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— In this playbook, Emakina shares a curated list 

of quick wins and initiatives that will help you 

get started with personalisation to increase 

conversion & customer experience within your 

e-business.

Personalisation

SUPPORTING 
YOUR BUSINESS
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Intro
In this playbook, we deep dive into the topic of 
personalisation and we propose various approaches 
that can help you boost your sales. 

Personalization is the pinnacle of user-centered 
design. If you know the intent and the need of your 
user you can act on it and serve the best possible 
content. 

Before you start implementing these tactics, study 
the customer journey and spot the best 
personalisation opportunities that support your 
customers and your business goals/KPIs.

As always, start small and test!

➔ Demographics
➔ Behaviour
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Demographics
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Demographics can be used to tailor a more personalised experience. Segmentation can be done on 

for example:

● Age 

● Region/Country

● Gender

● Geographic Location

● Role (Student)

● Birthday 

● Anniversary

Segmentation based on demographics
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Display products relevant to the Local 
Climate and Culture

Demographics

Opportunity description
➔ Based on countries or region you can serve different 

content. Nike targets different images for Spain than 
the Netherlands. Besides the visual styles, products 
can also differ.

Why is this a great opportunity?
Large global websites can be less generic and can 
really speak to local audiences.

How to make this actionable?
1. Localise your site based on the user locations, to 

display different content. It does not necessarily 
require translating the whole site into local 
languages.

2. Invite the users to select their location, or use IP 
detection to automatically identify where they 
are. 

3. Configure localised content slots, to differentiate 
content for different local markets.

4. Tailor the content per market, instead of just 
reusing it. Across countries, the same product 
could be seen either as a practical daily basic, or 
a lifestyle statement.

SMALL/MEDIUM
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Local stores
Demographics

Opportunity description
➔ Local stores are a key part of communities worldwide. With 

locally targeted campaigns you can allow your store 
employees to keep in touch with their local customer base.

➔ With offline transaction data (e.g. from loyalty cards) and/or 
address data available in Marketing Cloud, you can create 
hyperlocal campaigns.

Salesforce clouds
Marketing Cloud

Why is this a great opportunity?
People are in need to keep in touch with their local 
community. By offering your store managers and 
franchisees a way to communicate with their local 
customers in a relevant and personal manner you maintain 
your relationship with them.

How to make this actionable?
1. Assign a "favorite store" to each subscriber based on 

available information, e.g. store with the highest total 
transaction amount, postcode, engagement with a local 
offer, etc.

2. Make a form available (possibly on a CloudPage) to store 
employees where they can write a personal message, 
save this input in a Data Extension.

3. Send out email campaigns with dynamic content that 
automatically includes the message of the subscriber's 
favorite store.

4. Personalize email sends by using the names of local store  
representatives as the From Name.

5. Send app push notification to the customer’s mobile 
device when he is nearing a local store.

SMALL
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Demographics

Opportunity description
➔ Product availability is important to customers. 

Displaying local store stock means direct availability 
instead of next day delivery. Products can even be 
selected on availability on the lister page. 

Why is this a great opportunity?
Brick and mortar stores have a direct advantage over pure 
digital players. If products are available you can pick them 
up right away.

How to make this actionable?
1. Connect Salesforce Commerce Cloud to the 

store stock management systems, to receive the 
updated inventory data and display it on the 
site.

2. Suggest the closest store with available stock, 
based on the user’s current location.

3. Allow users to reserve the product, pick it up and 
pay in a store. 

MEDIUM

Display the closest physical stores
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Demographics

Opportunity description
➔ Adjusting the page for customers behaviours, recent 

purchases and interests is one thing, but updating 
the context according to the world is another thing. 
Very.co.uk uses live weather reports to show on their 
homepage products that are related to that 
weather. So raincoats when it is rainy, light jackets 
when it's sunny.

Why is this a great opportunity?
Presenting live information gives a sense of topicality. It 
gives the opportunity to show relevant products at the 
right time.

How to make this actionable?
1. The Live Weather content block in Marketing 

Cloud allows you to display different images 
based on local weather conditions (this feature 
needs to be purchased separately). 

Updating for live context
SMALL
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Demographics

Opportunity description
➔ You can use cookie retargeting to adapt the 

navigation for frequent or non-first-time visitors. 
After your first visit and checked out some clothes 
on their websites, when you type in the ASOS 
homepage URL, it redirects you to the category that 
you have checked out before.

Why is this a great opportunity?
Another way of making the content more relevant to the 
repeating visitor. 

How to make this actionable?
1. On the first visit, store the gender category 

selected by the user in a cookie.
2. When the user comes back, direct them to the 

gender landing page, based on the selection in 
the cookie.

3. Send out via Salesforce Marketing Cloud 
different email campaigns based on gender, 
targeting products for men and women.

