EMAIL MARKETING
PERSONALISATION

Foreword from Pure360

As this report reveals, a large proportion of organisations are still delivering
basic personalisation.

Welcome to Holistic Email Marketing and Pure360’s global email marketing
personalisation report.

The greater wins are to be had using intelligent personalisation. By this we
mean personalisation that is based on behavioural data. It’s about creating
experiences that are truly unique to the individual because it tries to
understand both the how and why of behaviours.

As smart marketers you’ll be well versed in the theory behind
personalisation. Tailoring your message for specific segments increases
relevance. This makes your marketing more persuasive. More customers are
driven to convert. Over time, your business grows.
Happy days — right? So, why isn’t every brand reaping the rewards
personalisation has to offer? Well, because marketing involves a careful
balance of time, resources, technology, and internal collaboration. Keeping
all these plates spinning means it isn’t always easy for teams to adopt new
technology, even if they are sold on the rationale.
We can relate. And that’s why we, in partnership with Holistic Email
Marketing, put this report together. If you are trying to take stock of your
personalisation efforts — and benchmark them in a wider industry context
— this report is for you. We assess the state of email personalisation in 2018
and empower you to take your efforts to the next level.
In the wake of GDPR, consumers have become more data savvy. But
increased awareness does not equate to unwillingness to share data. There
has to be a value exchange when asking for data and that goes beyond
offering an initial incentive such as a discount for subscribing.
Collecting data but failing to personalise the experience you offer may
irritate your customers. They expect continued value in return for their
data. Personalisation is an effective way to provide this.
At Pure360, we’ve seen many brands benefit from offering their customers
value through personalisation. Take Luke 1977, for example. Luke 1977
is a fashion brand that came to us wanting to build a more personalised
experience for their customers. We helped them implement our own
personalisation platform, PureTargeting, and empowered their team to use
it. They doubled their revenue attributed to online marketing as a result.
But, before we get too carried away singing the praises of personalisation,
let’s get specific about what we mean. There are many stages of
personalisation maturity. A large proportion of marketers deliver basic
personalisation using static demographic data, like a first name.

Intelligent personalisation uses multiple data sources to create a complete
picture of each customer — from email engagement to real-time website
behaviour to purchase history (both online and in-store).
Intelligent personalisation uses smart automations and machine learning to
predict and shape consumer behaviour.
In the report that follows, Robin Mead at Secret Escapes shares a story that
will help you glimpse the potential intelligent personalisation has to offer.
For his brand, implementing AI-driven personalisation led to 5 percent
revenue lift.
The technology you need to implement intelligent personalisation is out
there. Some of you may already have it in place. If you do, but are yet
to adopt its features, that’s completely understandable. Resources are
stretched. Time is limited. But, great gains are waiting to be made if you
can find a way to remedy this.
We would urge you to look to your technology provider for guidance. Let
them show you how to use the technology at your fingertips to deliver the
best results. This is something we do for our clients on a daily basis.
As technology advances to enable more sophisticated automated
campaigns, marketers must now master the art and the science of
personalisation. And their businesses must support them to do so.
With this advance in technology — and the potential to increase ROI that
it brings — must come more credibility and resources for our marketing
departments. Businesses that recognise the potential for growth that
personalisation offers are already leading the way.

Introduction
An introduction by the author, Kath Pay, CEO
Holistic Email Marketing
Email personalisation is no longer just something that’s nice to have.
Rather, it’s essential for keeping the email relationship alive and well.
As a marketer, you’ve no doubt seen study after study of email attitudes
that show the people on the other side of the inbox want, expect and act
on relevant, personalised email messages. Conversely, one of their biggest
gripes is not just that they get too much email but also that so much of
what they get is irrelevant.
With marketing automation and data collection now a standard offering
from even mid-level email service providers, Holistic Email Marketing &
Pure360, wanted to learn from marketers like you about the state of play
for email personalisation.

