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Introduction 

At one time, the act of customer personalization simply involved incorporating the 

recipient’s name in various parts of the communication. Thanks to ongoing technological 

innovations in customer segmentation and data mining, today’s enterprises now have 

access to more information about their customers than ever before. In parallel, consumers’ 

expectations are also shifting—people understand that their providers have access to a 

great deal of their personal information, and they now expect any communications to 

reflect this level of knowledge.  

Savvy businesses are learning how to leverage this knowledge to create truly personalized 

communications that reflect consumers’ preferences, needs, and behaviors. To further 

complicate matters, consumer preferences will change and evolve over time. As a result, 

business marketers must be flexible and stay informed about their customers so they can 

continue to deliver the best possible experience and foster brand loyalty. Armed with a 

wealth of personal information, enterprises have the ability to create trusted one-on-one 

relationships with each of their customers. By incorporating an increased level of 

personalization, businesses can improve the customer experience by delivering more 

relevant and valuable campaigns. This document cites recent research data from 

Keypoint Intelligence – InfoTrends (InfoTrends) to explore how personalization can increase 

the effectiveness of customer communications. 

Key Highlights 

 Personalization drives customer loyalty and engagement, and it is also a key factor in 

improving the effectiveness of direct mail. 

 According to InfoTrends’ research, about half of respondents spent much more time 

reviewing direct mail and direct marketing campaigns when they were personalized 

and relevant. 

 Improving targeting and personalization was the top direct marketing 

communications strategy among enterprises that planned to increase their direct 

market spending. 

 Consumers were generally more likely to follow up with a company that sent a 

personalized video rather than a generic one. 

 Personalized videos can be a great way to further engage existing customers, but a 

campaign that is based purely on personalized videos may not be the most effective 

strategy for attracting new customers. 
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Recommendations 

 Recognize the power of personalization. Personalization is a great way to improve the 

overall customer experience, foster loyalty, and establish a relationship between a 

business and its customers. Consumers understand that enterprises have access to 

more of their personal information than ever before, and they expect businesses to 

leverage this knowledge. For many consumers, personalization has become a 

requirement for delivering communications that get noticed and drive action. 

 Use increased personalization when marketing to younger demographics. Although 

InfoTrends’ research has consistently shown that consumers of all ages respond to 

personalization, individuals under the age of 35 are particularly likely to notice and 

engage with personalized communications. Personalization can be a great way to 

attract the attention of younger consumers. 

 If you use videos, make sure they are personalized! Personalized videos can be a 

great way to further engage existing customers and keep them coming back for 

more. Most consumers—regardless of whether they were already familiar with a 

business—were open to some level of personalization in the videos that they received. 

Consumers Notice Personalization! 

InfoTrends’ research has consistently shown that consumers notice personalization, and it 

often plays a key role on how they interact with transactional and marketing 

communications. Earlier this year, InfoTrends conducted a survey of 4,000 consumer 

respondents in North America and Western Europe. When these respondents were asked 

how their transactional communications providers could make them more engaged and 

loyal customers, rewards and discounts were the most popular answers. At the same time, 

however, personalization was also a key factor—29% of respondents noticed personalized 

offers and another 25% appreciated a personalized experience. 

Figure 1: Personalization Increases Engagement and Loyalty 

 

  

How can your providers make you a more engaged and loyal customer? (Top Responses)
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Personalize offers based on behavior/profile/historical data
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Let me select my communication preferences
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Multiple Responses Permitted

N = 4,000 Consumer Respondents in North America and Western Europe
Source: Annual State of Transactional Communications: Consumer Survey, Keypoint Intelligence – InfoTrends 2018
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Personalization was also a key factor for improving transactional communications that 

were sent via direct mail. Over a third of respondents stated that transactional 

communications sent via direct mail could be improved by making them more relevant, 

and personalization is a critical component of relevance. 

Figure 2: Personalization Improves the Effectiveness of Direct Mail 

 
 

According to InfoTrends’ most recent marketing communications research, about half of 

total respondents spent much more time reviewing direct mail and direct marketing 

campaigns when they were personalized and relevant. It should also be noted that 

younger generations were more likely to pay attention to messaging when it was 

personalized. This was true for direct mail as well as digital communications. 

Figure 3: Consumers Spend More Time with Personalized Direct Mail

 

 

  

How can your providers improve the transactional communications they send via direct mail? (Top Responses)
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Multiple Responses Permitted

N = 4,000 Consumer Respondents in North America and Western Europe
Source: Annual State of Transactional Communications: Consumer Survey, Keypoint Intelligence – InfoTrends 2018
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What is your level of agreement with the following statement?

— “I spend much more time reviewing direct mail that is personalized and relevant to me than I do with generic direct mail.”

N = 4.000 1,557 1,757 686
Base: Total Consumer Respondents in North America and Western Europe

Source: Annual State of Marketing Communications: Consumer Survey, Keypoint Intelligence – InfoTrends 2017
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Figure 4: Consumers Spend More Time with Personalized Digital Marketing Campaigns 

 

As was shown in the previous Figures, consumers—especially younger ones—will spend 

more time reviewing personalized content than generic content. The Tables below 

illustrate that personalization also plays a key role in prompting younger consumers to 

engage with communications. When respondents were asked to specify the factors that 

made them most likely to engage with direct mail and marketing e-mails, personalized 

content was the top response for individuals between the ages of 18 and 34. 

