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About us

Dotdigital is a leading all-in-one marketing automation and 
personalization platform that empowers businesses to deliver 
personalized customer experiences across email, SMS, social, 
retargeting, and web. Combining the insights from unified 
customer data with drag-and-drop campaign automation and 
personalization tools, Dotdigital helps brands engage their target 
audience and drive revenue.

About Hitting the Mark

To provide valuable insights into the current marketing landscape, 
Dotdigital regularly publishes Hitting the Mark, a cross-channel 
marketing report. In this twelfth edition of the report, we’ve 
provided a deep dive into the marketing performance of 100 
global brands. By analyzing data collection, personalization, email 
marketing, and campaign design, this edition identifies strengths, 
weaknesses, and emerging trends in the industry. Marketers can 
leverage these insights to benchmark their strategies, identify 
areas for improvement, and stay ahead of the competition.
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Regions that have had a mobile-first leaning 
for longer are notably better at mobile number 
collection for the likes of SMS and WhatsApp. 
In APAC, we found that 33% of brands already 
collect this data on-site. The industry is making 
it easier to connect with consumers across 
mobile channels so it is key that brands who 
don’t have a mobile acquisition strategy catch 
up quick. 

Besides shedding light on areas of opportunity 
for the marketing community, this report also 
showcases best practice at large. Brands across 
the UK and Europe in particular showcased a knack 
for compelling campaign design, for example.  
 
As I joined Dotdigital seven years ago, I remember 
finding a printed (the shame) copy of Hitting the 
Mark in the reception area as I was waiting for my 
final interview to take place. It boasted 255 pages 
and told me I was about to go work for a company 

that has it’s finger on the digital marketing pulse. 
Today’s greener (exclusively digital) edition of 
Hitting the Mark reflects the numerous plates we 
marketers spin. As our CMO tracker report recently 
revealed, an increasing number of marketing teams 
(now standing at 33%) are expected to own the 
customer experience end-to-end, encompassing 
website too. 
 
Ultimately, good marketing should put your best 
foot first and nurture customer relationships that 
last. So, whether you use Hitting the Mark as a 
creative lookbook, a way to benchmark your own 
practices, or a reminder of what’s possible, we hope 
you enjoy the read and find the insights actionable.
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Executive summary
This edition of Hitting the Mark will be landing in one of the busiest times of the year 

for brands all over the world; widely abbreviated to BFCM (that’s Black Friday Cyber 

Monday for the uninitiated), only to be closely followed by Holiday which is the final 

home run before January sales start. And what better time of year to distinguish the 

cream from the crop and earmark excellence in a world that is noisier than ever. I’ll 

explain why.

Research shows that the BFCM craze is creeping 
forward, with discounting starting sooner than 
each preceding year. We consumers are addicted 
to a good sale and brands know it. And whilst a 
discount might bring us together, it’s not the glue 
that keeps us together. Many brands find this 
time of year a great opportunity to acquire new 
customers with enticing offers. What happens 
thereafter will determine whether these same 
shoppers will come back and become loyal brand 
advocates who don’t just turn up when there’s a 
discount going. Running successful marketing 
campaigns goes beyond price and, done well, helps 
protect profit margins and long-term customer 
lifetime value.  
 
Let’s snap back to the report in hand. Our 
researchers here at Dotdigital (read: content 
marketing team by day, arbiters of all-things-
marketing by night) found, there is more to good 
marketing than meets the eye, even if we do like 
campaigns that look the part.  
 
In this edition of Hitting the Mark, we have 
broadened the scope of our research for full
 customer journey coverage. From when a customer 
first discovers your brand on-site or social all the 
way to cart and conversion. We also paid special 

attention to data capture practices and how 
personalized campaigns were as a result.

Key findings from the report include:

There is a clear correlation between local data 
regulations and brands’ propensity to capture 
customer data. The Americas fared best in 
terms of data collection with 26% of brands 
capturing zero-party data across the customer 
journey, that clearly still points to room for 
improvement though. A combination of data 
regulation changes can lead to FUD (read: fear, 
uncertainty, doubt) and inaction, when instead 
they should lead to the right action. Conscious 
and transparent data collection practices 
should help marketers serve better customer 
experiences and are in the consumer’s interest.

 
Examples of good cross-channel personalization 
practices are hard to find and is where 
competitive advantage is at stake. Fewer than 
10% of brands are turning their data collection 
practices into personalized experiences which 
suggests many are struggling to make their data 
actionable and deploy them cross-channel. This 
can point to a myriad of challenges which often 
take the shape of data siloes or data hygiene 
issues.

