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Skipping the unpersonal personalisation

Why personalisation is not what we think it is

Segmentation for busy teams who need results

A view that reduces work and improves conversion

Content creation ideation

Creating compelling content that gets noticed

Getting attention in a 

crowded inbox



Skip the unpersonal 
personalisation
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PE RSON AL ISAT IO N

Personalisation isn’t 
a feature. It’s the 
output of a well-built 
system.

1. Data capture
Collect meaningful data, not just names

2. Segmentation
Define the audience - who should receive this and why?

3. Audience engagement
Focus on active contacts – important to not damage deliverability

4. Automation triggers
Identify the  moment to respond - milestones or signals that initiate communication

5. Commercial relevance
Match the message or offer to the customer’s stage or *intent signals.

6. Personalisation
Now the token appears – name, product interest and behaviour context.

S K I P P I N G  T H E  U N - P E R S O N A L



A view on segmentation that 
reduces work and improves 
conversion  
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SEGME NTA TIO N

All the insight you need is in your hands, 

but are you using it?

Web tracking tells you 
where they are engaging

UTM campaign 
information tells you the 
origins of the contact

Date of record collection 

gives you a key to interest 

trends
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Two essential segment sets to develop today

Engagement
Funnel stage

Unengaged

Engaged

Awareness

Consideration

Commercial

New to brand

Need established

Active negotiation

Consumed content

S E G M E N T A T I O N  F O R  B U S Y  T E A M S  
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Say more to less people

Engagement

Engaged

The maths

Unengaged

Email 100 contacts

Open rate 30%

Remove 60% of unengaged 

Email 40 contacts

Open Rate 75%

Add back 20% of volume of unengaged 

Email 48 contacts

Open Rate 62.5%

S E G M E N T A T I O N  F O R  B U S Y  T E A M S  



SEGME NTA TIO N

What can this tell us about their behaviours?

✓ Live inside feeds rather than consciously “going online”

✓ Platforms are emotional, social and tied to identity

✓ Trust is built through familiarity and repeated exposure, 

not credentials

✓ Buying comes later and is influenced by social proof, not 

direct selling

✓ Expect brands to entertain, reflect their world and blend 

in as content

16-24 25-45 45+

✓ Use the internet as a tool to make progress and informed 

decisions.

✓ Switch fluidly between inspiration, research, comparison 

and action

✓ Clear value propositions outperform clever or abstract 

creativity

✓ Trust is built through proof, outcomes and logical 

reasoning

✓ Accept retargeting when it adds relevance or saves them 

time

✓ Use the internet as a tool to make progress and informed 

decisions.

✓ Switch fluidly between inspiration, research, comparison 

and action

✓ Clear value propositions outperform clever or abstract 

creativity

✓ Trust is built through proof, outcomes and logical 

reasoning

✓ Accept retargeting when it adds relevance or saves them 

time

CO MM O N TR A IT S
CO MM O N TR AIT S CO MM O N TR A IT S

S E G M E N T I N G  T H E  U N S E G M E N T A B L E



How do we segment the contacts 

traditional segmentation can’t help 
with?
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IMAGE HERE

Identify them, and label them – The unsegmentable

Know what is missing - Plan out what data is missing 

for effective marketing 

SEGME NTI NG TH E U NSEGM ENT ABLE

Segmenting when there’s very 
little to go off

Treat them differently  - Avoid generic emails and 

create custom ‘getting to know you’ campaigns

Ensure you are confident of lawful basis of 

communication

RUL E 1

RULE 2

RUL E 3

RULE 4



SEGME NTA TIO N

Where do the key age groups spend their time online?

16-24 25-45 45+

S E G M E N T I N G  T H E  U N S E G M E N T A B L E



SEGME NTA TIO N
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CO MM O N TR AIT S CO MM O N TR A IT S CO MM O N TR AIT S
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Using paid platforms to reach these contacts via 

audience match can enable you to bring them in again 

with a new data capture rules

S E G M E N T I N G  T H E  U N S E G M E N T A B L E



S E G M E N T I N G  T H E  U N S E G M E N T A B L E

Name: Stephanie

Role: Marketer

Email: steph97@hotmail.com

Phone number: unknown

Using paid platforms to reach these contacts via audience match can enable you 

to bring them in again with a new data capture rules



S E G M E N T I N G  T H E  U N S E G M E N T A B L E

Name: Steph 

Role: Travel Marketer

Email: steph97@hotmail.com

Phone number: 07981128036

Sector: Travel

Now enriched with richer data which can then be segmented 

(with experiences also now matched across paid and email)



How can we create compelling 
content that gets noticed? And 
remembered.
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What could we learn from this clothing brand?



AUD IEN CE F IRST M ESSAGING

Know exactly who you’re talking to

Reformation. They don’t try to speak to everyone. They speak 

clearly to their ideal customer.

Shared cultural language. Emails reference pop culture, 

humour and internet lore their audience recognises instantly.

Identity over demographics. If you understand the message, 

you feel like it was made for you.



IMAGE HERE IMAGE HERE

AUD IEN CE F IRST M ESSAGING

Speak their language



AUD IEN CE F IRST M ESSAGING

Confidence in your audience



AUD IEN CE F IRST M ESSAGING

Lean into the culture



“Reformation isn’t just personalising with 
data. They’re personalising with identity.”
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Recognition of modern attention test 

your campaigns before you even press 

send.
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Artwork testing

Example 
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Artwork testing

Example 



Alicia Torres, Senior 

Marketing Manager

at Force24

ABO UT ME 

Implemented by subject matter experts who get you to the starting 

line quicker and have your back along the way

Done-for-you marketing automation

Built for complex, considered buying journeys that twist, turn and 

matter too much to leave to chance.

Designed for UK marketing teams driving high-

consideration sales

Dovetail sales and marketing touchpoints for smoother pipeline 

management.

Specialists in bringing your marketing & sales teams 

closer together

MAR KET ING AU TO MAT ION ,  D EL IVE RED

The Force24 approach
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