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Personalizatio
n Nation

How to Make Your Marketing
Feel Like a One-on-One
Conversation
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Who is Kevin?

| was born at an early age..

Digital marketer for 20+ years
Founder of ThinkFuel
HubSpot solution partner
Owner of 3 giant dogs

Husband and father
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So, who wants to know the secret to personalizing marketing
content so well it's indistinguishable from 1.1 communications?

Ok, hereitis..

You cant.

And that's ok.







What is Data-Driven Fname!
Personalization? HAPPY BIRTHDAY WEEK

When we realized we couldn’t
sing in an email, we had a better
idea. Free Birthday Tacos! Bring
e  Using customer data to inform strategy in the attached coupon anytime
this week,and we’'ll give you 2
FREE Tacos with any purchase.

e  Tailoring marketing to individual
preferences

e  Creating relevant, timely experiences

e  Moving beyond "Dear [First Namel"
That'c a whnanla Int haottar than inict

Alright, let's dive into what we mean by "data-driven personalization." Think of it as the
digital equivalent of a shopkeeper who knows all their customers by name and
remembers their preferences. But instead of relying on memory, we're using data to
understand our customers.

It's not just about slapping a first name on an email anymore. We're talking about
using all the information we have — past purchases, browsing history, demographics —
to create marketing that feels like it was made just for that person. It's about sending
the right message, to the right person, at the right time. And when done right, it feels
less like marketing and more like a helpful friend making recommendations.



Why Personalization
Matters

e 80% higher conversion rates (Epsilon)

® 20% increase in sales (Monetate)

e Q0% of consumers find personalization
appealing (Epsilon)

e  72% only engage with personalized
messaging (SmarterHQ)

But is it worth the effort? The numbers don't lie. We're seeing businesses achieve
some pretty impressive results with personalization.

Epsilon found that personalized experiences are driving conversion rates up by 80%.
And Monetate reports a 20% increase in sales when personalization is used.

But it's not just about the bottom line — consumers are actively seeking out these
personalized experiences. 90% find them appealing, and get this — 72% say they only
engage with marketing messages that are tailored to their interests.

So, we're not just talking about a nice-to-have feature. In today's market,
personalization is becoming a must-have if you want to stay competitive and keep
your customers coming back.



https://www.epsilon.com/us/insights/blog/improve-email-personalization-and-performance-with-the-right-creative-strategy#:~:text=By%3A%20Epsilon%20Marketing%20%7C%20October%2012%2C%202021&text=In%20our%20own%20research%2C%20Epsilon,a%20brand%20offers%20personalized%20experiences.
https://monetate.com/resources/blog-the-benefits-of-personalization-in-ecommerce/
https://www.epsilon.com/us/about-us/pressroom/new-epsilon-research-indicates-80-of-consumers-are-more-likely-to-make-a-purchase-when-brands-offer-personalized-experiences
https://c.smarterhq.com/resources/Privacy-Personalization-Report.pdf

Scaling Up Your
Personalization

e  Consistent across all touchpoints
e  Automated for efficiency
e Balancing personalization and privacy

e  Continuous improvement process
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Now, personalizing one email or ad is one thing, but how do we make this work
across our entire marketing strategy? That's where personalization at scale comes in.

The key is to create a consistent experience across all customer touchpoints.
Whether they're on your website, opening an email, or scrolling through social media,
the messaging should feel cohesive and personal.

To make this happen without losing your mind, automation is your best friend. We'll
talk about some tools later that can help with this. But remember, as we lean more
into using customer data, we need to be mindful of privacy concerns. It's a balance —
we want to be personal, but not creepy.

Lastly, personalization at scale isn't a "set it and forget it" kind of thing. It's an ongoing
process of learning about your customers and refining your approach. The more you
do it, the better you'll get at it.






