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• Importance of Personalization and Relevancy

• It’s All About the Data

• Use of Personas, Segments & Models

• Designing for Personalization

• Real-time Solution
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About Movable Ink

Company Stats

700+ Leading Brands

300+ Employees

Global Presence

Head Office: New York City

Regional offices: San 
Francisco, Chicago, London, 
Tokyo

Accolades

Fastest-Growing
Growth Stage Private 
Software Company

Extensive Partner 
Network
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Over 700 innovative 
companies rely on 
us.

Brands in Technology, 
Retail, Entertainment, 
Media, and Finance use 
Movable Ink to surprise 
and delight their
customers and drive 
revenue.
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About Yes Marketing

Company Stats

Infogroup, parent company

300+ Employees

We Do It All

Accolades
Extensive Partner 
Network

Marketing Services

Data

Marketing Technology

+

+
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brands
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Consumers 
Expect 
Relevance & 
Personalization
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Consumers agreed 
that they expect 
personalization from 
brands and retailers.

January 2019 survey conducted by The Harris Poll

63% 
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Yes Marketing data

Higher Open Rates

50% 58%

Higher 
Click-to-Open Rates

Unique Click Rates

2.5x

Emails with personalized subject lines vs. 
those without personalization in the subject line

It Works
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Personalization 
can take many 
forms
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Ways to Personalize

Data Attributes
Name, Geo, 

Persona, Segment, 
Model Score

Behavior
Past Purchase, 

Email or Browse 
Activity

Context
Real-time, Based on 

Point in Customer 
Journey
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Honeywell
Monthly Energy Report Campaign

• Data populated based on 
consumer’s individual thermostat 

• Month over month and year over 
year usage stats

• Pulls in weather data for context 
based on where the thermostat 
is located
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Examples of Merging Actual Customer Data
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Spartan
Relevant content that is dynamically populated based on lifecycle 
segment, type of racer (persona) and individual status (1x1).
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Still There is a Gap…

89%
of digital businesses say 
they are personalizing 
experiences
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Still There is a Gap…

89%
of digital businesses say 
they are personalizing 
experiences

5%
of U.S. Consumers say 
email offers are usually 
well-timed with my needs

13%
of U.S. online adults aged 
18 – 24 say that brands 
make them feel valued
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Why? What are the Challenges for Brands?

Data
Accurate, 

Actionable

Creative
Dynamic Design 

and Scalable 
Content 

Development

Technology
Integrating 

Technology to 
Deliver the Desired 

Experience
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6 Steps to Better Personalization

Build your customer data 1

Make it actionable 2

Analyze your data to develop personas, 
segments and models

3

Design for dynamic content 4

Build content libraries 5

Leverage real-time technology 6
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Combine zero, first, 
second & third-party 
data to build your 
customer record
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• Zero-party = data consumers give 
marketers to improve their experience

• First-party = data collected through 
customers interactions with a marketer

• Second-party = someone else’s first-party 
data that there customer has consented 
can be shared with another marketer

• Third-party = data collected by a third-
party with no direct connection to the 
customer

Types of Customer Data



23 +

Preference 
Centers are Great 
Ways to Capture 
Zero-party Data…
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Dominos Example
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Third-party Data Can Help Fill Gaps
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Dedicate resources to data 
management

Utilize validation

Create a single view of your customer

Develop a customer 
data integration 
(CDI) framework

Make it 
Actionable
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Use Personas, 
Segments & Models 
to help scale
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See’s Candies Persona Example

Male Mom Grandma
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Personalized Approach with Data-driven Modules

Individual
Data Driven

Propensity
Models

AI 
Real-time

Based on individual data and 
behavior

Based on modeled data to 
determine most likely next action of 

individual

Based on real-time interaction across 
campaign and individual information

Member status Brand Most valuable promo

Scorecard of activity Hotel property Next getaway

Upcoming trip scheduled Destination Dynamic segmentation optimization

Marriott Rewards
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Individual Data 
Driven; based on 

level of usage

Individual Data 
Driven; member 

status

Individual Data 
Driven

No credit card

Click interest 

Likely to rent
car

AI 
Real-time

Next Getaway

Propensity 
Model

Destination

Level of usage

Destination

Personalized

Marriott Rewards
Personalized Approach with Data-driven Modules
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Designing for 
personalization



