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Right message, Right medium 



3



Data in 
Silos

Fragmente
d picture of 
customers 

Lack of 
Control

Lack of 
control over 

data

Relevan
t

Content

Inability to 
customize 
content 

Right 
Channel

Get 
customer’s 
attention

Real Time 
Execution

Inability to 
execute in real 

time

Lack of 
Insight

How 
individuals 

interact 
with your 

brand



57%
of the buying process 
is already done before 
you speak to them

Buyers are 
learning on 

their own and 
delaying their 

contact with 
suppliers until 

late in the 
purchase

Corporate Executive Board Study 2011



The five big questions:

1
Which data 
and 
behaviours 
matter 
most? 

How do 
you capture 
and learn 
from them?

2
How do 
you turn 
this insight 
into action?

3
How do 
you do it 
at scale?

4
How do you
apply it across 

all channels?
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RIGHT Data not Big Data



Explicit Data



Build a Better Form



     Use Progressive Web Forms



Use your Preference Center
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Use Social Sign In



Social Sign in Fields passed through to your 
database



CRM

ECOMMERC
E

INVENTORY

Connect to External Systems

WEB 
ANALYTICS



“What customers do is far 
more important than what 
they say”





Good Better
(demographics and form submissions)   (behavioural insights driving by marketing and sales)

Title: VP or Mgr  Strategic white paper or demo

Selection: 3 months  Visited site 3 times in last 2 days

Budget: $50k  Custom ROI calculator results

Industry: Retail  Clicked on a vertical case study
 in email



Behaviours that Matter

What  pages did they visit?

      Did they post on Twitter?

How long since their last 

visit?

   How many emails did they 
open?

   Which articles did they 
click to read?

Did they watch the video?



   Use Webtracking

I shared a link 
to a blog post
I shared a link 
to a blog post

I registered 
for a webinar
I registered 

for a webinar

I played a 
media file
I played a 
media file

I visited a 
landing page + 
downloaded a 

file

I visited a 
landing page + 
downloaded a 

file

I  clicked on a 
link and 

shopped online 

I  clicked on a 
link and 

shopped online 



Birthday 
Email 2.0



Design for Mobile 



Mobile is more important than ever

of email opens are on mobile 
devices, yet many emails are only 
designed for desktop viewing. Text 
is often difficult to read, details in 
images are hard to see, and links 
are impossible to click on mobile.

Studies have found that people 
look at their phones an average of 
150 times a day. These brief 
interactions mean that you must 
focus on getting your point across 
quickly.

Of people delete an email if it 
doesn’t look good on their mobile 
device.

51% 80%150

Source:  Litmus



From Name ~25 
characters 

Subject Line ~35 
characters 

Pre-header ~80 
characters 

24



Support the subject line 
with a creative, useful 
or helpful pre-header

• Call-to-action
• Special offer
• Reminder

NOT “having trouble…?”

Or worse “To Unsubscribe….”







Delivering a 1:1 Experience



$$$

JIM
“the 

cycling 
enthusiast

”

Single Customer View



Rules

With Four Techniques:

Automatio
n

Scoring

Simple or 
more complex 
“If/Then” logic

To enable you to 
scale

To make strong 
purchase signals 

leap out

And generate 
the best next 

action

Content

Analysis and Testing



Email  Web Content  
Social

Individual Messaging

Large Audience 

Query

Click Send

Large Audience

Scale with Automation

Profile DataProfile Data

Relational DataRelational Data

Behavioral 
Data

Behavioral 
Data

Traditional
Marketing Process

Query 

Listening for live 
Behaviours

Large Audience

Query 

Marketing 
Automation Process

Web

Click Send



Automated Programs

4 years ago = 2% volume / 1% revenue
Today Volume = 6X; Revenue = 30X



Deliver Relevant Content



Drive Content Based on Explicit Data





Drive Content based on Behaviours



Subject Line Personalization
First name personalization

Personalized Content 
Name and contact info for each customer’s personal rep

Dynamic Subject Lines
The subject line changes based on the type and 
duration of club membership

Individualized Content Lists
For any customer who has purchased two or more  items 
in the last 90 days, list each purchase with review links

E-commerce-driven Personalization
Display totals and other engaging content to drive 
follow-on purchases

Website-driven Content
Directly track each customer’s Web activity and 
prompt them to visit new areas of the site

Send Time Optimisation
The message arrives in each individual’s inbox at precisely 
the time that individual is most likely to check email

Data-driven Dynamic Image
Image is selected based on demographic and profile info

Score-driven Dynamic Offer
Discounts/prices vary by social influence and time since last 
purchase
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One-to-One email



Thank You
Michael Cottrell

mcottrell@silverpop.com
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