SMALL

Adjust to gender
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Behaviour
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Behaviour can be used to tailor a more personalised experience. You can use a wide variety of behaviour types 

like:

■ Visitor Type (New/Existing/VIP)

■ Customer Information (Previous Visits/Buy History/Favourites and Likes)

■ Content (Products) Viewed

■ Event or Interaction

■ Average Order Value

■ Current Cart Profile

■ Platform and Device

Personalisation based on behavior
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Behaviour

Opportunity description
➔ First-time visitors often need a trigger to become a 

customer. Rewarding them with a coupon or 
promotion is a proven tactic.

Why is this a great opportunity?
The first buy is often a barrier. It is the first step in 
becoming a loyal customer.

How to make this actionable?
1. Encourage first-time users to subscribe to 

newsletters by offering discounts on the first 
order. This also creates the opportunity to 
maintain user engagement via the newsletter 
content.

2. Use cookies to identify first-time visitors, and 
advertise the discount options to them with 
pop-ups and banners. 

SMALL

Increase conversions of first-time visitors
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Behaviour

Opportunity description
➔ Serving personalised promotions to repeating 

visitors is a tactic that is often used to increase the 
average order value or to stimulate impulse buying. 
The promotions can also be personalised by 
tailoring them to the buying behaviour of the 
customer.

Why is this a great opportunity?
It is a great way to reward loyal customers and 
increase conversion.

How to make this actionable?
1. Determine which returning customers should be 

rewarded - only logged in customers or all 
regular visitors?

2. Configure content slots to display different 
content based on the customer group. 

SMALL/MEDIUM

Reward repeating visitor



EM
A

K
IN

A
 —

  P
ER

SO
N

A
LI

SA
TI

O
N

14

Personal product recommendations
Opportunity description
➔ Present the users with other products that match 

their behaviours and patterns on the website, that 
can be supported with social proof on this stage.

➔ Based on previous purchases, items on wishlist

Why is this a great opportunity?
Instead of diverting the users to another product, 
offering them products around their preferences could 
make the flow frictionless.

How to make this actionable?
1. Determine how to generate recommendations: 

out of the box functionalities, 3rd party, or 
develop.

2. Determine eligible customer segments, e.g. 
logged-in visitors.

3. Configure ruling/scenarios for recommended 
products, e.g. show sneakers that go with jeans.

4. Determine required development efforts.
5. Create required designs and content slots.
6. Monitor and analyse results.

SMALL*

*SF: Easy attainable through Einstein, 
but 4 weeks needed to gather 
behavioral data.

Behaviour
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Personal category recommendations
Opportunity description
➔ Personalize content such as hero images and 

headers according to users' behaviours and history.
➔ Trigger personalized content based on traffic source 

and campaigns.

Why is this a great opportunity?
● Showing products and content in the most 

relevant manner to your users, based on who 
they are and what they have done, considerably 
increases the likelihood to purchase.

How to make this actionable?
● Understand what data is available to personalize 

on, e.g. gender data or Facebook ad campaign 
data.

● From the available data points, estimate what the 
most impactful way to personalize would be for 
your business.

● Create versions for each personalization option in 
terms of visual design and communication.

● Set-up dynamic content ruling in your commerce 
platform.

● Measure results and optimize accordingly.

SMALLBehaviour
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Recently Browsed Product
Opportunity description
➔ Show users what they have browsed through in the 

past.

Why is this a great opportunity?
● For indecisive shoppers, it could be useful to 

show the items until they convert.
● Previous interest in an item could be 

forgotten so reminding it could increase AOV.

How to make this actionable?
● Depending on your commerce platform, 

decide how to enable this functionality (out of 
the box vs. developing yourself).

● Determine where this content would benefit 
your visitors most, e.g. on the cart page.

● Measure results and optimize accordingly.

SMALL/MEDIUM*

*SF: Easy attainable through Einstein, but 
4 weeks needed to gather behavioral data.

Behaviour
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Sorting by interest
Opportunity description
➔ You can go beyond sorting products by latest 

additions, rating or price to gauge how interested 
shoppers are in certain products. That requires 
sorting by interest and it is based on the time 
they’ve spent browsing product pages. That means 
each customer will see a different sorting order.

Why is this a great opportunity?
● The time to select a product can be reduced 

enormously by sorting the products by 
interest. Especially when the product 
category contains lots of products.

How to make this actionable?
● Connect Salesforce Commerce Cloud to 

Salesforce Marketing Cloud to receive 
browsed product data.  

● Set up an Abandoned Browse journey in 
Marketing Cloud to remind customers of 
products they have recently viewed on the 
webshop.

● The journey will automatically send out 
personalized emails which contain the 
browsed products for each customer, 
including a CTA link.