Know Your
Customer, Grow
Your Business

e Types: Demographic, Behavioral,
Contextual

e  Enables targeted marketing

e Improves customer experience

e  Drives business decisions

Alright, let's talk about the fuel that powers personalization: customer data.
There are different types of data we can collect. Demographic data tells us
who our customers are - age, location, job title, that sort of thing.
Behavioral data shows us what they do - their purchase history, how they
interact with our website or app. And contextual data gives us the "when*
and "where" - are they hitting us up on mobile during their commute or
desktop on a Sunday afternoon?

All this data enables us to create really targeted marketing. Instead of
shouting into the void and hoping someone listens, we can whisper directly
to the people most likely to be interested in what we're saying.

But it's not just about marketing. This data helps us improve the overall
customer experience. We can streamline their journey, anticipate their
needs, and solve problems before they even arise. And on a larger scale,
this information can drive major business decisions - from product
development to customer service improvements.




Gathering Golden I've got a golden
Insights ticket

e  \Xebsite tracking
e  Customer surveys
e  Social media monitoring

e Emailinteractions
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So how do we actually get all this valuable customer data? There are quite
a few methods at our disposal.

Website tracking is a big one. Tools like HubSpot or Google Analytics can
tell us a lot about how people are interacting with our site.

Customer surveys, while more direct, can provide insights that we might
miss through passive data collection.

Don't forget about social media - it's a goldmine of information about what
your customers like, dislike, and talk about.

Lastly, don't overlook email interactions. Open rates, click-through rates,
and the types of content your subscribers engage with can tell you a lot
about what resonates with them.

Remember, the goal isn't to be Big Brother. We're collecting this data to
serve our customers better, not to invade their privacy. Always be
transparent about what you're collecting and why.



Divide and Conquer:
The Power of
Segmentation

e  Group similar customers
e Tailor strategies per segment

e Examples: Demographics, Behavior,

¥ \_ \ 3
Value LOOK AT'THIS LOVELY GROUP

e  Enables more targeted personalization

Now that we've got all this great customer data, what do we do with it? This
is where segmentation comes in. Think of it as sorting your customers into
groups based on shared characteristics or behaviors.

You might have segments based on demographics - like age groups or
locations. Or you could segment based on behavior - frequent shoppers
versus occasional buyers. You can even segment based on customer value
- your VIPs versus your new customers.

The beauty of segmentation is that it allows you to tailor your strategies for
each group. Your messaging to a 25-year-old urban professional might be
very different from how you talk to a 55-year-old suburban parent, even if
they're buying the same product.

And here's where it ties back to personalization - good segmentation
enables even more targeted personalization. It's like the difference
between personalizing based on "customers who like shoes" versus "female
customers, aged 30-40, who have purchased running shoes in the last 6
months and regularly read our fitness blog posts." The more specific we can
get, the more relevant and impactful our personalization becomes.







CRM: Your
Personalization
Command Center

e Centralized customer data
e Track interactions across touchpoints

e  Segment customers effectively

Integrate with other marketing tools

s

Alright, let's talk tools, starting with the heavyweight champion of customer
data: your CRM system. Think of your CRM as the brain of your
personalization efforts. It's where all your customer data lives and breathes.

A good CRM doesn't just store data; it helps you make sense of it. You can
track every interaction a customer has with your business, whether it's a
purchase, a support ticket, or a website visit. This gives you a 360-degree
view of your customer.

But here's where it gets really powerful: segmentation. Your CRM can help
you slice and dice your customer base in countless ways. Want to find all
customers who bought Product A but not Product B? Your CRM can do that
in seconds.

And the best part? Most CRMs play nice with other tools. You can connect it
to your email marketing platform, your ad accounts, your customer service
software - you name it. This means you can push that rich customer data
wherever you need it, making personalization possible across all your
channels.



Email: Your
Personalization
Playground

e  Dynamic content insertion
e  Behavioral triggers

e A/Btesting capabilities

I know, | know, email's been around forever. But trust me, today's email
platforms are light years beyond the "Dear [First Namel" days.

Modern email platforms let you get really creative with personalization.
Dynamic content insertion means you can swap out entire sections of an
email based on who's receiving it. Selling sports gear? Show baseball
equipment to your baseball fans and football gear to the football
enthusiasts.

