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WHY PERSONALISE
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HOW TO PERSONALISE

Purchase Engagement

behaviour behaviour Segmentation

Customer
INformation

Lifestage
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WAYS TO
PERSONALISATION

Copy

Assets

Offers
Automations
Dynamic content
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1. ABANDONMENT JOURNEY

« Customer has engaged with the company
that have started a high value action

« Show product or service

« Add an offer or discount to drive urgency
» Include first name personalisation

« Abandoned browse and abandoned
checkout journeys

« Testing: content, time, products shown
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HAPPY
BIRTHDAY

HERE'S 15% OFF

BDAY15UK: -WRRQ7V

HAPPY BIRTHDAY,
TAURUS

See how other Fitbit users your

age
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2. BIRTHDAY JOURNEY

Nice treat for subbscribers
Build brand loyalty

Content options: thank you, discount,
achievements, simple

Include a recommendation module
Include first name personalisation

Half birthday surprise

Testing: time, content type and discount
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3. GENDER OR REGION

Easy data points to personalise
Change asset or wording

Make it relatable to the customer
Generally expected by customers

y

PERSONAL BESTS
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4. FROM NAME AND SUBJECT LINE

« First content a subscriber sees

« Determines whether the email is opened
« Humanises the email

« Stands out in their inbox

 Include first name for personalisation
« Dynamic content based on behaviour
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BONUS: DATA IS KEY
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MO | The Importance of Personalisation
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