Chief Marketing Officer
Dotdigital

Juliette Aiken
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Methodology
To reach the insights of this year’s Hitting the Mark report, our researchers analyzed 

the websites and marketing campaigns of more than 100 brands across the world. 

We focused on five industries:  

Over a four-week period, our researchers actively engaged with the brands’ email marketing 
campaigns and websites, simulating the behavior of real customers. 

Website

We scrutinized websites for their search 
functionality, wishlist options, accessibility of 
sustainability policies, and , live chat features, and 
much more.

 
Data collection

We evaluated brands’ data collection practices, 
including the range of data gathered, the methods 
used, and the adoption of preference centers. We 
also analyzed the types of data being collected, 
such as location, interests, and SMS numbers. 

Personalization

We assessed how brands are leveraging data to 
create relevant and engaging campaigns. Beyond 
first-name personalization, we explored the use 
of customer reviews, product recommendations, 
and dynamic imagery to enhance the customer 
experience.

Email best practice

We evaluated brands’ adherence to essential 
email marketing principles, such as friendly “from” 
names, clear unsubscribe processes, and view-in-
browser links.

Campaign content

We analyzed the quality and relevance of email 
content, including the copy, balance of editorial and 
promotional content, use of FOMO language, and 
effectiveness of subject lines.

Campaign design

We assessed the visual appeal and effectiveness 
of email designs, considering factors such as 
white space, above-the-fold CTAs, image usage, 
and mobile responsiveness.

Key areas of evaluation included:
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By immersing themselves in the customer experience, our researchers gained valuable 

insights into the strengths and weaknesses of the brands’ digital marketing strategies. 

5 industries

Food, drinks, 
and grocery

Health and
lifestyle

Travel Events and
hospitality

B2B



Whether you’re a seasoned marketer 

or just starting out, this report is packed 

with valuable insights to help you hit the 

mark in your marketing. Let’s dive in and 

discover what the top brands are doing 

to succeed.
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Introduction
Welcome back to the twelfth edition of Hitting the Mark, Dotdigital’s cornerstone 

research-based report exploring the latest trends and best practices in marketing. In 

this year’s report, we’ve delved deep into the digital strategies of 100 leading brands 

worldwide. Our goal is to provide you with actionable insights and inspire you to 

elevate your marketing game. 

In this edition of Hitting the Mark, we’ve zeroed in on the foundational moments that shape the customer 
experience. From the initial web visit to the conversations that follow, we explore how brands optimize these 
early touchpoints, leverage data collection, and create campaigns that drive loyalty. Headline categories 
include:
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Website

We’ve scrutinized everything from search 
functionality and wishlist options to the 
accessibility of sustainability policies and live chat. 
A great website isn’t just about aesthetics; it’s 
about creating a seamless user journey that drives 
conversions.

 
Data collection

How are brands harnessing the power of data? 
We’ve evaluated the range of data collected, the 
methods used, and the adoption of preference 
centers. We also looked at the types of data being 
gathered, such as location, interests, and SMS 
numbers.

Campaign  content

The content of your emails can make or break our 
campaign. We’ve analyzed the copy, the balance of 
editorial and promotional content, the use of FOMO 
language, and the effectiveness of subject lines.

 

Personalization

In the era of always-on information consumption, 
personalization is key. We’ve assessed how 
brands are turning data into personalized, relevant 
experiences, and human-to-human marketing. 
Beyond first-name personalization, we’ve 
explored the use of customer reviews, product 
recommendations, and dynamic imagery to 
enhance the customer experience.

Email best practices

Email marketing remains a cornerstone of 
marketing strategies. We’ve evaluated brands on 
their adherence to essential elements like friendly 
“from” names, clear unsubscribe processes, and 
view-in-browser links.

Campaign design

A visually appealing email can capture attention 
and drive engagement. We’ve assessed brands 
on their use of white space, above-the-fold CTAs, 
image usage, and mobile responsiveness.



Key findings
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Let's dive into the most impactful findings. 

Here we summarize how the 100+ brands 

that we analyzed fared in our research. 

Collected  

zero-party data

Data collection best practice adoption
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unsubscribe process

65%

78%
Used “friendly” 
from names
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Had compelling 
subject lines
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BIMI
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Utilized pre-header 
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subject lines
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Had a preference center

40%

16% of brands 
communicated the benefits 
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Had only 
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Had live chat 
agents
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Optimized for 
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There is a need for transparent 

sustainability practice

Sustainability is a growing concern for consumers, 
especially younger generations. Yet, only 24% 
of brands have a clear and easily accessible 
sustainability policy on their website. 
 
