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Personalization

Building a scalable strategy to maximize ROI.
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Why build a personalization strategy?

S 54%

Email attention span in seconds'

76%

Of customers said personalized content made

of Marketers reported better email
engagement with personalization *

62%

of customers feel an emotional connection to
them more likely to buy 2 the brands they buy from the most °

+32% 71%

CTOR rates with product recommendations 3 of customers expect brands to personalize ©
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""Campaign Monitor ? Mckinsey & Company 3Udacity * eMarketer ®Salesforce ®Shopify
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https://www.campaignmonitor.com/blog/email-marketing/email-marketing-in-the-era-of-8-second-attention-spans/
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
https://www.insiderintelligence.com/content/spotlight-marketing-personalization
https://www.shopify.com/enterprise/personalization-trends
https://www.shopify.com/enterprise/personalization-trends
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INTELLIGENT CUSTOMER ENGAGEMENT
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Of customers said personalized

content made them more likely
to buy ?

of customers feel an emotional
connection to the brands they
buy from the most °

The Golden Rule

e Recognize customers for their individuality
e Understand them for their tastes and preferences
e Celebrate them for their milestones

e Help them out with what they need most

Y ubaciTY
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INTELLIGENT CUSTOMER ENGAGEMENT
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Leverage Real-Time Data

Action critical moments in your customer lifecycle with
dynamic content, customized according to your
personalization strategy.

WHY THIS WORKS

Behavioral + zero-party data create a complete picture of your customer.

Maximize ROI

Using segmentation, shared assets, liquid syntax, and external
fetch API, we’re able to scale personalization and reduce
campaign workload 5x.

WHY THIS WORKS

We customize content and manage ops efficiently.

W ubAaciTY

Al-Powered Recommendations

We saw a 32% lift in CTOR using Blueshift’s Al-powered
recommendation engine to suggest courses personalized to
a student’s learning history.

WHY THIS WORKS

Customers get what they want with less work.

SMS vs Email Channel

We saw 3-8x lift in clicks per send on notifications using the
SMS channel in addition to email.

WHY THIS WORKS

Customers are updated faster and complete critical actions easier.




Leveraging Real-Time Data
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INTELLIGENT CUSTOMER ENGAGEMENT

(00)

Leverage
Real-Time Data

Action critical moments in your
customer lifecycle with dynamic
content, customized according to
your personalization strategy and
first-party data.

FIRST-PARTY DATA

Cookie-tracked action
Visits

Downloads

Purchases

Product activity

ZERO-PARTY DATA

Quizzes

Newsletter sign-ups
Gated rewards and offers
Onboarding surveys

Y ubaciTY
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https://thenounproject.com/browse/icons/term/talking/
https://thenounproject.com/browse/icons/term/online-chat/
https://thenounproject.com/browse/icons/term/mobile-message/
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Creating Your Customer

Unify Customer Data

Personalization and automation rely on unified, real-time profiles for each user. We
lean on survey data, prior transactions, behaviors, campaign engagement, product
interactions, and real-time activity from across channels.

Build an Intentional UX

Your experience enables you to:

—_—

Collect key data.

)
2) Build MVP customer segments.
3) Track key actions in the customer journey.
4) Trigger marketing and in-product interventions.
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INTELLIGENT CUSTOMER ENGAGEMENT
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Building the Customer Profile

Anonymous User

Anonymous User
browses website, tracked

by 9

CRM
First-party data being
collected.

e Geo

e All site actions

) ubaciTY Why Udacity? ~ Student Success  Schools v Bl

Getting Started with
Google Workspace

User is created after
Anonymous User submits
email through webform.

CRM
e Behavior tracked
e Kick off Email & SMS
e Product Reco’s start

Jumpstart your career
with Udacity.

Registered Account

User converts to Account
to start a free course, then
submits in-product survey.

CRM
e /ero-party data
collected

e Persona development
e Advanced Content
Personalization

Welcome Flow

Personalized Support

Q ol
Q ol
QO Tor
©)

O Tor
O Tos
Q Tou
O Nt

Paying Account

Account converts into
paid Nanodegree
program.

CRM
e Transition to Lifecycle
communications
e Suppression from
Marketing CRM
e In-product reviews
and data collected

<<<<<

Interview 1: Sparta Science

Y ubaciTY

Alumni

Account converts to
Alumni. Alumni completes
outcomes survey.