What you told us

3 key findings from the survey
Below are quick summaries of 3 key findings in the report covering
personalisation as a strategy, collecting and using data, and measurement
and testing of personalisation efforts:

1. Personalisation is becoming the norm for most marketers.
The disconnect between marketers and consumers on the need for
personalisation is shrinking. Only 18% of marketers said they aren’t
actively personalising - some just haven’t gotten started while only a small
percentage aren’t using it.
We found an interesting contrast among B2B marketers. Whilst B2B
marketers hold an edge over their B2C peers in the ability to personalise,
due to the innate nature of B2B marketing and technology available to
them, 10% say they aren’t pursuing it, compared with 2% of all marketers
and 1% of B2C marketers.

2. Nearly all marketers are doing some form of
personalisation.

Overall, some of you have personalisation down to both an art and a
science. You’re using advanced data collection to personalise every aspect
of the email journey with your customers. Many more of you are treading
into the waters using basic segmentation on key aspects of your messages.

Only 6% of marketers told us that they can do only “one size fits all” email
marketing. Nearly half (49%) have access to tools for basic personalisation,
while 36% are using advanced tactics such as dynamic content to keep
email material unique and relevant to subscribers. Another 8% are way out
in front with AI, machine learning and other technology to create a true
one-to-one experience.

We also learnt that some of you are still in the fact-finding stages of
personalisation and data use or else have decided the ROI isn’t there yet.
If you’re in that group, you’ll still find value in the report in learning what’s
working for your peers and – more importantly – your competitors.

3. More marketers are moving beyond just personalising the
subject line or first name.
We’re encouraged to see that nearly half of marketers have moved beyond
simply personalising names and subject lines. They’re using data from email
behaviour (56%), purchase history (41%), lifecycle stage (29%) and even
contextual data (12%) to add relevant content, meaningful to individual
recipients.
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About Pure360

About Holistic Email Marketing

Pure360 is UK-based marketing technology company founded in 2001.

We are an email marketing consultancy, which takes a Holistic Approach.
The customer, their journey and the information they provide through their
actions, is at the centre of our ethos. Enabling you to benefit from email
marketing strategies and email marketing programmes that achieve the 1:1
personalisation your customers desire.

All too often brands treat every one of their customers the same. We
believe brands of all sizes should be able to deliver personalised, relevant,
and accurately timed marketing. So we built the products that help them
achieve this.
Our products help businesses deliver cross-channel personalisation and
automate customer lifecycles to drive more revenue.
Over the years Pure360 has played a huge part in defining the strategies
and best practices within the entire email marketing industry.
And we’ve worked with thousands of brands such as innocent drinks, The
Financial Times, Fitness Superstore, PayPal and Occam.
We are recognised within the industry for developing the Email Maturity
Model; a framework that helps businesses benchmark and advance their
email marketing strategy, step by step.
The Email Maturity Model is at the heart of how Pure360 works with
customers every day. With our dedicated account management and
strategic guidance, we support our customers and help them to grow.
Our ongoing commitment is to make best-of-breed products that make it
easier for marketers to manage their customer lifecycles and improve their
customer experience.

We believe in developing data-driven email marketing strategies that are
supported and enabled by technology. With our email marketing consulting
services, we bring data, technology, strategy, creativity, personalisation and
psychology together through our innovative approach to create effective
eCRM & email marketing strategies that deliver results.
Everything that happens before and after your email, affects your results.
To get the best out of email marketing, you need to look at what surrounds
it within the customer journey.
The Holistic Email Marketing Approach is about creating conversionfocused, customer-centric personalised marketing strategies, with email at
the heart.
Unlike traditional multi-channel marketing that starts with the channel, the
Holistic Approach starts with your customer and their journey to define the
channel strategy. And through the art of persuasion, marketing automation
and cross-channel learnings, we craft a journey that converts.
So, your customers meet their goal, and you meet yours.
Why use the Holistic Email Marketing Approach?
• Deliver a better personalised customer experience
• Increase the value of your conversions
• Remove barriers to purchase to achieve small uplifts that add up to a lot.
• Build a bigger customer base by converting more of your website visitors.
• Solve problems and spot opportunities
• Increase your email marketing budget

About the survey participants

Figure 3: Job Titles
VP/CMO (2%)

Other (11%)

In June 2018, we surveyed 203 email marketers across multiple sectors,
sizes and countries.
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Figure 1: Regions covered
Latin America (1%)

Manager (42%)

North America (31%)

Co-ordinator/Specialist (21%)

UK (51%)
VP/CMO (2%)

Asia Pacific (<1%)

Director (9%)

Manager (42%)

Co-ordinator/Specialist (21%)

Executive (14%)

Other (11%)

With 42%, Manager is the most popular title being used by the survey
participants, with Co-ordinator or Specialist coming in second at 21%.

