
Personalization Meets the Real World 
of Commerce in Five Steps
Now that we know what personalized 
content is, what it does, and where it’s 
going, it is worthwhile to think about how 
it actually works. Let’s use this example: 
Sally has a business. She sells seashells. 
She used to sell them by the seashore, but 
traffic and environmental concerns forced 
her to move inland. Now she runs Sallyco, 
a multi-national conglomerate that sells 
a host of seashell-based products. Her 
most popular product is commercial grade 
calcium carbonate, a derivative of seashells. 

Her main clients are in the construction 
industry, and they use her products 
in road and building construction. Her 
headquarters is far from the beach, but her 
website is optimized to sell to customers 
no matter what coast they’re on and 
worldwide. But Sally has a problem—her 
website doesn’t personalize content. She’s 
losing sales because her site’s visitors don’t 
feel a personal connection to Sallyco’s 
content. They’re turned off because they 
don’t see content that’s relevant to them. 

Sallyco’s offers are impersonal, the content 
does not meet their “pain points”, does 
not “solve” the problems they have, calls 
to action don’t reflect the realities or their 
customer journeys, etc. So they don’t buy. 

But Sally can re-invigorate her 
seashell business through offering 
personalized content and get back to 
the seashore (or her beach house). 
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Using Personas Gets Content Right First Time

Sallyco’s marketing team is further assisted 
because they can use Kentico’s Personas 
module to create personalized contact 
rules for each site visitor. They are able to 
organize quickly and easily what content 
each pre-defined persona sees. This can 
include anything her team wants, from 
a particular language or currency to industry-
specific material, offers, or messages 
regarding holidays. Sallyco’s team creates 

several different personas based on where 
their customers interact with the site. For 
example, when a customer finds the site 
and comes from a particular location (based 
on their IP address), Sallyco’s pre-created 
personas offer that customer specific 
material based on these and other criteria. 

Thus, when a prospective customer—let’s 
call him Evan—reaches Sallyco’s website 

with an IP address that places him in 
Australia, Sally knows that Evan should 
see content that reflects his location, so 
she offers Australian-specific language, 
references, currency, and shipping 
information from her closest shipping 
location to where he is. Sally knows that her 
site should offer Evan discounts on her top- 
selling product in his region, as a minimum. 

Building Foundations with Quality Content

First, Sallyco’s web development team 
works to personalize the content that 
reaches visitors that come to the site. 
Instead of offering the same material 
to visitors from every location, Sallyco 
uses Content Personalization features 
to make sure that each customer views 
content that is applicable to their unique 
customer context (e.g., their available 
demographic information from their 
IP address or the browser they’re 
using, or their site behavior from what 
they do when they are on the site). 

Sallyco’s Marketing team first works to 
produce content that resonates with her 
target consumers. Her team uses Web 
Analytics to determine what content is 
most accessed by visitors from various 
locations and the most-searched-for 
keywords, then works with her team to use 
Kentico’s A/B Testing tools to make sure 
that the materials (headlines, paragraphs, 
images, buttons, etc.) hit the right notes 
and avoid confusion between consumers in 
different markets that have different needs.
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Lead Scoring Distills Good Leads into Great Ones

Industrial-sized orders of crushed shells, 
the type that Evan needs for his project, 
are not a purchase made lightly. Sallyco’s 
Sales and Marketing teams know that 
these projects have a several-month 
period before purchases are made, and 
that sometimes sales happen or don’t 
happen for reasons out of their control. 
Sally and her team can now use Evan’s 
contact information to determine just 
how “hot” Evan is as a lead using Kentico’s 

Lead Scoring tools. This ranking starts with 
Evan’s first form completion, assigning 
him points based on where he is from and 
whether or not he provides information 
like his phone number and email address. 
Aft er that, Lead Scoring further scores 
Sallyco’s site visitors based on what 
they do on the site (download materials, 
visit certain pages of content, etc.). This 
automatically assigns a score to Evan 
based on his interactions with the site and 

determines how likely he is to buy, which 
helps Sally treat his interactions with the 
site accordingly. Luckily for Sallyco, Evan 
is an interested buyer with a live project 
that he needs to supply. Because his 
interactions with the site show he is a hot 
lead, she and her team know when to 
reach out directly to Evan with particular 
off ers that are targeted to the interests 
he’s shown, and the hotness of his lead.

