not introduce the brand to someone who already buys.

3 Pet type or need Use only consented data that genuinely improves relevance.

4 Purchase exit End the first-purchase sequence immediately after the order.

5 Engagement Use frequency and sunset rules to protect list health.
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TESTING AND MEASUREMENT

Test clarity and customer progress—not random creative changes.

1
Signup
promise

Guide vs discount

2
Product path

General vs interest-led

3
Risk angle

Safety vs convenience

4
CTA

Browse range vs guided
choice

Primary metrics: first-purchase conversion, click rate, revenue per recipient and time to first purchase.
Guardrails: unsubscribe, complaint rate, discount dependency and flow overlap.

NIMROD OGACHI  •  PET LIFECYCLE REVENUE PORTFOLIO DEMONSTRATION - NO CLIENT-RESULT CLAIMS 08 / 09



PORTFOLIO CONCLUSION

A welcome flow should earn attention before it asks for action.

This project demonstrates subscriber-entry logic, message
architecture, customer insight, product education,
segmentation, sample copy and measurement.

This is a self-directed project for a hypothetical brand. It does not claim a
live conversion rate, client testimonial or attributed revenue result.
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