Europe Middle East Africa (17%)

UK (51%)

Europe Middle East Africa (17%)

Asia Pacific (<1%)

North America (31%)

Latin America (1%)

UK, North America and Europe were the regions with the largest number of
contributors to this survey.

Figure 4: Industries included
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Figure 2: Size of Companies
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Company size was fairly well balanced across the representation.
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With regards to industries, email marketers who work for marketing
companies made up 31% of the survey participants, with Retail coming next
at 12%, then IT Services/Software (8%) and Travel (7%). All other industries
were fairly well balanced in representation.

Figure 5: B2C or B2B?
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Figure 7: Comparing size of email team to the size of
companies contributing to this survey
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Surprisingly, marketers who market to both consumers and businesses
made up the majority of the survey participants.

20+ (4%)
11-20 (4%)
6-10 (9%)
Me–I'm it! (36%)

2-5 (46%)

2-5 (46%)

6-10 (9%)

Me-I'm it!

2-5 Team Members

Less that 15 Employees

6-10 Team Members

15-100 Employees

10

11-20 Team Members

101-500 Employees

6 8
20+ Team Members

501+ Employees

Whilst the company sizes were spread evenly across the board, this does
not carry over into the size of email teams, with 46% of companies having
2-5 members on their email team and 36% having a single individual on
the team. Over 50% of 15-100 employees, 101-500 employees and 5001+
employees had email teams of 2-5 people, making this the most popular
team size for companies with 15 or more employees.

Figure 6: Size of Email Teams
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The majority of responders are within a team of 2-5 people, with the nextlargest percentage being made up of teams of one.

Personalisation as a Strategy
Personalisation as a priority
Where does is stand?

Figure 8: As a strategy within your email programme, where
does personalisation stand as a priority?
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From the consumer’s perspective, personalisation is no longer a ‘nice to
have’ but rather a requirement. They want valuable, relevant offers and
information that help them in their day-to-day lives – whether it’s in their
personal life or with their work hat on. The reality is that personalisation
meets an innate need of humans – to be recognised. Maslow’s Hierarchy of
Needs includes it within ‘Esteem.’ In a practical sense, in an age where we
have access to products and services worldwide, with delivery available at
the touch of our fingertips, personalisation helps us identify ‘helpful’ store
owners – those who go out of their way to ensure we’re treated well.
Remember the days of the corner shop where the store owner knew your
likes and dislikes and would save something you liked for when you came
into the store next? We haven’t changed that much – we still like this
personalised, helpful service.

“

I am encouraged to see that personalisation is a top priority
for nearly 50% of respondents with another 35% looking
to implement soon. As consumers we’ve been long exposed to
personalisation from brands such as Amazon, Netflix and Spotify.
These brands realised the power of personalisation early on and
were quick to develop their experience around it.”
– KOMAL HELYER, PURE360

Ability to personalise within email

B2C vs B2B: Who is prioritising it more?
Figure 9
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Figure 10: Select your current ability to personalise within
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Advanced segmentation/Dynamic content (36%)
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Both

Marketers who target consumers are leading the way by saying
personalisation is a priority, compared to 10% of B2B marketers who say
that personalisation isn’t on their list.

“

One size fits all (6%)

Personalisation is a major priority for email marketers. In
fact, it’s No. 1 among marketers’ email priorities for 2018,
according to a worldwide poll by Litmus. More than 72% marketers
said it was a priority this year, beating out expanding usage of
automated emails, doing more A/B testing, and all other tactics we
asked about.”
– CHAD WHITE, LITMUS

One size fits all (6%)
Advanced segmentation/Dynamic content (36%)
Highly personalised 1:1 solution (4%)

Basic segmentation (49%)
Some AI/Machine learning being used (4%)

As one-to-one solutions using AI and machine learning become more
common, this chart is expected to change over the next couple of years.
One of the things that tends to hold back many marketers is the desire to
do it ‘right’ by going big. That is, they want to jump from performing ‘one
size fits all’ or basic segmentation all the way to achieving ‘one-to-one
personalisation.’ This, then, causes them ‘wait until the time is right’ and/or
be so overwhelmed with the size of the project that it defeats them before
they start.
As with many things in digital marketing, the incremental approach is
recommended for implementing personalisation. Start small, test, learn,
gain insights, and work your way through the stages.

