
You’ve spent a lot of time and creative energy developing a new email 
promotion and you’re now ready to send it to your subscribers. Well, 
almost. The problem is, the campaign has a lot of elements that won’t all 
appeal equally to everyone on your list. You know that you could improve 
the campaign signifi cantly by personalizing it — adding (or removing) 
certain elements that would make your off er attractive and highly 
relevant to various subgroups of your subscribers. But you don’t want to 
spend any more time creating two or three (or 15) versions of the same 
promotional message. Can you automate such a process — even if it 
would mean sending 15 variations of the same email? Yes!
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“Hi <fi rst name>.”

That’s how one marketer infamously opened an email blast to its entire subscriber list. 
The failed message reached infamy not because it was such a rare mistake — email 
marketing missteps like this are far more common than you’d think — but because 
the sender was the research fi rm EmailStatCenter and its recipients were nearly 1,000 
professional email marketers. Ouch.

Of course, as a sophisticated marketer and email sender, you’re not likely to ever make 
such an obvious mistake. You carefully prepare and test each new email campaign 
before sending it out to any segment of your list. But there are many other ways to 
undermine your email eff orts — usually far more subtle than starting a message with 
Hi <fi rst name>, but sometimes nearly as destructive to the subscriber lists you’ve 
worked so hard to build and cultivate.

Consider this shocking statistic: 70 percent of marketers do not personalize the 
emails they send to their subscribers.

That stat comes from researchers at Experian in their annual Email Market Study. 
The report then follows up with several other surprising fi ndings:

• 18 percent more marketers collected customers’ birth dates in the year of the study 
(2013) than in the previous year.

• 16 percent more marketers collected customers’ ZIP codes year over year.

These data points suggest, incredibly, that these marketers were savvy enough to ask 
for useful customer data — but then either unwilling or unable to put that data into 
use. As you know, using this type of personal customer information to more eff ectively 
communicate could help these marketers signifi cantly improve each customer’s future 
experiences with them, which would, in turn, improve the business’s bottom line.

Indeed, evidence of the importance of personalization can also be found in the 
Experian report, which found, for example, that emails with personalized subject lines 
had 26 percent higher unique open rates than messages with no personalization in the 
subject.

So what’s going on here? Are these email marketers unaware of what a goldmine their 
customer data represents? Or are they simply unable (or unsure how) to eff ectively use 
that data to craft more personalized, targeted messages?

We have a theory. But fi rst, let’s talk groceries.
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Your customers are giving you their personal information; they expect 
you to use it.

A couple of decades ago, supermarket chains began off ering daily, automatic discounts 
to their customers in exchange for signing up for “club cards.” The concept was simple. 
As a shopper, you completed a short form (sharing your personal data) to receive a 
discount card from the supermarket. Then every time you shopped at that store, you 
could simply swipe your card (sharing more data) and automatically receive all store 
discounts available that day for the items you were purchasing. No more coupon 
cutting needed.

The club cards were an immediate and enormous hit with shoppers — and they 
remain so today. When the media asked shoppers what they thought about giving 
up their privacy — these supermarkets were, after all, collecting highly personal 
information on people’s shopping behavior — most said they were willing to trade 
privacy for savings.

But many customers also had this intelligent insight: The more they learn about me and 
what I want, the better they’ll be able to serve me in the future.

This brings us back to the Experian study. As the report states: Your customers are 
off ering you access to this personal information and expect you to use it to send more 
targeted, relevant and personalized messages to them.

Your customers’ data might be right in front of you — but how do you 
implement it to communicate with them more eff ectively?

Imagine this: one of the supermarkets at which you’re a club-card member sends you 
a promotional email. No problem so far. After all, you’ve given them your email address 
and probably expect some occasional messages from them about new products or 
discounts relevant to you.

That’s the key: relevant to you. Now imagine that the email from this supermarket is…

• Promoting an item that is specifi c to males, such as beard softeners... when you’re 
female

• Alerting you to the opening of a new location… 1,800 miles from your home.
• Off ering an exclusive discount on diapers… when your kids are in their teens.

Clearly, this supermarket has a lot of personal data about you — at a minimum, 
enough to know you shop at a store eight states west of their new location, and the 
grand opening probably isn’t relevant to you. They should also know that you haven’t 
bought baby food in more than a decade — so the diaper promo will likely miss the 
mark, too.
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Yet, many marketers — even those collecting valuable details on every customer — still 
send out one-size-fi ts-all email blasts to their entire subscriber lists. This is particularly 
troubling when you consider that these mistakes are not free. Each time a marketer 
sends out a new email campaign, particularly one that a sizable portion of subscribers 
might fi nd irrelevant, a percentage of those recipients might opt out of future mailings.