Behaviour MEDIUM
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Einstein Search 
Opportunity description
Provide the most relevant, personalised search results to your 
customers with Einstein Search. Use features such as: 

■ Search dictionaries - adds keyword search data to your 
dictionaries for you, and helps you learn what customers are 
now searching for.

■ Search recommendations - applies algorithms to set data 
points to provide the most relevant, personalised search 
results.

■ Predictive sort - uses data points to sort products based on 
rules you’ve set up in the most personalised way for the 
customer.

Salesforce clouds

■ Commerce Cloud

Why is this a great opportunity?
Enhance the work your merchandisers have already done in 
configuring sorting rules and search suggestions with Einstein 
to improve the shopper experience in these changing times, 
enhancing sales and conversion by promoting the most 
relevant products. 

How to make this actionable?
● Make sure Einstein is enabled on your site.

○ It will take some time to build up the data it 
needs or use it sooner by feeding it with some 
historical data.

○ You may need some developer support for this.
● Set up search dictionaries.
● Enable and set up search recommendations (you’ll 

need some developer support for this).
● Set up predictive sort by adding it as an attribute to 

relevant sorting rules (take into account caching 
considerations for performance).

Behaviour SMALL



EM
A

K
IN

A
 —

  P
ER

SO
N

A
LI

SA
TI

O
N

19

Einstein Email Recommendations
Opportunity description

■ Einstein product recommendations allows you to easily create 
1:1 personalized offers to your subscribers. This feature is 
flexible and allows non-technical marketers to easily configure 
what kind of recommendations they want to show to your 
audience. 

Salesforce clouds

■ Marketing Cloud (Personalization Builder)

Why is this a great opportunity?
People are quickly changing their consumption habits and 
business operations have been impacted especially on the 
logistics side. This means your offering should reflect both of 
these aspects of this new reality. With Einstein 
recommendations, you can quickly adapt to this by configuring 
ruling to stay relevant with unique recommendations for each 
subscriber. 

How to make this actionable?
● Understand how consumption habits and changing 

business operations affect your situation specifically.
● List what products (categories) should be highlighted 

and which should be excluded from recommendations. 
Base this on criteria such as appropriateness for the 
current situation, product margin, logistical impact (e.g. 
exclude large products, low availability).

● Configure Einstein Rule Manager to instantly reflect 
these rules in your recommendations.

● Include Einstein Product Recommendations in your 
emails to promote traffic and conversion. 

Behaviour SMALL/MEDIUM
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Personalisation based on a wizard
Opportunity description
■ In order to personalize a customer’s experience in 

your digital platform, you can directly ask the users 
what they want. By asking them some question 
about their preferences you can serve them the right 
products.

Why is this a great opportunity?
The user does not need to browse hundreds of 
products and instead gets a tailored overview of the 
products. The input of the user can be used to 
enrich their profile for next visits. 

How to make this actionable?
1. Tap into the historical data and expertise of 

your staff: how do your customers make 
choices about their purchases? Which 
products are most often chosen based on 
suggestions?

2. Ask the customers the questions that will 
help them choose one of your products.

3. Suggest products that connect directly with 
the customer’s answers.

Behaviour SMALL
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Abandoned cart program
Opportunity description
➔ Visitors have a high purchase intent towards the 

products they put in their cart. 

➔ They usually abandon the cart due to doubts over 
the price, shipping costs or the complexity of 
checking out.

➔ Targeted emails and ads are a highly effective way 
to remove those barriers and convince the visitor to 
finish their purchase.

➔ Be relevant at the most crucial moment in the 
customer's journey.

Why is this a great opportunity?
● Directly increases sales.
● Relevancy and likelihood of conversion is high.
● "Set it and forget it" (requires little maintenance).
● Easily roll out to multiple markets.
● Possibility to share other interesting products for this  

visitor based on products in their cart 
(recommendations).

How to make this actionable?
● Set up ways to identify visitors on the website, e.g. 

from the account login.
● Collect shopping cart data in your email platform and 

show the actual products the visitor abandoned.
● Create an email flow that gradually increases the 

incentive to convert, e.g. with discounts or free 
shipping.

● Track customers who haven’t interacted with the 
emails to retarget on other channels like Google Ads, 
Criteo, and Social when they are unresponsive to 
emails.

Behaviour MEDIUM
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Abandoned browse
Opportunity description
➔ Visitors browsing products on-site have a high 

interest in the products.

➔ Not all sessions on-site end with a cart that is filled 
with products (abandoned cart journey), but a visitor 
can still show interest in products.

➔ They could have abandoned their browse because 
they are still doubting so there is the possibility to 
tell more about the product details.

➔ Leverage web behaviour and combine with product 
recommendations based on this web behaviour.