“

Since 2016 we, at Secret Escapes, have been partnering with
Jetlore to use state-of-art AI to make predictions about our
consumers and their behaviour. During this time, we have sent close
to 10 billion completely personalised emails to all our members –
that’s means a totally unique email to each user, each day.
The replacement of our previous ‘segmented’ email in favour of
this new AI-based one has led to impressive results. Over the twomonth period of the initial test we saw the Jetlore algorithm cause a
5% lift in revenue and a 6% lift in clicks – which, in a company where
email is as significant as it is for us, is incredible.
– ROBIN MEAD, SECRET ESCAPES

Ability to personalise: B2B vs B2C
Figure 11
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It’s interesting to see the difference in ability to deliver personalised
emails broken into B2B and B2C. Both lend themselves to success in
personalisation – but in slightly different ways, due to nature of products
and conversion period. What is very interesting, however, is that those
marketers who market to both B2B and B2C are more aligned with B2C’s
ability – which, surprisingly, appears to be more advanced than B2B’s
ability.

“

Two-thirds of consumers say they’ve unsubscribed from
brands that send them too many and irrelevant emails,
according to research by Litmus and Fluent. Indeed, it’s the most
common reason that consumers unsubscribe. Unfortunately, it’s
also the top reason that consumer report emails as spam. So,
sending one-size-fits-all emails not only fails to boost engagement,
it’s a risk in terms of both list churn and deliverability.
If you’re not able to do much or any personalisation, success with
basic segmentation can be a gateway to personalisation, as both
are doing the same thing—putting more relevant content in front
of your subscribers. Focus on major segments like customers/noncustomers, buyers of men’s/women’s clothing, and subscribers in
country A/B. So, use the performance of your segmented emails to
argue for more personalisation.
– CHAD WHITE, LITMUS

Challenges

Challenges as measured by team size

What’s holding it back?

Figure 13

Figure 12: What is preventing you from delivering a more
advanced personalisation strategy? (select as many as
applicable)
70%

50%

35
32
30%

62

39

40%

33
27

26

28

20%

13

32

30

26

0%

23

11

20
13 14
7

6
0

Lack of resources

Data is siloed

Lack of budget
Team of 2-5

Lack of know-how
or expertise

Team of 6-10

Team of 11-20

6 7

4

Too little data
Team of 20+

0
Not convinced
it’s worth the
effort/budget

10

10%
0%

12

6

Team of 1

20%

15

13

10%

30%

20

18

16

50%
40%

23

22

60%

Lack of resources

Data is siloed

Lack of budget

Lack of know-how
or expertise

Too little data

Not convinced
it’s worth the
effort/budget

Lack of resource tends to be a common challenge. However, what is
surprising within these results is that 10% of respondents are not convinced
that it’s worth the effort or budget to personalise. Is this because they,
themselves, haven’t received good experiences from brands they’ve signed
up to? Or is it because they are so overwhelmed with the obstacles within
their company that they don’t believe the ROI would be there?

“

Just like Holistic Email Marketing’s research, ours also shows
that there are major challenges holding brands back from
making better use of personalisation. Chief among them is staffing
and resourcing, which marketers said was their second-biggest
challenge.
– CHAD WHITE, LITMUS

As the teams got bigger, the challenges changed – but the consistent
leader across all team sizes was lack of resources. It’s hard to understand
how lack of resources can be a problem when your email team is made
up of 11-20 or 20+ people. But this could simply be from lack of shared
resources (e.g., sharing a data or creative team). This can be very inhibiting
when relying on them for the ability to personalise.
With a team of 20+, siloed data and lack of budget became less of an issue
and lack of know-how /expertise and too little data increased.

