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1. Why Personalization?



CHALLENGES

- How to engage users with divergent needs within a single site

« How to improve content discoverability in sites with hundreds (or
thousands) of pages

- How to accommodate users who may have longer decision cycles
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POTENTIAL OUTCOMES

= @Give your users what they are looking for, at the right time and in
the desired format

= Improve retention & conversion

= |ncrease user satisfaction




POTENTIAL OUTCOMES

= Organizations using personalization are seeing a 19% Increase in
conversions (Source: Monetate/eConsutancy)

« Calls to action targeted to the user had a 42% higher conversion
than calls to action that were the same for all (Source: HubSpot)

See http://blog.hubspot.com/marketing/data-personalize-marketing-li



WHY ISN'T EVERYONE DOING IT?

« Limited time and budgets, competing priorities
- Technology barriers

- Not knowing where to start:

 How to implement
= What to implement
= How to measure success

« How to sell it internally



2. Planning for Personalization
& Getting Startead



EFFECTIVE PERSONALIZATION
REQUIRES PLANNING

There are incremental steps we can take which set us up for
SuCCessS

» First the strategy and perspective need to be right, then we can
layer in technology



DIMENSIONS OF
PERSONALIZATION

D.

Adapted from:



http://www.targetmarketingmag.com/post/key-elements-complete-personalization/all/

BEFORE BEGINNING WITH
TECHNOLOGY...

Need to understand the audience and context:

1.  What are the business needs?

2. Who are the users and what do they want?
- What key content will help them achieve goals?

«  What friction is blocking them from achieving those goals?



SOME ACTIVITIES TO PREPARE FOR
PERSONALIZATION

. Identify organizational and user goals

«  Key segments

- Value propositions

2. Develop personas
3. Map user journeys

4. Gather user feedback



1. Identify business and user goals

Goal: establish organizational context, identify overlap between
institutional needs and user needs

1.  Who are our users?
7.  What benefits can we offer them?

3. How can we reach them?
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2. Develop user personas

Goal: establish key audience types and what is motivating them to
VISIt
I. What are the key audience types that we want to connect with?

2. What are their goals and motivations?

3. What are their anxieties? How can we alleviate them?






Sarah,

Demographics
e 24-35yearsold
e Maleor Female

e Currently holds a Graduate level degree in the
Science or Technology fields

What brings the user to the site?
e Wants to find a top research university in order to

gain post-graduate degree
Wants to contribute to their respective fields in

Science or Technology
Looking to take the next step in education and career

Wants a university with high placement after degree is achieved

Wants an organization that has the top-of-the-line facilities in order to conduct research and
further educational opportunities




3. Map user journeys

Goal: for each persona, identify pathways to achieving their goals

I. What routes will they take to achieve goals?
2. What is getting in the way of their goals?

3.  What content will need to be created to support this journey?






Pete Possible, Experience Map
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4. Gather user feedback

Goal: validate hypotheses generated, identify issues with the current
Site

I.  What s blocking users right now?

2. Is our proposed direction right?

s this the right design / right content?
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http://www.slideshare.net/ahempell/van-ue-researchtoolboxv04share

Outcomes

|.  Understand what users value (and what they don't)
2. Understand sequence and priority
- what they need to see first, second etc.

3. Understand how they want to receive information

video, chart, testimonial, image gallery

4. Improve buy-in

* urgency is easier to communicate once you have data



3. Implementing personalization



DIMENSIONS OF
PERSONALIZATION
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http://www.targetmarketingmag.com/post/key-elements-complete-personalization/all/

STRATEGY: READY FOR
AUTOMATION

- With a framework of content, meaningful data and analytics, you
can now layer in technology.

Use Case Content Strategy

User from China Show international program information
iINn main ‘nero’ area

Emphasize academic reputation
Emphasize safety

Visitor to Nursing program On subsequent visit:

« Display testimonial featuring Nursing
student on ‘About’ page




TECHNOLOGY: IMPLEMENTING
PERSONALIZATION

Options in Drupal:

Products

* Acquia Lift (D8)

Contributed modules

» Personalization, Personalize (both D7 only)

Custom solutions

- Drupal taxonomy, geolocation etc.

Drupal-specific options



TECHNOLOGY: IMPLEMENTING
PERSONALIZATION

CONTACT US 1(888) 310-0589 JEN USER LOGIN

[QJ evergage WHY EVERGAGE ~ SOLUTIONS ~ PLATFORM  RESOURCES  BLOG

I'he Real-Time e e o, 09 2017
Personalization Platform

Only Evergage provides marketers with The Power of 1.

Your Downloads A

Using advanced machine learning, you can understand and interact
with each customer and visitor — one at a time, “in the moment” and at
scale — to deliver the most relevant, individualized experience.

EXPLORE THE POWER OF 1

Third-party options



http://www.evergage.com/

TECHNOLOGY: IMPLEMENTING

PERSONALIZATION

Personalization

Deliver highly persuasive personalization at scale

Really persuasive, not nearly

Third-party options


http://www.qubit.com/product/personalization

TECHNOLOGY: IMPLEMENTING
PERSONALIZATION

Quibit.

Recommendations experience Configuration

i m nsights Configure your integrat

technical implementation setup

\\ Events Technical implementation




4, Sustaining Your Strategy



HOW TO KEEP PERSONALIZATION
SUSTAINABLE

- Resources are always limited

- How do we include personalization into existing process in a way
that will become habitual and supported?



HOW TO KEEP PERSONALIZATION
SUSTAINABLE

|.  Take small, incremental steps (start with one ;)

2. Measure the effectiveness of these steps
Report back on findings
This helps with buy-in, motivation
3. Focus effort on activities with the highest ROI

Careful of over-reliance on the what of behavior over the why

Focus effort on optimization over variety



USE ACTIONABLE SOURCES OF
DATA

« Do customer research:

Set up a user “CAB” or focus group
Set up a booth and offer a pastry ©

Qualitative data is often more actionable: we understand the why, not just
the what



CONCLUSIONS

1. Personalization has solid ROI

2. Outcomes are improved by understanding users and their
motivations

3. The best ideas often come from talking to users, not looking at
graphs and funnels

4. When beginning personalization, start small and be sure to
measure

Better to test 1-2 changes and measure than to make many changes and
fail to track them



Questions?
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