Partnering with businesses that share your values 
can help you achieve your sustainability goals 
without greenwashing. Dotdigital is a carbon-
neutral CXDP, and we can help you ensure your 
marketing practices meet the highest standards.

By prioritizing website functionality, investing 
in chat features, and demonstrating your 
commitment to sustainability, you can create a 
more engaging and effective online experience for 
your customers.
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Website
Your website is the digital face of your brand. It’s the first impression customers get 

and the place where they’ll decide if they’re going to stick around. Getting the website 

experience right is crucial to driving conversions and building customer loyalty. 

 

We evaluated brands’ websites for essential features such as search and wishlist 

options, the clarity of privacy and sustainability policies, the availability of chat support, 

and the ability to create user accounts.

Customer profiling is key, yet many 

overlook the potential of anonymous 

data

We found that 77% of brands have account log-
in prominently displayed on their website. This 
indicates a growing trend to prioritize customer 
profile building. While this is good practice, visitors 
need to be given a reason to create an account 
at all, especially pre-purchase. There are softer 
approaches to profile building which our research 
found are underutilized. Just 24% of brands offer 
wishlist functionality on their website, for example. 
Allowing visitors to earmark their favorites can be 
an engaging way to capture interests in the lead up 
to profile creation. 

Other ways you can personalize the customer 
experience before you’re on a first-name 
basis include geotargeting and product 
recommendations. Only 29% of brands surveyed 
allow visitors to specify their location, and 
just 11% made an attempt to identify visitors’ 
locations automatically. Finally, encouraging sign-
ups by displaying your newsletter subscription 
more prominently means that all the previously 
anonymous browse behavior can now be 
appended to their newly created profile. 

Conversational commerce is rising 

slowly

Chat has become a popular feature on websites, 
with 40% of brands now offering it. However, 
there’s still room for improvement. Only 15% of 
those with chat offered the opportunity to speak to 
live agents in the widget, which is a major missed 
opportunity.

 
Chat is a powerful tool for providing customer 
service and removing barriers to conversion. A 
mix of AI-powered chatbots and human agents 
can provide the best of both worlds. Chatbots can 
handle routine inquiries, while live agents can step 
in for more complex issues. 
 
 

1
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Live chat

Lola’s Cupcakes
Lola’s Cupcakes combine AI-powered 
chatbots for quick queries and human 
agents for complex issues, providing 
a seamless and efficient customer 
experience, driving conversions and 
boosting customer satisfaction.

16

W E B S I T E

Sustainability 

P.E Nation
This easily accessible sustainability 
webpage showcases P.E Nation’s B-Corp 
certification. By openly sharing its 
certification, the brand aligns itself with 
eco-conscious consumers, fostering 
trust and loyalty, demonstrating the 
power of values-driven marketing.

Account creation

Peek
Peek prioritizes account creation over 
email subscriptions, recognizing the 
stronger intent signal. However, this 
approach may deter less committed 
visitors. A balanced strategy could 
optimize both short-term conversions 
and long-term customer engagement.



Give customers a choice of channels 

for stronger relationship building

Whilst SMS has proven to be an effective 
conversion driver,  73% of brands don’t collect SMS 
numbers. We live in an inter-connected, always-
on world; customer journeys are no longer one-
size-fits-all. Offering a variety of communication 
channels optimizes your chances of reaching 
customers at the right time, on the right platform. 

Think of email and SMS as a dynamic duo. Emails 
can paint a detailed picture, while SMS delivers 
time-sensitive, bite-sized updates. Remember, 
choice is king. Don’t force customers to surrender 
their information. Offer both options and explain 
the benefits. You’re more likely to see a subscriber 
opt-in to both channels if they understand the value 
you’re offering.
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Data collection
This year’s Hitting the Mark research uncovers a crucial tactical blindspot hindering 

many brands’ ability to personalize. Our evaluation of the data collection tactics of 100 

brands across the globe revealed an overall score of just 22%. This means a significant 

proportion of brands are missing out on the essential material required to drive 

personalized customer journeys, conversion, and ultimately, customer loyalty.  

Brands must focus on zero-party data 

collection 

Our research unveiled a surprising statistic: only 

46% of brands collect zero-party data at sign-

up or through preference centers. Zero-party 

data is a gold mine of information customers 

willingly share – their preferences, interests, and 

communication choices. This data is essential 

for crafting personalized experiences that 

resonate. 

Making matters harder, only 40% of brands have 

a preference center. This is a non-negotiable 

tool for gathering zero-party data and building 

strong customer relationships down the line. It 

is a communication hub, offering clear options 

for subscribers to tailor their experience. 