Personalisation within Channels
Channels to improve
Figure 14: In which channels do you wish you could improve
personalisation? (select as many as applicable)
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It’s not surprising that email is leading the way with 96% of survey
participants stating that they would like to improve personalisation within
the email channel. Email is a push channel, after all, and you have much
more control over when your customer sees your promotions, as opposed
to pull channels such as websites, social media and displays ads.
Additionally, email consistently delivers the highest ROI of any of the
channels, according to multiple sources, including Econsultancy’s Email
Marketing Census 2018 (link).
We don’t know whether this desire to improve it comes from the frustration
of not having as much time and/or budget devoted to email marketing as
the other channels, or whether it’s simply because they want to maximise
conversions of an already successful channel.
What is clear, though, is that email and the web are the two main players
delivering a customer journey, with email continually driving traffic back to
the website. So, it makes sense for these two channels to work together to
deliver a unified, personalised experience.

“

These findings validate what I experience daily in working
with email-centric brands: a more personalized email
marketing experience remains both an aspirational goal and
multi-faceted challenge. We know customized email messages
are powerful drivers of revenue and response, yet operationally
implementing them isn’t easy and is currently hampered by a
shortfall on many fronts: lack of data integration, money, staff,
know-how and technology.
I’m glad to see personalisation as a strategy receiving top priority
from nearly half of respondents and at least on the action list
for the majority. Mass customization at scale is possible, but
marketers are realizing that a significant up-levelling in platforms
and programs to make it a reality will take investment and time.
We agency and strategy providers like Holistic Email are eager and
ready to help sherpa clients through the process.
– KAREN TALAVERA, SYNCHRONICITY MARKETING

Collecting & Using Data

Ownership of web forms

Web forms – the part they play

Figure 16: Who owns and manages these forms & their
placements? (select as many as applicable)

Figure 15: Do the forms on your website (newsletter/checkout/
downloads etc.) drive the majority of your permission-based
database?
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72% of the survey participants cite that their web forms drive the majority
of their database signups. Considering that common web forms include
newsletter signups, checkout forms, event registrations, content downloads
and many more, it’s not overly surprising to see this.
The alternative is paper signups, POS data entry at cash registers and
kiosks, requests from customer service representatives, manual inclusion
from business cards and other forms.
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10
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This question has been asked of hundreds of email marketers over the
years, and the response wasn’t surprising. Only 50% of web forms have
input by the email team. Despite this being a common theme within email
marketing for many years, it has yet to be resolved and, in many cases,
recognised as an issue within organisations.

Ownership and success: Email vs Web teams

Number of teams that own the web forms

Figure 17

Figure 18
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Drilling into the data further, we discovered that 24% of email teams solely
owned the web forms and 24% of web teams solely owned the web forms.
Yes, you read that right – 24% of web teams own the web forms, including
marketing forms such as newsletter signups and content downloads.
This means that 24% of email teams, who are rewarded on growing the
marketing database, aren’t in control of the main growth tool – the web
forms.
This would explain why, in the recent research we performed with Pure360,
we discovered that 89% of online retailers have their newsletter signup
forms positioned in the bottom half of the website’s home page, with the
majority putting it in the footer.
As we can see in this chart, 73% of email teams who solely own their web
forms say these forms drive the majority of their database growth, as
opposed to only 60% of the web teams.
It’s advisable to have the email team owning or, at the very least, having
input into marketing forms such as newsletter signups, content download
registrations, event registrations etc., as they’re rewarded on it. Web and
ecommerce teams aren’t rewarded on gains with these forms, and as such,
they’re less inclined to optimise or prioritise them.

0%

1 Team

2 Teams

3 Teams

1
4 Teams

The majority of survey participants had one team solely owning the web
forms, with the most popular teams being email and web teams. This sets
up a disconnect, as it means that the majority of ecommerce teams are
not in charge of their checkout forms and the majority of email teams are
not in charge of their marketing forms. Because both of those teams are
rewarded on the successes those forms drive, we believe they should have
sole or shared ownership.

Data used to personalise

Number of data types used

What data types are used to personalise?