Why is this a great opportunity?
● Direct increases in sales.
● A relevant moment for the customer and opportunity 

to catch their attention for (other) browsed products.
● "Set it and forget it" (requires little maintenance).
● Gives the opportunity to provide visitor more / better 

information to close the deal.

How to make this actionable?
● Set up ways to identify visitors on the website, e.g. 

from account login.
● Collect browsing data on the website and send it back 

to your email marketing tool.
● Ensure your product catalog is up to date to display 

correct product information and offers.
● Create an email flow that will be triggered when a 

visitor browses products but no purchase is made.
● Ensure to avoid high email pressure by prioritizing 

higher intent journeys first, e.g. abandoned cart.
● Create ruling to retarget visitors on other channels like 

Google Ads, Criteo and Social Media when they are 
unresponsive to emails.

Behaviour MEDIUM
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Personalized/Customized Products 
Opportunity description
➔ Personalizing or customizing products specifically 

for the customer, or for gift purposes.

Why is this a great opportunity?
● By 2021, the global personalized gift market 

is predicted to reach USD 31.63 billion.
● They work particularly well as gifts and the 

sales rise around the holidays.

How to make this actionable?
● Can get in on the action by offering the 

option of a monogramming service at an 
added cost.

● To increase your AOV, personalization can 
be offered as a specialist service or as an 
add-on at the checkout stage.

● Custom designs or custom features to up the 
average spend can also be offered.

Behaviour LARGE
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Personalization across channels
Opportunity description
➔ Many of you will be considering using personalised campaigns 

and promotions to encourage your customers to buy right now. 
Use Marketing Cloud to segment your subscriber base and 
send targeted campaigns. Share these segments with your 
advertising channels to retarget them with consistent 
messages and find more of your best customers with lookalike 
audiences. Use Commerce Cloud to conclude the journey 
seamlessly with a sale on your website.

Salesforce clouds
■ Commerce Cloud
■ Marketing Cloud

○ Advertising Studio add-on

Why is this a great opportunity?
When personalised campaigns and promotions are managed 
centrally across channels, leads and customers are consistently 
targeted with the most relevant content. This personalized 
content results in higher conversion rates and more efficient ad 
spend.

How to make this actionable?
● Create an overall campaign strategy and determine how 

each channel (mainly ads, email and on-site) is utilized.
● Configure triggers to start the right Campaign / Promotion 

based on source code in URL.
● Create a campaign/journey targeted at a particular 

customer group and link it to experiences on the site. 
through relevant promotion and unique coupon codes 

● Schedule the campaign to run for a set time period and 
even target it at traffic from specific sources.

● Use Advertising Studio to export segments created on 
Marketing Cloud as custom audiences in your social 
media platforms for retargeting. 

Behaviour SMALL
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Personal Shopper 
Opportunity description
➔ Offer personal shopping experiences via live chat, 

AI-powered customer service bots, or personal 
shopping assistants.

Why is this a great opportunity?
● Customers are 4.6 times more likely to 

convert after live chat support and, on 
average, spend 60% more.

● At the same time, personal shoppers could 
also recommend upsells and cross-sell to 
increase AOV.

How to make this actionable?
● Add personal shopper support via live chat 

options on your web page.
● Consider adding a chatbot or wizard to your 

site which could help customers with their 
purchasing decisions.

Behaviour SMALL/MEDIUM
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Increase dynamic retargeting - focus on hot leads  
Opportunity description
➔ Increase of Consumer Social Media 

consumption/usage. Retargeting on social has 
become increasingly important and effective.

➔ Personalized Discount Ad (copy) to drive interaction 
rates and conversion.

➔ Split test dynamic formats and ad creatives.

Why is this a great opportunity?
● When facing less traffic, this could be a powerful tool 

to persuade users to convert with a ‘personal’ 
discount.

● Fewer users,  but those who visit are more likely to 
convert. Consumers are discount sensitive.

How to make this actionable?
● Explore your product feeds to discover product 

attributes that can be used dynamically in the ad copy. 
Like a sale label vs. the discount amount. 

● Make sure your product catalog is fully updated and 
accurate.

● Differentiate in between ‘events’ and determine in 
which phase the consumer is. ( mid / lower funnel). 
Adjust Ads accordingly.

● Monitor your Ad and eCommerce Performance 
regularly and adjust budgets accordingly.

Behaviour MEDIUM
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WE’RE HERE TO SUPPORT.

LET’S GET STARTED!
CONTACT US.

EMAKINA
Your direct contact is Barry Bongers 
+31 20 463 7766
or send him an email at b.bongers@emakina.nl

EMAKINA Office
Danzigerkade 4, 1013 AP Amsterdam, Netherlands

www.emakina.nl

http://www.emakina.nl