Automatically personalize your email campaigns and newsletters: the tools are out 
there to make it easy.

Now, like our Hi <fi rst name> example in the introduction, most major supermarket 
chains aren’t likely to make such obvious missteps in marketing to their existing 
customers.

But what about more subtle mistakes? What about a retailer that wants to send 
out a holiday promo for its new line of mittens, but neglects to remove its Southern 
California subscribers, who aren’t likely to need mittens? What about an email marketer 
who sends out a campaign off ering a limited-time discount on its new product — but 
forgets to remove those subscribers who’ve already bought the product… at full price?

Yes, if you had to segment your subscriber lists every time you wanted to send a 
new promotional campaign or email newsletter, and you had to populate the unique 
content manually for each list segment, personalization might not seem as attractive a 
strategy.

This, we believe, is at least partly why so many marketers fail to take advantage of the 
goldmine of customer data they’ve worked so hard to collect. It probably seems too 
daunting a task to manually create multiple variations of their email content — even if 
that would make the content much more appealing to their customers and lucrative for 
their business.

So the key here is Dynamic Content — the ability to automatically generate as many 
variations of the same email message or newsletter as you need to make each one 
highly personalized and relevant to a specifi c subgroup of your subscribers. And the 
great news is that you can do it more easily than you think.

The solution: add automated Dynamic Content capability to your email 
marketing platform.

If you need several personalized versions of the same email content, but don’t want to 
spend hours (or tens of hours) creating, testing and sending every version, the solution 
is an automatic Dynamic Content tool integrated into your email marketing platform. 
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And if you’re already using Campaigner Email Marketing as your platform, then the 
answer is already waiting for you, right now.

With Campaigner’s Dynamic Content functionality (sometimes called Conditional 
Content or Smart Content) in conjunction with Campaigner’s powerful tiered 
segmentation engine, you can automatically generate segment-specifi c versions of any 
email campaign.

Planning to send out a new promotion, but want to make it as relevant as possible to 
each subscriber? Here are just some of the subscriber attributes or actions that you 
can use: 

• Purchase behavior
• Previous engagement levels with your content and website
• Preferences
• Demographic profi le
• Geographical location

Campaigner Email Marketing’s Dynamic Content Feature

With dynamic content, you can create your email campaign once, and let Campaigner 
automatically populate the content — in as many variations as are necessary — using 
the details relevant to the specifi c attributes you identify. 

Here’s an example: Say you’re marketing for your department store and want to send 
out promotional off ers ahead of the holidays. You could create a single Exclusive Off ers 
email, with modular content blocks that Campaigner could then automatically populate 
for you based on the subgroup the message will be going to.

The email’s main section, for example, could off er a deep discount on tools for one set 
of your customers; women’s shoes for another; a specifi c appliance, for anyone who 
has browsed your site in the last month (or whatever timeframe you choose) looking 
for a similar item; etc. You could even off er region-specifi c items and have those sent 
only to a subgroup of your list in the relevant states or ZIP codes.

Using Campaigner’s easy-to-use Email Editor, you can create fully customizable email 
templates in just minutes — even if you’ve never written a line of HTML code. And the 
dynamic content blocks you can use include images, text or any HTML content. 
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By using Campaigner’s Dynamic Content feature in your email marketing eff orts, you 
can:

• Deepen connections with your customers and prospects
• Improve your open rates, click-throughs and purchases by sending hyper 

personalized content in your message
• Build trust with your subscribers
• Improve the ROI of every email marketing message you send 

And you can achieve all of these benefi ts without having to waste hours manually 
duplicating and customizing the emails you create. The Dynamic Content solution 
from Campaigner Email Marketing will do you it all for you.

Yes, your customers want you to send them personalized messages. 
Give them what they want — with Campaigner Dynamic Content.

A recent study by research fi rm Harris Interactive, covered at eMarketer, revealed data 
that should encourage any email marketer — especially those who, like you, plan to 
send highly targeted and personalized messages to customers.

The Harris study found that 81 percent of consumers were more likely to make 
purchases from a business that sent them personalized emails. In fact, the study 
found that respondents were even willing to receive more marketing emails, assuming 
they were always personalized and relevant. And perhaps most amazing — nearly 70 
percent said they would share personal facts about themselves with a business, if that 
would lead to the business sending them more relevant email messages.

What an opportunity this presents for you! It’s the supermarket club-card philosophy in 
action again: Your customers are willing (even happy) to tell you a lot about themselves 
if doing so will help you communicate with them more eff ectively.

We recommend you give your customers exactly what they want — highly relevant, 
extremely personalized email messages and promotions that read like they were 
written just for each customer. And to make it as quick and easy as possible for you to 
create such targeted messages, try the Dynamic Content feature from Campaigner.
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