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How do you experience
personalization in your
everyday life?




Personalization

noun, plural "personalizations"

e The action of designing or producing something to meet someone's
individual requirements.

e The act of tailoring an experience or communication based on
iInformation a company has learned about an individual.

e Gaining insights into member preferences and intent through data, so
you can offer them tailored experiences.




Are you using personalization In
your marketing efforts?
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Why
personalize?

@ Build prospect connections.
@ Deliver targeted messages.

I‘/l\ﬁ Increase member loyalty and retention.

D% Boost revenue.
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PERSONALIZATION
IS THE FUTURE.

 Nearly 69% of business leaders are increasing their

62%

of consumers say a
brand will lose their
loyalty if they deliver an
unpersonalized

experience.

investment in personalization.

e More than 9 in 10 businesses (92%) are using Al-driven
personalization to drive growth in their business.

e Organizations are undoubtedly recognizing the value of
personalization.

Source: Twilio

AN



https://segment.com/state-of-personalization-report/

PERSONALIZATION

Challenges
For Associations

Limited member engagement.
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Challenges & Causes




Understand Your User's Journey ¢}

Awareness Consideration

Your user has realized
that they have a
problem or need.

They're just starting to

look for a solution.

Your user has clearly
defined their problem
and has committed to

finding a solution.

Decision

Your user has compiled
a list of solutions and is
ready to make a final
decision.
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Top Tips, Tools, and Tricks for

Personalization




DATA-DRIVEN
PERSONALIZATION
IS HERE TO STAY.

e 22.5% of consumers prefer to interact with a brand's
website.

83%

of consumers are willing
to share their data to
create a more
personalized
e 53.6% of consumers interact more than three times with - experience.

a brand before buying them.

e 32.3% of consumers choose one brand over another if
the communication is unrelated to their current
shopping behavior.

A

Source: Accenture



https://www.accenture.com/us-en

PERSONALIZE OUTREACH WITH

REPORTING

View & filter report

Top Blog Posts

Date range: This entire year

BLOG POST VIEWS +
what Is First Principles Thinking? 3 Popular Approache... 12,220
How To Define Critical KPIs Across the Marketing Funn... 1,206

—\IT Content

12 Questions You Should Ask Google Analytics Every M... 741

How Marketing Can Support the Sales Process (4 699
Your Top Google Analytics 4 Questions, Answered (£
The Comprehensive Marketing Audit: 21 Questions to G... U b h o

15 Tips to Improve Your Marketing Performance (£

What is Google Analytics 4 and How Does it Work? (£

0

24
~mw’

Journey mapping




7% of marketing ROl comes from segmented,
targeted, and triggered campaigns.

Source: SALESmanago



https://www.accenture.com/us-en

PERSONALIZE OUTREACH WITH

SEGMENTATION

& Contact enrollment trigger

List membership

iIs member of RN: All Contacts M Emails
(MASTER)
| ¢ 5?1 Workflows
(¥
’ : ]
L

Reports
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PERSONALIZE OUTREACH WITH

HUBSPOT TOOLS
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‘n:% Smart CTAs & forms
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PERSONALIZE OUTREACH WITH

CEADy 2o
= PERSONALIZATION
YOU'RE INVITED TOKENS

RE A\ DY \ i e Used on website pages, landing pages,

HUBSPOT )
WEBINAR SERIES and email.

o All content types can include
(8 Firstnome ). personalization tokens that use a
company or contact property.

s expect companies to anticipate their needs

Edit Personalization Token

¢« Back

Contact: First name e Use default tokens.

» important than ever. Incorporating

Default value @
iing strategy can help you better connect

there ir sales and retention rates.

o Always test.

Use this property’s global default

value am and the former chief marketing officer of

Cancel nformation Management) for a free webinar on

ition: Tips and Tricks for Driving Member

Participation and Retention." During it, we'll explore practical strategies and best




PERSONALIZE OUTREACH WITH

SMART CONTENT

T+ Aad h e Display different versions of your
content based on viewer category.

/7 Options

Quote
e Emails, blog posts, website pages, or

Style 8B I Y More~ designh manager.

$ @ Insert~ | Personalize | Advanced ~ e Based on categories: ad source,
country, device type, referral source,
preferred language, contact list
membership, and lifecycle stage.

You'd be surprised how effective it can be to just
include a warm, smiling photograph of yourself. Or
maybe you wouldn't be so surprised. Maybe you
just don't surprise easily, Or maybe you're just .
incredibly wise. Yes. That must be it. ° Always preview.

Wise and warmly smiling. What a winning

Read more here >>>




Smart CTA PERSONALIZE OUTREACH WITH

SMART CTAS

e Display a customized button to your
@ Contact's list membership Contact's lifecycle stage different visitors based on certain
= criteria.