Figure 20
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Figure 19: Which of the following data types do you use to
personalise? (select as many as applicable)
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It’s no surprise that names are the number one data type used to
personalise email – this data can be captured at signup. But, it was
encouraging to see that 56% of marketers are using email behaviour
to personalise as well. Besides taking a first step toward sending email
that reflects customers’ interests and preferences, you can easily set up
automations that allow for a deeper level of personalisation beyond simple
segmentation.

“

5

5%

28

25%

8

A brand’s definition of personalisation needs to change.
Although later on in the report we see that many are seeing
value in personalisation, adding a simple static data like first name
is quickly losing effectiveness as it becomes ubiquitous. Recent
research we conducted with YouGov showed that only 8% UK
consumers would be likely to engage with marketing that addresses
them by name. In contrast, tactics that centre on relevance and
behaviour are likely to be far more effective.”
– KOMAL HELYER, PURE360
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There is a reason we call gathering usable data “profile
enrichment”. Knowing your customer better, forces
your hand to more targeted messaging. It can only lead to a
higher lifetime value of each single subscriber. All data should
be preference data, the preference your subscriber has for the
perfectly targeted message. Data is shortcut to direct conversions.
Sounds good? Ready to take action? Burn your old strategy and
from in the ashes of where it used to say “personalisation”, write in
bold “Needle-moving data”. If that puts a smile on your face, you
are in business.”
– JORDIE VAN RIJN

Content or elements used for personalising

Number of Content/elements personalised

What content or elements are used for personalising?

Figure 22
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Figure 21: Which of the following content areas are you
currently personalising based on data insights? (select as
many as applicable)
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It should come as no surprise to anyone that the two easiest elements
to test (recipient name and subject line) are leading the way. It’s good to
see that almost 50% of the survey participants are personalising copy.
However, with solution providers now providing solutions such as dynmanic
content as standard to their customers, we’re surprised this figure isn’t
higher.
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It’s a shame to see that 22% of email marketers are still personalising only
one element, with two and three elements following closely behind. Email is
the easiest channel to personalise for two main reasons:
1.

We push messages to a unique ID (email address). Therefore, we have
a huge advantage over other channels which rely on less accurate IDs,
such as cookies, to deliver personalisation.

2. For many years, email’s technology has been quite advanced and
has allowed us to collect insights based on this unique ID and deliver
personalised messages. Accordingly, it’s surprising that marketers
aren’t personalising more elements. But, even though we have the
perfect conditions within the email channel itself, without the necessary
resources (Figure 12) available to implement it, we fall short.

Measurement & Testing
Measuring personalisation

“

Personalisation is a fantastic tool for marketers, and
subscribers are now expecting brands to cater the message
to their needs. The question is how much personalisation do your
subscribers require in order to engage in your email campaigns.
Every subscriber list is different and what works for one brand
might not work for another.
Deep personalisation, 3+ data points, is expensive. First, you
have to acquire the subscriber data either organically or by hiring
reverse-append data companies. Second, you have to use a
platform that supports doing that much data segmentation. For
example, MailChimp is a great low cost email provider, however,
they don’t offer the same types of data segmentation capabilities as
Hubspot or Marketo.
My advice is to not get caught up in the “how much personalisation
are we using” but rather “how are we using personalisation to best
engage our subscribers”.”
– JOHN THIES, EMAIL ON ACID

What success metrics are used?
Figure 23: How do you measure success of your
personalisation efforts? (select as many as applicable)
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It is heartening to see that 66% of survey participants measure conversions
as a success metric. However, personalisation affects more than just the
campaigns we send. It also has an impact on the customer journey and
customer lifetime value.
Personalisation works because it provides an enhanced customer
experience on an ongoing basis, which is why we should consider
measuring beyond just campaign metrics. This is also why we should
ensure that the entire customer journey (email through to web) is delivering
the same level of personalisation, so there is no disconnect from this helpful
experience.
For, if we do a good job with our personalisation, we will condition our
customers to expect a helpful and enhanced experience, which will
drive them back time and time again. If we don’t measure the full effect
personalisation has on our database, then we’re selling both personalisation
and our efforts shorts.

“

Testing personalisation

At Secret Escapes we have close to 600 email campaigns
sent every day across 21 different markets. With so much
going on it’s not enough to know that a new test generated X%
extra revenue if we can’t prove it’s incremental (not just stealing
money from elsewhere). The only way to do this is to start looking
beyond campaign performance and to focus on reach and lifetime
metrics to make your strategic decisions.