Table 1: Personalization Increases Engagement with Direct Mail 

Which factors make you most likely to engage with direct mail? (Top 3 Responses) 

 Ages 18 to 34 Ages 35 to 54 Ages 55+ 

1 Personalized content (48%) Familiar/trusted sender (57%) Familiar/trusted sender (66%) 

2 Familiar/trusted sender (47%) Relevance (51%) Relevance (56%) 

3 Relevance (45%) Personalized content (44%) Personalized content (37%) 

Source: Annual State of Marketing Communications: Consumer Survey; Keypoint Intelligence – InfoTrends 2017 

Table 2: Personalization Increases Engagement with Marketing e-Mails 

Which factors make you most likely to engage with marketing e-mails? (Top 3 Responses) 

 Ages 18 to 34 Ages 35 to 54 Ages 55+ 

1 Personalized content (47%) Familiar/trusted sender (54%) Familiar/trusted sender (66%) 

2 Relevance (43%) Relevance (49%) Relevance (49%) 

3 Familiar/trusted sender (42%) Personalized content (40%) Personalized content (39%) 

Source: Annual State of Marketing Communications: Consumer Survey; Keypoint Intelligence – InfoTrends 2017 
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What is your level of agreement with the following statement?
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N = 4.000 1,557 1,757 686
Base: Total Consumer Respondents in North America and Western Europe

Source: Annual State of Marketing Communications: Consumer Survey, Keypoint Intelligence – InfoTrends 2017
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Enterprises are Capitalizing on the Opportunity 

Personalization clearly attracts consumers’ attention and increases their engagement. 

InfoTrends’ business research confirms that savvy enterprises are using the power of 

personalization to their advantage.  

Of the 600 enterprises that participated in InfoTrends’ most recent Transactional 

Communications research, nearly 32% considered improving the customer experience as 

the most important business objective in their transactional communications strategy. Of 

these respondents, over half (56%) planned to improve the customer experience by 

delivering more personalized and targeted communications. In addition, nearly 43% 

intended to improve the customer experience by creating a more personalized and 

targeted cross-channel experience.  

Figure 5: Personalization is Key to Improving the Customer Experience 

  

How do you plan to improve the customer experience?
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Support new delivery and payment channels
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N = 190 Business Respondents in North America and Western Europe that consider improving the customer experience to be their most important objective
Source: Annual State of Transactional Communications: Enterprise Survey, Keypoint Intelligence – InfoTrends 2018
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InfoTrends’ marketing communications research paints a similar picture. Of the 600 total 

enterprise respondents that completed this survey, nearly three-quarters planned to 

increase their direct market spending over the next two years. Among these respondents, 

improving targeting and personalization was the top direct marketing communications 

strategy. 

Figure 6: Top Direct Marketing Priority 

 
 

  

Which of the following represents your top priority relative to your direct marketing communications strategy? 
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N = 449 Business Respondents in North America and Western Europe that plan on increasing direct market spending
Source: Annual State of Marketing Communications: Enterprise Survey, Keypoint Intelligence – InfoTrends 2017
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Personalization Matters in Videos Too! 

Although personalization clearly improves the effectiveness of transactional and marketing 

communications, its power does not stop there. According to InfoTrends’ research on 

personalized video from earlier this year, nearly 70% of total respondents were somewhat 

or much more likely to follow up with a company that sent a personalized video rather 

than a generic one. As shown in the Figure below, younger respondents and early 

adopters of technology were especially likely to respond to personalization in videos that 

their providers sent them. 

Figure 7: Personalized Videos Encourage Follow-Up 

 

As with all forms of communication, though, personalized videos must be used correctly to 

be effective. When respondents to this same survey were asked about the levels of 

personalization they were comfortable receiving, their preferences varied based on their 

existing relationship with the company that sent the video. For example, although nearly a 

quarter of respondents preferred no personalization in a video from an unfamiliar 

company (e.g., a company they had not done business with in the past), only 10% felt the 

same about a video from a familiar company that they already did business with. 

Furthermore, a greater share of respondents were more comfortable with all types of 

personalization when they came from a familiar company. At the same time, however, it is 

important to note that the majority of consumers—regardless of whether they were 

already familiar with a business—were open to some level of personalization. 
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Figure 8: Comfort with Personalization 

 
 

This points to the importance of establishing a relationship with a consumer. Personalized 

videos can be a great way to further engage existing customers and keep them coming 

back for more, but a campaign that is based purely on personalized videos may not be 

the most effective strategy for attracting new customers. When working with new 

customers, personalized videos should be part of a broader marketing mix that also 

includes direct mail and digital communications.  
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InfoTrends’ Opinion 

Today’s consumers understand that their providers have access to a great deal of their 

personal information, and they expect business communications to reflect this level of 

knowledge. To deliver the best possible experience and foster loyalty, business marketers 

must stay informed about their customers’ changing behaviors and preferences.  By 

incorporating an increased level of personalization, businesses can improve the customer 

experience by delivering more relevant and valuable campaigns. Cutting across a 

number of InfoTrends’ surveys, the message is clear—personalization gets noticed, 

increases customer engagement, and drives action! 
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Download our mobile app to access to our complete service repository through your mobile devices.  

  

This material is prepared specifically for clients of Keypoint Intelligence. The opinions expressed represent our interpretation and analysis 

of information generally available to the public or released by responsible individuals in the subject companies. We believe that the 

sources of information on which our material is based are reliable and we have applied our best professional judgment to the data 

obtained. 

 

 

 
 

 

a
u

th
o

rs
 

mailto:marketing@infotrends.com
mailto:marketing@infotrends.com
mailto:eve.padula@keypointintelligence.com
http://twitter.com/epadula
http://www.linkedin.com/in/evepadula/
mailto:david.stabel@keypointintelligence.com
https://twitter.com/davidstabel
http://www.linkedin.com/in/davidstabel
https://itunes.apple.com/us/app/keypoint-infocenter/id1326984347?mt=8
https://play.google.com/store/apps/details?id=com.keypointintelligence.infocenter