Visitor's device type Visitor's country

RULES DESIGN CFTIONS FINISH

Step 1: To make a smart CTA, you create different CTAs with specific display rules. First, you need

to configure these rules

A T e Analyze performance over time.

Stap 2: Now you need to configure this ule e Based on categories: country, device

ol o e o type, referral source, preferred

Select a contact is language, contact list membership, and
lifecycle stage.

o Always test once published.




PERSONALIZE OUTREACH WITH

SMART FORMS

e Customize the form displayed
depending on your website visitor.

A Home

Form

/7 Content

Smart rules © e Landing pages, website pages, or

+ Add templates.

e Based on categories: country, device
type, referral source, preferred

GET IN TOUCH language, contact list membership, and

lifecycle stage.

Intro To Title

Title .
e Always preview and test.

LET'S TALK ABOUT HOW WE CAN D
OPTIMIZE YOUR WEBSITE




Ol

Importance of
Personalization

02

Facing Association
Challenges with
Personalization

03

Best Practices and
Practical
Personalization Tips

04

AllM's Success Stories




Join mailing list -> Get all the emails



Defining Our Lifecycle Stages
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Lifecycle Stage Definitions

Subscriber — Subscribed to the AlIM blog or downloaded a how-to
guide or checklist

Lead — Downloaded a white paper or eBook or registered for a
seminar or webinar

MOQOL - Achieved a lead score >=70

Customer — Purchased membership



Mapping Our Ideal Customer Journey
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Blog Posts and YouTube Videos

How-To Guides and Checklists
Subscribers

White Papers and

eBooks
Leads

Webinars and
Seminars

Membership

Customers




Organizing All of Our Content by Topic




All of our content could be organized into eight categories:

Business Process Management
Capture and Imaging
Collaboration

Electronic Records Management
Enterprise Content Management
Information Governance
Sharepoint

Taxonomy and Metadata
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Step 4

Having Fun with Smart Content
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DATA

_VS_

CONTENT

DOES THE DISTINCTION STILL MATTER?

By: Anthony Paille on January 26th, 2023 & Print/Save as PDf

Data vs. Content: Does the distinction still matter?

This is an article about names and whether or not they matter. My first intuition was to open with the quote, “What's in a name?
That which we call a rose by any other name would smell just as sweet,” but | thought better of it. Not because it was too cliche,
which it was, but because it immediately transported me back to my sophomore year of high school, when the greatest

achievement of my life up to that point was winning the role of Romeo in the drama club's production of Romeo and Juifet.

Please spare me the reminder of my nerdy teenage years!



How We've Been Defining Data and Content
To give us a starting point, let's first examine how AllM and our community have been using these terms.
What is data?

Values, facts, figures, or any other forms of information that is organized in a specific format, making it easy for computers to
process and analyze. Data is structured, meaning it lives inside a database.

What is content?
Text, images, audio, video, or any other form of information that is unstructured, meaning it lives outside a database.
What is information?

There's less consensus on a definition of information. Some would argue that information is data and content. Others might use
content and information interchangeably. Still, others would argue information is the context or meaning behind the data.

Get Your Free eBook: From ECM to Intelligent Information Management

It's important to note that data analysts, ClOs, other executives, and line-of-business types all have their own definitions of these
words. Acknowledgment of this fact will be important later in this conversation.

How Does the World of Content Management Tie to the
Broader Enterprise IT Space?

AlIM published an eBook written by John Mancini in May 2017 called Erom ECM to Intelligent Information Management. Init,
Mancini identified several emerging trends:

* Explosive growth in volume and variety of data AND content. Billions of new connections between objects — the Internet of
Things.

* Rise of new data-centric technologies — Hadoop, NoSQL, Blockchain.

* Incorporation of core content management capabilities directly in file platforms themselves (Office365, Amazaon, Google,
IBM/Box, DropBox) and collapsing prices for storage.



Still, others disagree, and there's likely an equally compelling case for maintaining the distinction.

& - Nick Inglis (He/Him) - 1st eee
g Founder, InfoAdvocates. Founder, The Providence Watch Co. Corporate.

amo « @
Content is not data. Data is not content.

€E@ Anne Tillek and 10 others 3 comments - 1 repost

Reactions

@ELLBa0@ -

‘ - (5 Like G Comment f:j Repost 7 Send

Clearly, this is an important dialogue to continue within the extended AlIM community to decide if our convenient distinction
between what is meant by structured and unstructured information still holds up. Do we need to revisit our long-held definitions
of these terms, or should we give in and use them as interchangeably as our executives and internal customers do?

GET YOUR FREE EBOOK

R -

THE NEXT
FROM ECM TO INTELLIGENT WAVE:

INFORMATION MANAGEMENT
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The Results

 23% increase in blog CTA clicks

Email

* 93.6% increase in open rates
 220% increase in click-through rates
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