CRM
e /Zero-party data
collected

e Marketing re-engages
with learning path and
fresh content
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GET THE CREATIVE JUICES FLOWING

® Automate recurring newsletters with freshly
generated product suggestions

® Curate product collections by a category, trending,
seasonal, top-selling

Al-Powered
Recommendations

® Upsell users a product path

® Replay what users recently viewed

We saw a 32% lift in CTOR using
Blueshift's Al-powered UDACITY’S RECOMMENDATIONS
recommendation engine to suggest
courses personalized to a student’s

learning history.

e Jop-sellers within a category: Al, Data, etc.

e Courses and degrees according to duration,
experience level, new in catalog

e Prescribed Learning Paths learners like you also took

INTELLIGENT CUSTOMER ENGAGEMENT
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REAL-TIME CONTENT

Recommendations allow us to pull products,
content, and offers directly from our catalog in
real-time. Automated recurring newsletters
with the latest product data.

TIME SAVINGS

Automation saves our team 10-15 hrs per
month fetching product data and manually
updating email html code across multiple
campaigns.

Top degrees in Data

Y ubaciTY

Data Courses —

Start your new year off right by learning lucrative, in-demand skills in data. Our

Nanodegree programs get you job-ready with hands-on, real-world projects

and 24/7 learning support from our team of skilled mentors. Discover our most
popular data programs below:

2 P

<D

Data Engineering with AWS

Learn to design data models, build data warehouses and data
lakes, automate data pipelines, and work with massive datasets.
View syllabus.

Pre-requisites: Intermediate Python, intermediate SQL, and
command line skills.

Data Engineering with Microsoft Azure

Learners will acquire the skills needed to design data models,
create data pipelines, and navigate large datasets on the Azure
platform. Additionally, they will learn to build data warehouses,
data lakes, and lakehouse architecture.

View syllabus.

Pre-requisites: Experience with SQL, Python, Azure, and Github.

Data Analyst

Advance your programming skills and refine your ability to work
with messy, complex datasets. You'll learn to manipulate and
prepare data for analysis, and create visualizations for data
exploration. Finally, you'll learn to use your data skills to tell a
story with data.

View syllabus.

Pre-requisites: Experience working with Python (specifically
NumPy and Pandas) and SQL.

W ubAaciTY

New courses and degrees

(Y ubAacITY

See what's new from Udacity.
New project-based Nanodegree programs.

Ethical Al

Learn to apply ethical Al to minimize bias, while maximizing fairmess and explainability,
ensuring an ethical future for all.

School of Artificial Intelligence

View Program

Zero Trust Security

Learners leave the course with a reinvigorated perspective on cybersecurity and a lexicon of
practices and solutions that support what is rapidly becoming the new dominant strategy in
enterprise security.

School of Cybersecurity

View Program

Cybersecurity for Business Leaders

Learn to leverage the capabilities of cybersecurity best practices to protect your organization
and unlock next-level results.

School of Cybersecurity

View Program

Blueshift Confidential and Proprietary
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Maximize ROI

Return on Operational Investment

Using segmentation, shared assets,
liquid syntax, and external fetch API,
we’re able to scale personalization

and reduce campaign workload 5x.

(Y upaciTY

PERSONALIZED COPY

You've bulk great momentum by taking a free course. No
up with ane of cur Nanodegree programs

Nanodegree programs belp you get the skils you need t eer 1
the next level.

Sased on the free course that you chose, we suggest ene f these
MNanodegree programs:

Digital Project Management Predictive An

<H
Wm
M

LEARN MORE

LEARN MORE

Marketing Analytics Digital Freelancer

LEARN MORE LEARN MORE

|
EXY

8y ervoling in 2 Udacity Nanodegree program, youll get access to marny
valuable services you didnt have with ane of cur free courses, Including:

Real world projects that give you the jobready skils you need to
NCredse your earmin & potentiad

DYNAMIC CONTENT BLOCKS

Project reviews from highlyvetted industry professionals

need &

Content changes based on user
attributes from the Customer Profile.

° 247 technical mentor support so you get personalzed help when you
° Flexible learning plans so you can learn at your awn pace

Student community ta help support you In your learming |oumney

Ddn't find what you're lcoking for? Browse the full catalog of 200+ paid and

For example:

e Customer type (user, free, paid,
Explore available scholarship programs
C h u rn e d ) . Udacity & currently affenng several scholarship programs in Al Programming with
Python, Business Analytics, Digital Markesing, or Frant End Web Development
® |Interests

Fundamentals
vati
e Motivation



Leveraging SMS
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When SMS is Best

Because of SMS’s high open and response rate, it’s
preferred for key, time-sensitive user actions.