Driving customer attention to it in your welcome 

programs, account settings, and email footers 

ensures you’re collecting this vital form of 

customer data and shows you care about their 

choice.  

Trust building is essential for efficient 

data collection

While 46% of brands collect zero-party data, a 

mere 16% of brands communicate the value of 

data sharing.

 

Transparent and compliant data handling is the 

cornerstone of responsible marketing. Similarly, 

open and honest communication about what 

data you need, why you need it, and the benefits 

for the subscriber is an essential part of that. 

When you demonstrate respect for customer 

data, you build trust and encourage them to 

share willingly. In turn, this will enable you to 

deliver targeted, personalized marketing that 

converts. 

2
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SMS subscription

Drybar
Drybar effectively utilizes incentivized 
popovers to capture SMS numbers. 
By offering a compelling incentive, the 
brand encourages customers to opt-in, 
expanding its SMS marketing reach and 
driving revenue.

20

D ATA  C O L L E C T I O N

Preference center

T2 Tea
T2 Tea leverages email to gather valuable 
customer data. By allowing subscribers 
to customize communication channels, 
frequency, and content, the brand can 
deliver highly personalized experiences, 
enhancing customer engagement and 
satisfaction.



Adoption rates for web personalization 

tactics are extremely low

Your website offers a unique opportunity to 

create personalized experiences for each visitor. 

By tailoring content, images, and messaging 

based on factors like first name or location, you 

can make customers feel like you’re speaking to 

them directly. 

 

However, our research found that many brands 

still need to leverage the power of data effectively. 

While personalization is a powerful tool, it 

requires careful data collection and analysis. 

Unfortunately, 98% of brands aren’t even using 

the most basic forms of personalization on their 

websites, including ‘welcome back’ messages or 

location-based content. This missed opportunity 

highlights the need for marketers to adopt a data-

driven approach to creating relevant and engaging 

customer journeys.
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Personalization
While brands are clearly investing in improving their web experiences, personalization 

remains a glaring oversight. Our research revealed that personalization is the lowest-

scoring category globally, with brands achieving a meager 8%. This significant gap 

underscores the missed opportunities created by poor data utilization. As a result, 

brands are missing moments where they can form deeper customer connections that 

drive conversions.

Brands must use social proof to 

improve the relevancy of content 

One of the most effective ways to personalize 

the customer journey is through social proof. 

By incorporating user-generated content (UGC) 

and reviews, brands can make their content 

more relatable and authentic. It’s human-to-

human marketing at its core. In fact, a study 

by Trustpilot found that 66% of customers are 

more likely to purchase a product based on the 

presence of social proof, making it an invaluable 

resource. 

 

However, our research showed that while 

a number of brands are already leveraging 

social proof, there’s still a long way to go. 19% 

of brands are featuring UGC and reviews on 

their homepage, and 26% are using social 

proof on conversion pages. To truly streamline 

the customer journey and optimize page 

conversions, implementing reviews is essential.  

First name personalization is most 

popular in email marketing

When it comes to email marketing, first name 

personalization is a no-brainer. It’s a simple yet 

effective way to make customers feel valued and 

recognized. Yet, only 21% of brands are using 

this tactic. 

 

While first name personalization is a good 

start, there’s potential for even more targeted 

approaches. We enjoyed the experience of 

other brands experimenting with interest-based 

personalization, location-based personalization, 

and personalization based on user actions, 

but adoption rates are still low. These more 

advanced techniques can deliver even more 

relevant content to customers and are simple 

to implement when you have an effective 

preference center in place.

3
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First name personalization

Air New Zealand
Air New Zealand excels in personalized 
email marketing. By addressing 
subscribers directly, the brand creates 
a more intimate connection, making 
each email feel tailored and relevant, 
enhancing the overall customer 
experience. 

24

P E R S O N A L I Z AT I O N

Social proof

Huel
Huel employs social proof tactics 
to foster instant engagement. By 
showcasing expert testimonials, 
Trustpilot reviews, and social media 
shares, it humanizes the brand, building 
trust and encouraging user interaction.
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Unsubscribe feedback is essential for 

improving results 

Finally, we found that many brands are neglecting 
an essential aspect of email marketing: the 
unsubscribe process. A well-designed unsubscribe 
process can provide valuable insights into your 
audience’s preferences and help you optimize 
your campaigns. However, 75% of brands were 
not collecting feedback during the unsubscribe 
process.