Template Systems

• What they are

• Why use them

• How to use them

• Designing data-ready modules

Case study: Olive Garden Template System & Dynamic 
Modules

Designing for Personalization
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• Standardized headers & footers

• Large variety of modules

• Modules can be duplicated, deleted reordered

Template Systems
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• Critical for high-frequency email publishing

• Design-once, code-once solution

Template Systems

>
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Template Newsletters Hybrid Postcards

>
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• One Master Template for all email

• Not multiple templates – just one

• All emails are created from the master

• Do not recycle old emails to make new

Template Systems
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Real-time 
Solutions
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• The number of emails in production and the time it takes brands to produce an email 
varies significantly from brand to brand, particularly between larger companies and 
smaller ones

• Marketers at companies with 500 or more employees have 12.4 emails in production at 
any given time on average, compared to 8 emails at smaller companies 

• Brands spend 2 weeks on average taking an email from conception to deployed, email 
programs at larger companies pulled up this average. Brands with 500 or more 
employees spend 54% more time on each of their emails than smaller companies 

Email Production

How long is your company’s production cycle from brainstorming to deployment?

Source: Litmus 
“2018 State of 
Email 
Workflows”
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Email Production (cont.)

Source: Litmus “2018 State of Email Workflows”

For each email sent, how much time is spent on the following tasks?
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Email Production (cont.)

Source: Litmus “2018 State of Email Workflows”

For each email sent, how much time is spent on the following tasks?

Software solutions that 
solve for efficiencies by 
creating truly reusable
content can slash 
production time across all 
email streams, freeing up 
time for planning and 
analyzing performance.
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The Challenge: Can’t Generate Enough Content
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Source: Campaign Monitor, “Ways Personalization is Changing Email”

Email List: Personalization

Personalization is the optimizing of 
experiences and messages to individuals

themselves – not the group they belong to

Consumers largely do not feel the 
marketing content they receive via email is 

personalized to individual behaviors

True personalization – 1:1 messages – are 
the holy grail, and are achievable through 
dynamic content that allows marketers to 
create one email, but customize blocks of it 
for certain subscribers

To personalize emails, you have to know 
your customers. That means you have to 
collect data on an ongoing basis and as 
information rolls in, use the data to build 
personas
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Source: Marketing Profs, “What Consumers Want from Retailers”

Email List: Personalization (cont.)

Only 25% of consumers in North America feel email content is personalized, 
but 62% would respond favorably to personalized content
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Making the Most of Your Existing Investments: 
Your Tech Stack

What do senior 
executives worldwide 

think is essential to 
implementing a digital 

strategy?

48%
Encouraging cross-

functional 
collaboration

What are the biggest 
challenges faced by 
solutions providers?

48%
Getting face-to-face 
with decision-makers

Source:  CX Network “The Global State of Customer Experience”
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Challenges in activating technology

Unlocking Value from Your MarTech Stack
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Challenges in activating technology

Unlocking Value from Your MarTech Stack

Integrated APIs

UGC API

NBA API

Recos API

Inventory API

Loyalty API

Location
API



50 +

Challenge: Create a 
personalized, visual experience 
for ticket holders

Solution: Tap into APIs and data 
sources to create fully 
automated, 1:1 experiences

-98%
1:1 data visualization 
with personalized 
timer, weather, 
showtime, seat 
location, and more

decrease in 
production 

time
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Challenge: High cart 
abandonment rates

Solution: Visual reminder of 
items a customer browsed 

+488% +266%Behavioral targeting 
that pulls in the last 
items a customer 
browsed

Lift in CTR Lift in conversions
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Challenge: Lack of time and 
resources to create personalized 
experiences

Solution: Leverage modular, 
reusable templates

-71%
Decrease in 
production 

time

Real-time prices, 
inventory, and images 
generated at the 
moment of open



53 +

Combine zero, first, second, and third-party data 
to build your customer record

Use personas, segments, and 
models to help scale

Template systems are critical for designing for 
personalization: they’re a design once, code 
once solution

Software solutions that solve for efficiencies by creating 
truly reusable content can slash production time across all 
email streams, freeing up time for planning and analyzing
performance

Focus on unlocking value from your MarTech stack

Wrap-up
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Questions?