When Personalization Takes Over, Results Happen

This brings Sallyco’s team to the crux of the 
matter. As we’ve discussed, the goal is to 
reach Evan, and anyone else like him, with 
personalized content that meets his needs 
based on not just where he comes from but 
also where he’s going and what he’s doing. 
In Kentico, delivering that personalized 
content is a matter of setting rules based on 
customer actions. Think of it as a “choose-
your-customer’s-adventure”—in advance. 
Sallyco’s team easily defines a series of 
cascading actions that take place based on 
Evan’s interactions with the site. Wherever 
Evan goes, a series of rules dictate what 
content he sees based on, for example, 

where he’s been on the site previously. The 
first “rule” in the string to be “activated” is 
the one that “controls” what Evan sees. For 
example, we know where he’s come from 
(geographically), but when he visits, let’s 
say, “Products” on Sallyco’s website, her 
team may have defined a rule that he’ll see 
products that are available for shipment 
at her warehouse in Australia or products 
that correspond to a search he does on the 
site. He may also see a list of whitepapers 
or helpful materials that cover materials’ 
use or conditions where he is. As he 
clicks products or moves through the site 
(seeking to evaluate Sallyco as a legitimate 

purveyor of seashells, for example), the 
created rules present content that reflects 
where he’s been, always with the first 
condition controlling the content provided. 

Because Sallyco’s team has created an 
eff ective content personalization rule-
set, Evan receives content that is relevant 
to his needs, keeps him interested, and 
helps him relate to the site. He provides 
further information, including his email, 
which allows Sallyco’s team to engage 
him further on a personal level. 
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Marketing Automation Nurtures Leads Into Sales

It is possible that Evan may do several 
months of evaluation before making his 
purchase. In that time, Sallyco can make 
full use of Kentico’s Marketing Automation 
features to nurture Evan as a lead. 
Marketing Automation allows Sallyco to 
reach out to Evan with specific content 
based on his customer journey. This could 
include content about how to use industrial 
calcium carbonate to construct roads and 
buildings more effectively and how to store 
it to prevent caking, thus damaging the 
project at hand. Because of his customer 
journey, and the interactions he’s had with 
the site itself, Sallyco knows that providing 
this information will be helpful to Evan and 
will keep him engaged and interested in 
buying. And all of this happens because 
the content is personalized to Evan’s needs. 
Evan buys Sallyco’s crushed sea shells. 

Evan received personalized content from 
the moment he initially visited Sallyco’s 
website. His location determined what 
content he would receive. Once he visited 
Sallyco’s site, his customer information 
was segmented based on his contact so 
that he continued to receive material 
that was specific to him. As he visited 
and revisited the site, his data became 
more exact, and Sallyco could achieve 
a clearer and more specific effort to reach 
him as a person with content, depending 
on the level of quality he had as a lead 
based on Lead Scoring. Finally, Marketing 
Automation was used to maintain his 
interest and nurture him as a lead until he 
was ready to buy. Sally, by virtue of using 
this personalized content, makes sales 
with greater efficiency and less effort—and 
can finally get back to the seashore.

Step
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to learn how Kentico EMS  
can accelerate your digital marketing success

www.kentico.com/Download-Demo

SCHEDULE A 1-ON-1 DEMO

Kentico is an all-in-one CMS, E-commerce, 
and Online Marketing platform that 
drives business results for companies 
of all sizes both on-premise or in the 
Cloud. It gives customers and partners 
powerful, comprehensive tools and 
customer-centric solutions to create 
stunning websites and manage customer 
experiences easily in a dynamic business 
environment.  The Kentico Web Content 

Management Solution’s rich selection 
of out-of-the-box web parts, easy 
customizations, and fully-documented API 
quickly gets websites operational. When 
combined with the full set of integrated 
solutions, including Online Marketing, 
E-commerce, Online Communities, and 
Intranet and Collaboration, Kentico 
fully optimizes the digital customer 
experience across multiple channels.

Founded in 2004, Kentico is a Microsoft 
Gold Certified Partner headquartered 
in the Czech Republic with offices in 
the US, UK, Netherlands, and Australia. 
Kentico has 1,000 digital agency partners 
and powers more than 25,000 websites 
across 100 countries. Customers include 
Bacardi, Twinings, Great British Chefs, 
Gibson, Mazda, Mighty River Power, Run 
and Become, Sony, and Vodafone.
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