By asking subscribers why they’re unsubscribing, 
you can identify areas where you can improve your 
content, frequency, or targeting. This information 
can help you tailor your emails to the preferences 
of your remaining subscribers and avoid losing 
more customers.
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Email best practice
Email marketing, despite the rise of social media and messaging apps, remains an 

essential channel in marketing strategies. It’s a direct, personal channel that allows 

brands to build relationships with customers, drive conversions, and foster loyalty. But 

to maximize its potential, it’s essential to adhere to best practices that ensure your 

emails are delivered, opened, and engaged with. 

 
In our research, we evaluated everything from list acquisition tactics and welcome emails to view-in-browser 
links and the unsubscribe process. These are the essential features that help you create effective campaigns 
that resonate with your audience and deliver results.

Popovers are an under-utilized 

acquisition tactic

While email marketing is a powerful tool, it 
starts with building a list of subscribers. One 
effective way to grow your list is through the use 
of popovers. Yet, our research found that only 
34% of brands were utilizing popovers or placing 
newsletter subscriptions prominently (above the 
fold) on their website. 
 
Popovers are those small, often animated pop-ups 
that invite visitors to subscribe to your email list. 
They are highly effective because they capture 
attention and provide an immediate opportunity for 
conversion.  
 
As well as missing these early chances to convert 
website visitors into email subscribers, we also 
discovered that less than a third (28%) of brands 
were using incentive-driven acquisition tactics, 
such as offering exclusive discounts or content, to 
encourage sign-ups. This strategy demonstrates 
the value your brand offers to subscribers, is a 
proven conversion driver, and should be adopted 
widely by brands seeking to increase their 
marketing lists. 

Brands are not implementing BIMI in 

the inbox

Another area where many brands are falling short 
is in implementing Brand Indicators for Message 
Identification (BIMI). This authentication standard 
allows brands to display their logo in the inbox, 
improving brand recognition and trust. However, 
our research revealed that only 6% of brands were 
utilizing BIMI. 
 
BIMI is crucial for building a strong sender 
reputation and ensuring your emails reach the 
inbox. Without it, your emails may be flagged as 
spam or your brand may be misrepresented. By 
implementing BIMI, you can enhance your brand’s 
visibility and credibility.

4
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BIMI

Trip Drinks and Yakima 
Valley Hops
These brands stand out by implementing BIMI, 
a rarely adopted practice. By displaying their 
logos in the inbox, they increase visibility and 
recognition, making a strong first impression 
and elevating their email marketing game.
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E M A I L  B E S T  P R A C T I C E

Onsite popover

Grenade
Grenade effectively uses incentives 
to drive email subscriptions. By 
offering immediate benefits, the brand 
establishes a value exchange, ensuring 
subscribers feel rewarded for sharing 
their information and fostering long-term 
brand loyalty.
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FOMO language is not an all-or-

nothing tactic

FOMO (fear of missing out) tactics can be effective 
when used sparingly. However, our research 
found that FOMO language was an all-or-nothing 
approach. 75% of brands didn’t use it at all, while 
the remaining 25% relied heavily on FOMO phrases 
like “last chance”, “flash sale”, and “limited time 
only”.

 
Overusing FOMO language can lead to 
desensitization and diminish the impact of your 
messages. It’s important to use it strategically 
and only when it genuinely adds value to your 
offer. By finding a balance between urgency and 
authenticity, you can create compelling campaigns 
that drive results without sacrificing your brand’s 
reputation.
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Campaign content 
As a marketer, you juggle countless responsibilities. From strategy to execution, 

there’s always something to attend to. And while email marketing might seem like a 

straightforward task, crafting compelling content can often be an afterthought. But 

the words you choose and the way you deliver them play a crucial role in building 

relationships with your audience. 

 
Email marketing is more than just a transactional tool. It’s an opportunity to connect with your customers 
on a personal level and foster loyalty. Effective content can turn subscribers into brand advocates and drive 
conversions. 

Lack of editorial email content affects 

customer loyalty

Our research revealed a significant gap in editorial 
content. Only 15% of brands sent editorial 
campaigns, such as newsletters, blog digests, or 
curated content. 
 
Editorial content is a powerful way to build 
relationships with your audience. By sharing 
stories, tips, and insights, you can position your 
brand as a trusted resource and demonstrate your 
expertise. Whether it’s industry news, behind-the-
scenes glimpses, or customer success stories, 
editorial content can help you connect with your 
audience on a deeper level. 