How many marketers test personalisation?
Figure 25: Have you tested whether personalisation delivers
better results?

No (40%)

A specific example of this was a test we ran giving credit to
members who had previously booked but hadn’t purchased again in
the past year. After the first week the test results looked great, with
a 10% increase in bookings and a completely ROI positive result – a
marketer’s dream! But fast forward 3 weeks and it was a completely
different story – the test and control groups now showed no
significant difference in performance. All we had done was shift the
bookings a couple of weeks earlier and paid to do it.”
– ROBIN MEAD, SECRET ESCAPES

Number of metrics used when measuring your
personalisation efforts
Figure 24
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It’s interesting to see that only 7% of survey participants have tested
personalisation using both campaign metrics and a subscriber-based
metric such as CLTV, whilst a hefty 40% haven’t tested it at all. There
are significant dangers in just going with the ‘norm’ and implementing
strategies and tactics based on subjective opinion.
Moreover, testing different types (e.g., data and content) and ways of
personalisation (e.g., covert vs overt) will not only give you insights about
how to increase conversions but also give you greater insights into your
audiences.

Results of testing personalisation
Figure 26: If you’ve tested the effects of personalisation, did
they provide an uplift?

“

It is always a concern to me when Marketers accept a practice
as best without testing. Personalisation is no different. The
fact that almost 40% of the marketers surveyed have never tested
whether personalisation actually works for them is worrying.
The second area for concern for me is the fact that Open rates,
Click rates and Click to Open rates are being used to measure the
success of personalisation. By its very definition, personalisation is
a customer level tactic. Personalisation means that you are doing
something that you know or expect will change the individual’s
behaviour.
However Open rates, Click rates and CTO rates are campaign
metrics. So, while personalising may give the entire campaign a lift
it may actually alienate a significant minority. True personalisation
will require a Marketer to know which of their customers hate a
tactic and which of them love it.
If subscriber level reports are not available to you the next best
thing will be to look at Total Opens/Clicks, Open Reach and Opens
Clicks for the customers over a monthly or Quarterly period.
– DELA QUIST, TOUCHSTONE
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100% of marketers who tested personalisation, measuring it using both
campaign metrics and CTLV, said cited they had an uplift. In comparison,
89% of those who used only campaign metrics as their success metrics
saw an uplift. Does this mean that we need to measure the success of
personalisation on more of a long-term basis? It certainly is something
worth considering and measuring.

“

Personalisation is too important to ignore, so do what you
can with your current resources and build a case to do more.
If you have some personalisation capabilities, make sure that you’re
using them routinely. Compare the performance of personalized
emails to ones without so you can quantify the improvement in
engagement and conversions.
– CHAD WHITE, LITMUS

Conclusion
FACT: Email is the easiest channel to personalise. Let’s look at why:
•
•
•
•
•

Email’s innate makeup of a unique ID (email address) enables us to
personalise to the individual.
Email is a push channel, allowing us to push our messages to the
individual and bring them back more frequently, which in turn, provides
more data for personalisation.
Email is easily tracked and measured – even throughout the customer
journey
Email has amazing technology at hand.
Email has in-depth data at hand to use for personalisation – including
informed, behavioural and contextual.

Personalisation at scale is a no-brainer. It can serve up relevant, valuable
offers and content intended for each of your customers based on their past
email and web behaviour, their transaction history and their position at the
top, middle or bottom of the buying funnel.
Personalisation itself is not the objective – it’s the strategy you use
to achieve your objective. However, we’re making implementation of
personalisation harder than it needs to be, and this comes down to one
thing: personalisation is treated as the goal to aim for, rather than the
tool to use. The objective is to deliver an enhanced customer experience,
through using a strategy such as personalisation, with supporting tactics
such as: product recommendations, personas, device recognition etc.
Because it’s being viewed as being the goal, marketers are starting at the
wrong place, which in turn causes them to feel overwhelmed and confused.
Start small, gain momentum, and learn about your audience.
Once marketers embrace personalisation as a strategy, rather than
an objective, then I believe they’ll begin to reap the many benefits of
personalisation.
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