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Introduction 

This is a guide of best practices to increase the likelihood of your e-receipts being delivered successfully and to 

increase e-receipt adoption. 

 

E-Receipt Adoption 

What you do and don’t do will impact the acceleration of e-receipt adoption at your stores. 

● You can do nothing and allow cashiers and consumer to continue to see paper receipts as the norm.  

You’ll have low adoption that will eventually creep up over time. 

● You can follow the best practices below and make e-receipts the new norm. 

 

E-RECEIPT ADOPTION 

How you ask matters DO: “We now email our receipts, what is your email address?” 
DON’T: “Would you (also) like an email receipt?” 
 
The first example makes e-receipts the “obvious” choice.  The 2nd 
example makes e-receipts appear as an extra step and possible 
inconvenience. 

POS UI: Lead with e-receipts If there is a customer-facing prompt or cashier facing prompt, design it so 
that e-receipts appears to be the default/preferred/expected choice. 

Train Cashiers and Store 
managers on the importance of 
e-receipt adoption. 

It’s not just for the convenience of the consumer. 
● Collect high-quality email addresses 
● Digital customer engagement after the sale 
● Gather important data and feedback from customers 

Strongly discourage Cashiers 
from entering FAKE or 
inaccurate email addresses. 

● Cashiers will intentionally enter fake or incorrect email addresses 
if they forget to, or do not want to ask for one. 

● Entering fake email addresses will increase your bounce rate and 
will cause your email domain to be black listed. 

● You will incur additional charges if your bounce rate is too high. 
● Intentionally entering a wrong email address will result in a poor 

customer complaints and could have privacy or PR implications 
which could hurt your brand. 

Only incentivize the capture of 
VALID email addresses. 

● Let employees know that fake or bounced emails will not count 
towards any incentive program. 

● Have a consequence for intentionally entering a fake or wrong 
email address. 

Track Adoption Daily 
 
NOTE: Only available with the 
Premium version of flexReceipts. 
 
Contact your flexReceipts Account 
Executive for more information. 

You can’t manage what you don’t measure.  
● The fR Merchant Portal has many metrics that you use to see how 

things are going. 
○ There are charts that show how many new emails are 

being captured. 
○ There are charts that show total transactions compared to 

how many were emailed. 
○ You can download a report that shows adoption rate by 

Store and Cashier (this will be important as you roll out). 
● fR will email/FTP you a report that shows adoption by Store and/or 
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Cashier on a regular basis. Make sure this report goes to 
everyone that is needed to help make your e-receipt program a 
success.  

Recognize Success and 
Question Failure 
 
NOTE: Only available with the 
Premium version of flexReceipts. 
 
Contact your flexReceipts Account 
Executive for more information. 

● Make sure store managers and cashiers understand how your 
business benefits from this.  Include that in the their training. 

● Draw attention to stores, managers, cashiers that have a high 
adoption rate. 

● If you see certain days, stores, or teams that have low adoption, 
find out why. 

● Peer pressure and bragging rights.  Sending out a weekly 
report of all stores and the number or percentage of email receipts 
they send will cause some healthy competition.  The bottom of the 
list can be motivating because nobody wants to be last. 
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Email Delivery 

There are many avoidable things that can prevent or inhibit Email Delivery. The table below has best practices 

that will ensure the greatest likelihood that your e-receipts will be received. 

EMAIL DELIVERY 

Sender email address can 
receive emails 

Most email providers (gmail, Apple mail, Yahoo, Hotmail) now check to see if 
a sender's email address can accept emails.  If it does not, that is a red-flag 
that it’s automated and/or spam. 

Do not use all capitals for 
Subject Line 

This is another way email providers detect “normal” correspondence emails 
from automated marketing spam.  (When was the last time you emailed 
someone with an all caps subject line?) 

Use a different sender email 
address than Email Marketing 

Email providers are becoming more aggressive with repeat offenders that 
send a lot of bounced email or get a lot of complaints.  They respond by 
blacklisting email addresses and sometimes domains. 
 
Your email marketing campaigns are more likely to produce more bounces 
than your e-receipts because the consumers really want the e-receipt.  Don’t 
let your e-receipt delivery be put at risk by questionable email marketing 
tactics. 

Check the fR Email Delivery 
Status often 

The Email Delivery Status page of the fR Merchant Portal will show the 
delivery status of every email that we send for you.  Look for bounces and 
either correct them or remove them from customer records. 

 

Email Attachments 

Issues - Below are few of the reason, we don’t encourage customers to attach additional pdf’s as a part of 

e-receipts. 

 

EMAIL Attachments - Issues 

Size Constraints Attachments increase the size of emails which can cause deliverability issues 
such as delays and non-delivery if they exceed the size limit of the email 
client. In the latter case, this would mean that the customer NEVER receives 
the receipt or the PDFs, which is not good 

Spam/Virus Filters  ISPs and email providers may also consider email more likely to be spam if 
there are attachments 

Attachment Blockers  Many email programs now come pre-configured to actually block access to 
some or all attachments 

 

Also, as an alternative,we can have the links for the customers to click on to read out the static/dynamic content 

for all the types of attachments.  

 

Best Practice - 
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Instead of using attachments, host the file online and provide a link in the e-receipts. By linking to the content 

directly, you do a few things: 

● reduce the risk of the attachment causing any deliverability issues mentioned above. 

●  improve the user experience. 

●  add the ability to track user engagement by tracking user clicks on the links. 

● increase the chances people will actually open – and read – your messages.  