Subject line personalization is 

seriously underused

Personalization is a key ingredient in effective 
email marketing. Yet, our analysis found that 
only 20% of brands were using first-name 
personalization in their subject lines (not to be 
confused with the 21% using it in-body email copy). 
Given that 46% of brands were collecting zero-
party data including first and last names, there’s a 
clear opportunity to leverage personalization more 
effectively. 
 
A personalized subject line can make a significant 
impact on open rates. It shows that you’re paying 
attention to your subscribers and that you value 
their individual needs. It’s a simple yet powerful 
tactic that can help your emails stand out in a 
crowded inbox.

5
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Personalization & FOMO in subject lines

Email inbox
Brands often adopt an all-or-nothing approach 
to personalization and FOMO tactics. While 
Woolworths consistently uses first-name 
personalization, and Donald Russell leverages 
FOMO language, these tactics should be 
strategic. Overuse can diminish their impact. 
Effective email marketing requires a balanced 
approach, employing these techniques 
thoughtfully to maximize engagement and 
conversions. 
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C A M P A I G N  C O N T E N T

Editorial content

allplants
allplants utilizes editorial emails to 
effectively communicate the value and 
nutritional benefits of its unique product 
offerings. By adopting a storytelling 
approach, the brand builds trust, driving 
conversions and fostering brand loyalty.

Science in Sport
Science in Sport leverages editorial 
emails and preference segmentation 
to deliver highly targeted content. By 
tailoring messages to specific audience 
segments, the brand reinforces its 
position as a leader in its field.
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Use dynamic images to grab attention

Dynamic imagery, such as GIFs, videos, and 
countdown timers, can add a captivating element 
to your emails. We’ve found that brands can 
enjoy a 40% increase in conversion rates simply 
by employing dynamic content timers. However, 
our research found that only 21% of brands were 
utilizing these elements.

 
Dynamic imagery can help your emails stand out 
in a crowded inbox. It can grab attention, convey 
emotion, and create a sense of urgency. Overall, 
including dynamically engaging imagery can 
enhance the impact of your email campaigns. 
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Campaign design
We live in a visually driven world. As a result, email design plays a critical role in 

capturing attention and driving engagement. With seconds to make an impression, a 

well-designed email can be the difference between a click and a delete. A thoughtfully 

planned email design not only enhances the aesthetic appeal but also improves 

readability, usability, and overall effectiveness. 

Brands risk losing customers with 

image-heavy emails 

Our research found that 50% of brands were relying 
heavily on image-based campaigns. While images 
can enhance visual appeal, it’s essential to use 
them strategically. Over-reliance on images can 
lead to numerous inbox issues, such as content 
clipping and missed calls to action, especially 
when emails are viewed on devices or by email 
clients with image blocking enabled. 
 
To avoid these pitfalls, it’s essential to strike a 
balance between images and text. Ensure your 
email has a strong textual foundation that conveys 
the key message, even if images are not displayed. 
This is particularly important if you’re using a 
heavy email template, as templates exceeding 
100KB can result in content being cut off in Apple 
and Gmail inboxes. 
 
By carefully balancing images and text, and 
optimizing your email’s overall weight, you can help 
ensure that your message is delivered in full and 
has the desired impact. 
 

CTAs need to be placed above-the-

fold for higher conversion rates

The call to action (CTA) is the most important 
element of your email. It’s the action you want 
your subscribers to take, whether it’s making a 
purchase, signing up for a webinar, or downloading 
a resource. Yet, our analysis revealed that less than 
half (45%) of brands were placing CTAs above the 
fold.    
 
Above-the-fold CTAs are prime real estate for 
quick conversions. When subscribers see a clear 
and compelling CTA immediately upon opening 
the email, they’re more likely to take action. Think 
of your email like a webpage: you want to guide 
subscribers to the desired action without forcing 
them to scroll.

6

https://www.freshrelevance.com/resources/case-study/awaze/
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Above the fold CTAs

Bulk
Bulk’s email template features eight 
prominent above-the-fold CTAs, with 
seven stylized as a navigation bar. 
This strategic approach maximizes 
conversion opportunities by presenting 
multiple clear calls-to-action, guiding 
recipients towards desired actions.

Dynamic images

Olive Garden
Olive Garden’s interactive “click to reveal” 
quiz is a fun and engaging example of 
dynamic content and email gamification. 
By encouraging interaction they 
effectively keep their brand top of mind 
and drive future engagement.

