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Getting Personal –
The Right Way



How to reach 
the customer?

What is personalisation?

Who is the 
customer?

What content 
fits the 

customer?

When to 
reach the 
customer?



94% of companies say that personalisation is 
critical to current & future success

Econsultancy: The Realities of Online Personalisation Report



72% say they understand the importance of 
personalisation, but don’t know how to do it.

Econsultancy: The Realities of Online Personalisation Report



Customers want contextually relevant messages

70% of baskets 
are abandoned

61% say cart 
reminders will get 
them back on the 

website

85% of shoppers 
find cart reminder 

emails helpful



What is personalisation?
• Customer engagement that reaches the right customer in the right 

place and at the right time across multiple channels and touch 
points.

• The natural evolution of ‘big data’ – the actual application of huge 
volumes of data to achieve results.

• Guiding the customer journey by combining: 
– Customer data: who the customer is
– Historical data: what the customer did in the past
– Content 
– Insight 



How to win in this customer-driven era

Build meaningful 
relationships with 

customers

Encourage ongoing 
dialogue and 

continuous 
engagement

Use the right 
technology to 

engage customers 
directly



Success story: 
Björn Borg



About Björn Borg
• Founded 1984.
• Products are sold in over 30 markets.
• Fashion underwear – Made to feel 

active and attractive.
• 2015 – Transition into sports apparel.
• bjornborg.com – The digital flagship 

store.
• Brand values: CRISP, DYNAMIC, 

CONTEMPORARY & ECCENTRIC



The Björn Borg organisation

WHOLESALE LICENCEES RETAIL ECOMMERCE



Our Centre Court



Goal

Engage Interact Personalise

Become the number 1 sport fashion digital experience boosting 
active and attractive through…



Project goals
• Secure brand transition into Sports.
• Leverage customer data effectively.
• Ensure repeat customers.
• Provide a personal shopping experience.
• Integration with the ecommerce platform.



Success factors
• International brand alignment.
• Increased relevancy through 

personalisation.
• Increased revenue through loyality.



Newsletter
Brand Storytelling Product



Newsletter - results

+66%

+12%

+83%+75%

Weekly newsletter performance vs. previous provider



Transactional emails

• Brand alignment
• Statistics
• High deliverability



Welcome series

• Unique brand introduction
• Newsletter sign-ups
• Sports transition



Welcome series



Welcome series - results

+217%

+21%

+232%

+137%

Welcome series performance vs. average marketing emails



Post purchase series

• Opening rate 49,7% 
• CTR 16,9%
• Conversion rate 10,5%



Recap
Marketing AutomatedTransactional



What’s next
• Cart abandonment series
• Triggered product recommendations



Stop by the Bronto booth
for your copy of the case study 
& an inflatable Bronto.

THANK YOU!
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