® Unblocking faster: Unblock critical actions in the

SMS vs Email
Channel

product journey

® For urgency: Communicate expiration dates for
key actions

We saw 3-8x lift in clicks per send ® For convenience: Send a copy of a recent download, a

on notifications using the SMS purchase confirmation

channel in addition to email.

® Date reminders: For deadlines or appointment dates
® |f the mobile-web experience is superior, direct to SMS

® Be courteous: If your communication preferences
include SMS proactively share subscription settings

INTELLIGENT CUSTOMER ENGAGEMENT
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4 Must-Haves for SMS

& ocked

PERSONALIZATION URGENCY " 52

You’re now sharing space Train users to keep up 59% Charged
alongside of friends and family. fast-response times by only

Keeping messages personable sending messages that demand (_J MESSAGES o
and targeted makes them more a user’s prompt attention today. +1 (650) 885-9595

familiar, human and inviting to Uh oh! Lauren, your recent Udacity

subscription payment failed. Please update

open. ~ your payment method to avoid losing

- access to your program. Update now: htt...
:;?‘-’-;_’T.%TE“?:"‘"‘* ST Sastieet R o R, e e .r-".'é;:

= KEY ACTION CTA COURTESY * (J MESSAGES now

= - +1(650) 885-9595

2 Respect the intimacy you earned Keep trust with your customers | HiLauren, take a few minutes to complete

O ) ) o ] your Bertelsmann Next Generation Tech

g messages that would benefit or personal space by interrupting . deadline on November 28. Finish applicati...

O unblock a user. sleep or personal time. Some [ S — — ‘

§ countries have rules for when it j \d MESSAGES new 4

= is appropriate to send SMS. 4 +1(650) 885-9595 '

Z 2 Lauren, you have less than 24hrs to use

(:D " your personalized offer to save 70% on

o your Udacity program.

E ~uiea nrnnrame: httne:/limelicle 1idacitvy ~

00
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A marketer’'s dream engagement

P-Mobile & 3

SMS messages receive up to 8x the click engagement as email.

11:56

Subscription Tuesday, March 14
Payment Reminders 3X
9% vs 26% CTR (J MESSAGES now

+1 (650) 885-9595
Lauren, it's almost time to renew your
Product Manager Nanodegree. Renew by

Notifications Preferences

5x ~ March 17, 2023. "
3% vs 16% CTR g Pay now: at https://mclick.udacity.com/z/5... 4\}
) :%?-;j*t;&ag.i-'.":?-“l?-i::"'.’l"“ﬁ'f‘i{i‘ T R T T R R ’:"‘,
z ) ) 1 Off ® (O MESSAGES now
% Last Chance Spema! Offer Ex +1 (650) 885-9595
I Expiration Here's a copy of your Udacity Data
S 4% vs 19% CTR Engineering with AWS syllabus: https://
o - mclick.udacity.com/z/bec26aqaj
g View the program page to enroll: https://...
O Downloaded Content
g 5x (J MESSAGES now |
= 8% vs 40% CTR . +1(650) 885-9595
t ~ HilLauren, let Udacity know what types of
0 * SMS messages to send, such as new
u Project Review Prompt course releases, special offers, and
~diirt nntifiratinne
Z to Mentor 8x Fnatfieat

2% vs 16% CTR
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O
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Action Plan: 5 Steps to Getting Started

PLOT YOUR LIFECYCLE EXECUTE YOUR STRATEGY

Output: Here you create campaign
journeys based on your critical lifecycle
decision points, available user data and
messaging strategy.

Question: What is your customer
journey?

Output: Document the critical action
and decision points along your
customer journey. Note peak
emotional moments.

CREATE YOUR CONTENT
STRATEGY

Question: What is being sent to whom.

Output: Write content such as key
messages, proof points, and product
reviews, and assign to MVP customer
segments for each lifecycle stage.

IDENTIFY MVP SEGMENTS

Question Who is your Most Valued
Persona?

Output: Define your target customers,
what do they do, what they like, what
they want. Don’t overcomplicate. Focus
one 1-2 segments. Question: What information do | have to work

with for my user journey and profiles?

AUDIT EVENTS & USER DATA
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Output: Identify the gaps and possibilities for
personalization.
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A Fireside Chat

With Ben & Lauren
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Thank youl!

Ben Okeya Lauren Reiterman
Customer Success Manager Manager, CRM
Blueshift Udacity
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mailto:ben.okeya@getblueshift.com
https://www.linkedin.com/in/bentomookeya/
mailto:lauren.reiterman@udacity.com
https://www.linkedin.com/in/laurenreiterman/