36

C A M P A I G N  D E S I G N

Images on vs. images off

Oreo - Mondelez 
International, Inc. 
Image-only email templates can seriously 
hinder effective communication. While visually 
appealing, they rely heavily on images, which 
may not load or will negatively effect those 
using screen readers.
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10% of brands collected location data, but 
unfortunately no brands leveraged it to 
personalize their websites or emails. This 
represents a significant missed opportunity, 
as convenience and locality are key factors in 
consumer decision-making. By tailoring content 
based on location, brands can provide a more 
relevant and personalized experience. 
 
The food, drink, and grocery industry has 
demonstrated its ability to thrive in the always-
on digital age we live in. By investing in data-
driven personalization, brands can further 
strengthen their market position and deliver 
exceptional customer experiences.

The food, drinks, and grocery industry also 
demonstrated a commitment to providing strong 
website experiences, scoring 50% in this category. 
A well-designed website is crucial for attracting 
and retaining customers in the competitive food, 
drink, and grocery landscape. 

While the industry ranked third overall in data 
collection, it showed a promising inclination 
toward data-driven marketing. 35% of brands 
collected SMS data, 40% had preference centers, 
and 55% collected zero-party data.  
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Food, drinks, & grocery

The food, drinks, and grocery market is growing fast. By 2025, sales are expected to 

reach $12 trillion in the US alone. It’s a highly competitive industry but there is a lot of 

potential for new products and services.  
 
Consumers are becoming more and more demanding, which means marketers have to work harder to grab 
their attention. There is an appetite for innovative and engaging marketing campaigns, which means you 
have to be creative in your approach to stand out from the crowd. 

Industry definition 
Brands in this industry sell food and beverages through online and offline sales channels. 
Subcategories include grocery stores, specialty food stores, and food subscription services.   

Challenges facing the food, drinks & 

grocery industry

As well as battling the daily challenges of engaging 
and converting customers, the food, drinks, and 
grocery industry is facing unique challenges to 
their market, including:

Localization
Customers are seeking products sourced locally or 
contributing to the local economy. 

Loyalty
As customers shop around for the best deals, 
loyalty is becoming increasingly elusive.

Sustainability
Customers are increasingly concerned about 
the environmental impact of the products they 
purchase. 

Key findings

Food, drink, and grocery emerged as the top-
performing industry showcasing impressive 
results across all three regions. Brands from 
EMEA achieved the best overall score of 69%.  
 
The industry excelled in overall email marketing 
tactics, combining email best practices, content, 
and design to score 57%. This indicates a strong 
understanding among brands in the power and 
impact of effective email marketing. 
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Incentivized sign-up

Donald Russell
Donald Russell excels in subscriber 
acquisition by combining incentivized 
popovers with optional SMS sign-up. 
This strategic approach maximizes data 
capture, enabling targeted marketing 
efforts and enhancing customer 
engagement across multiple channels.
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F O O D,  D R I N K S  &  G R O C E R Y

Data collection

Eataly
Eataly leverages location data to 
deliver personalized experiences. By 
collecting subscriber preferences, the 
brand effectively tailors event and class 
recommendations based on proximity, 
ensuring a seamless and convenient 
experience for customers.
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Personalization is a cornerstone of 
successful marketing, especially 
in the health and lifestyle industry. 
Our research found that social 
proof, product recommendations, 
and personalized email campaigns 
are among the most popular 
personalization tactics employed by 
brands in this sector.

 

Brands in this industry also understand the value 
of long-form email marketing content. Editorial 
content plays a vital role in engaging and educating 
customers in the health and lifestyle space. A 
significant number of businesses (25%) leveraged 
editorial content to connect with their audience, 
share valuable information, and drive conversions. 

In a rapidly evolving health and lifestyle landscape, 
standing out requires more than just marketing. By 
leveraging data-driven insights and personalized 
content, marketers can create experiences that 
truly resonate with their audience.
 
Focus on product recommendations and action-
triggered messaging to connect with customers 
in the moment. This not only drives relevancy but 
also improves the overall customer experience, 
setting your brand apart in a crowded market.
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Health & lifestyle

The health and lifestyle industry has seen a meteoric rise in recent years, fueled by 

a growing emphasis on wellness and a shift toward online shopping. This surge in 

interest has translated into substantial growth for many brands and ecommerce 

businesses in this sector. In fact, today’s overall market value is around $6.8 trillion and 

is estimated to grow to $8.5 trillion over the next three years.  

Industry definition 
The health and lifestyle industry encompasses a diverse range of products and services sold both 
online and in-store. Subcategories include fitness centers, nutritional supplements, and athletic 
apparel.  

Challenges facing the health & 

lifestyle industry

With growth comes a range of challenges for 
marketers in the health and lifestyle industry. 
These include: 

Evolving preferences and trends
This industry is characterized by rapidly changing 
customer preferences, you must stay updated 
on emerging trends, new wellness practices, and 
shifting behaviors to stay relevant. 