Then there are behavioral triggers. These are like setting up little tripwires
that send personalized emails based on what your customers do (or don't
do). Visited your pricing page? Trigger an email. Haven't logged in for a
while? Trigger a different email.

A/B testing is your secret weapon here. You can test different subject lines,
content, images, even send times to see what resonates best with different
segments of your audience.




Your Website: A
Goldmine of
Customer Insights

e Track user behavior

e |dentify popular content

e  Measure conversion paths

e  Enable personalized experiences

Let's talk about your website. It's probably the hardest working member of
your marketing team, and with the right analytics, it can also be the
smartest.

Good website analytics tell you way more than just how many visitors you
got. They show you how people move through your site, what content they
engage with, where they drop off - it's like being able to look over your
customers' shoulders as they browse.

Pay attention to your popular content. What pages are getting the most
views? What services are people looking at the most? This info is gold for
your personalization efforts.

Conversion paths are super important too. Understanding the typical
journey a customer takes before making a purchase can help you optimize
that path and maybe even shorten it with some well-placed personalized
content.

And here's where it gets really cool: many website platforms now allow for
personalized experiences right on the site. You can show different content,
recommendations, or even change the layout based on who's visiting. It's
like having a website that shapeshifts to appeal to each individual visitor.




Rounding Out Your
Personalization
Toolkit

e  Social media management platforms
e Ad platforms with custom audiences
e  Customer feedback and survey tools

e Al and machine learning solutions

Alright, let's round out our toolkit with a few more heavy hitters.

Social media management platforms are great for personalization because
they let you target your content to specific audience segments. Plus, they
often come with their own analytics, giving you even more customer
insights.

Ad platforms like Facebook Ads or Google Ads have gotten scary good at
personalization. You can upload your customer lists and create custom
audiences, or even create lookalike audiences to find new customers
similar to your best ones.

Don't overlook customer feedback and survey tools. Sometimes the best
way to personalize is to just ask your customers what they want. These
tools can help you do that at scale.

And I'd be remiss if | didn't mention Al and machine learning. These
technologies are making it possible to personalize at a level we've never
seen before. They can predict customer behavior, automate personalized
content creation, and even optimize your personalization strategies in
real-time.

Remember, the goalisn't to use every tool out there. It's to find the right mix
that works for your business and your customers.







Emails That Feel
Like They Were
Written Just for
Them

e  Segment your email list
e  Use dynamic content

e  Personalize subject lines and preview
text

;.,. =

e Time emails based on user behavior
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Alright, let's get into the nitty-gritty of personalization, starting with email.
Emailis like the Swiss Army knife of personalization - it can do a little bit of
everything.

First things first: segment your list. Don't send the same email to everyone.
Break your list down based on things like purchase history, engagement
level, or demographics.

Next, use dynamic content. This is where you can get really creative. Swap
out entire sections of your email based on who's receiving it. It's like having
a hundred different emails in one.

Don't forget about subject lines and preview text. Personalize these based
on the recipient's name, location, or recent activity.

Lastly, timing is everything. Use your data to figure out when each customer
is most likely to open and engage with your emails. Some folks are early
birds, others are night owls - cater to their schedules.



A Website That
Adapts to Every
Visitor

e Personalized product recommendations

e  Dynamic hero images and CTAs

e  Geo-targeting for location-specific
content

e  Behavioral-based content suggestions
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Now, let's talk about making your website a shape-shifter. With dynamic
content, your website can adapt to each visitor, showing them exactly what
they're most likely to be interested in.

Product recommendations are a classic example. Based on a visitor's
browsing or purchase history, you can showcase products they're more
likely to buy. Amazon's "Customers who bought this also bought.." is
dynamic content 101.

But what if you sell software? You can change your hero images and
calls-to-action based on who's visiting. A returning customer might see a
different homepage than a first-time visitor.

Geo-targeting is another powerful tool. If you have a visitor from New York,
show them New York-specific content. It makes your site feel more relevant
and personal.

And don't forget about behavioral targeting. If someone's been reading a lot
of blog posts about a particular topic, start suggesting more content on that
topic. It's like being a mind reader, except it's all based on data.



Bring Them Back:
The Art of the Gentle
Reminder

e Re-engage website visitors who left
before converting

e Highlight previously viewed solutions or
services

PLEASE, KEEP
(LinkedIn, Google Display, email) co M I N G BACK

e Manage ad frequency to maintain
professionalism

e  Utilize a multi-channel strategy

o=

Let's dive into the strategic realm of B2B digital marketing: retargeting. This is about
re-engaging decision-makers and stakeholders who have shown interest but haven't
yet taken action.

First, focus on website visitors who left before converting. If a prospect has engaged
with specific content or resources on your site, follow up with tailored messaging that
brings them back. Remind them of your unique solutions or offer a free consultation to
add value to their decision-making process.

You can also retarget based on content engagement. If someone has viewed a
particular product, service, or case study, display relevant ads across their browsing
experience. It’s like a subtle reminder that keeps your brand top-of-mind.

Adopt a multi-channel strategy to reach them where they spend their time. Leverage
platforms like LinkedIn for professional retargeting, Google Display for broader reach,
and email campaigns for direct communication. Different roles within organizations
prefer different channels, so diversify your approach.

However, maintain a balance to uphold your brand's credibility. Overexposure can be
off-putting, so carefully control the frequency and duration of your retargeting efforts.
Aim to be informative and value-driven rather than intrusive.




Customer Service
That Knows You By
Name

e Use CRM data to inform support
interactions

e  Offer personalized self-service options ‘ VA ' .,

e  Proactively reach out based on behavior

, o Now, say my name
e  Tailor communication style to customer

preferences
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Let's wrap up our strategies with personalized customer service. This is
where you can really make your customers feel special.

Start by arming your support team with data from your CRM. When a
customer calls in, your team should be able to see their purchase history,
previous issues, and preferences. It turns every interaction into a
continuation of the relationship, not a fresh start.

Self-service is big these days, but it doesn't have to be impersonal. Use
what you know about the customer to customize your knowledge base or
chatbot responses.

Here's a pro tip: be proactive. If you notice a customer's behavior changing
- maybe they're logging in less often or their usage has dropped - reach
out. A simple "Is everything okay?* can go a long way.

Lastly, tailor your communication style. Some customers prefer short and
to-the-point interactions, others like a more conversational approach. Pick
up on these cues and adjust accordingly.

Remember, good customer service isn't just about solving problems - it's
about making your customers feel understood and valued.






Your Personalization
Playbook

e Datais the foundation of personalization

e  Use the right tools for your business
needs

o Implement across all customer
touchpoints

e  Test measure, and continuously
improve

e  Balance personalization with privacy

Alright, folks, we've covered a lot of ground today. Let's wrap this up with
the key points you should take away from our discussion about
personalization.

First and foremost, remember that data is the foundation of all your
personalization efforts. Without good data, you're just guessing. Collect it
ethically, store it securely, and use it wisely.

Next, make sure you're using the right tools for your business. We talked
about CRMs, email platforms, analytics tools, and more. You don't need all
of them, but you do need the ones that align with your personalization
goals and your customers' needs.

Implement personalization across all customer touchpoints. Your website,
emails, ads, customer service - they should all work together to create a
consistent, personalized experience. Remember, it's about the customer
journey, not just individual interactions.

Always be testing, measuring, and improving. Personalization isn't a "set it
and forget it" kind of thing. Use A/B testing, keep an eye on your metrics,
and don't be afraid to try new approaches. What works today might not
work tomorrow, so stay agile.

Always balance personalization with privacy. Yes, we want to create tailored



experiences, but not at the cost of making our customers uncomfortable.
Be transparent about your data practices and always give customers
control over their information.

Remember, the goal of personalization is to make your customers' lives
easier and their interactions with your brand more enjoyable. If you keep
that in mind, you'll be on the right track.



Thank You!
Questions?

(Tarecue)