Competitive landscape
Consumers today are more willing to invest in 
their health and wellbeing, leading to heightened 
demand and creating a competitive landscape 
where brands must offer truly distinctive 
experiences to capture market share.

Loyalty
Health and wellness can make up a large part of a 
customer’s personality, so a new customer can be 
a loyal customer for life if you get your marketing 
right.  
 

Key findings

Our research has revealed that the health and 
lifestyle industry has been particularly adept at 
leveraging marketing tactics to address these 
challenges. This sector consistently outperformed 
others in terms of data collection (27.5%) 
and personalization (16%), underscoring its 
commitment to delivering tailored experiences to 
customers. While there is still a long way to go, it’s 
a great start.
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Checkout recommendations

Manscaped
Manscaped optimizes its checkout 
process with strategic cross-selling and 
upselling techniques. By strategically 
placing product recommendations at the 
point of purchase, it increase average 
order value and drive incremental 
revenue.
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H E A LT H  &  L I F E S T Y L E

Product page reviews

Science in Sport
Science in Sport leverages social proof 
on product pages to drive conversions. 
By prominently displaying star ratings, 
they showcase customer satisfaction, 
build trust, and encourage purchasing 
decisions.
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There is still untapped potential in the travel 
industry for personalization, sustainability, and 
the effective use of UGC and SMS. By addressing 
these areas, travel marketers can better connect 
with their audience, drive conversions, and position 
their brands for long-term success.

It pe sectorp orehent 

verem restia peruptur, 

Industry definition 
The travel industry encompasses a wide range of trip options, from traditional package holidays 
and tour operators to private vacation rentals and cruises. This sector caters to both domestic and 
international travelers, facilitating trips of all shapes and sizes. 

Sustainability is another area where travel brands 
should be making strides. Only 15% had a clear 
and accessible sustainability policy (discoverable 
in website footers), missing out on the opportunity 
to connect with environmentally conscious 
travelers. 
 
Finally, the underutilization of SMS marketing is a 
missed opportunity. 30% of brands collected new 
subscribers’ SMS numbers for marketing purposes. 
Given the high engagement rates of SMS, 
collecting SMS numbers from new subscribers 
could be a valuable tool for targeted promotions, 
not just post-conversion communication. 
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Travel & tourism

The travel and tourism industry has survived the significant disruptions caused by 

global events in recent years. While emerging stronger, the industry is now facing new 

challenges. As the industry prepares for a boom, marketing will play a pivotal role in 

capturing the attention of increasingly online travelers. 

 
With a staggering 74% of total revenue expected to be generated by online sales by 2027, travel marketers 
must adapt to the evolving demands of their audience.

Challenges facing the travel & tourism 

industry

Despite this positive outlook, marketers in the 
travel sector face a set of challenges specific 
to the industry. Standing out in a crowded 
marketplace requires innovative and effective 
digital marketing strategies. Key challenges 
include: 

Sustainable and responsible tourism
Travelers are increasingly seeking brands that 
prioritize environmental protection and social 
responsibility.

Reviews and social proof
Online reviews and recommendations significantly 
influence the research and booking process

Moment-based marketing
Fluctuations in global economies and weather can 
impact travel decisions, necessitating timely and 
relevant communication.

Key findings

Our research reveals a significant gap in 
personalization efforts by travel brands. Despite 
collecting valuable zero-party data, such as 
interests, channel preferences, and location, travel 
brands only scored 4% against the personalization 
criteria. Utilizing your data effectively is vital and 
can lead to a 28% increase in engagement with 
your marketing efforts. In a saturated market, 
personalization is a powerful tool to differentiate 
and drive conversions. 
 
While some travel brands demonstrated an 
understanding of the importance of peer-to-peer 
recommendations, there’s room for improvement 
in leveraging user-generated content (UGC) and 
social proof. Only 15% of brands incorporated UGC 
in their email marketing, a tactic that can build 
trust, inspire, and ultimately drive conversions. 
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Unsubscribe feedback

Delta Air Lines
Delta Air Lines demonstrates the 
value of learning from unsubscribes. 
By gathering insights into reasons for 
unsubscribing, the brand can optimize 
its marketing strategy, improve content 
relevance, and enhance the overall 
customer experience.

Preference center

ROL Cruise
Understanding customer preferences is 
crucial for travel brands. Well-designed 
preference centers enable personalized 
experiences, tailored recommendations, 
and targeted marketing campaigns, 
ultimately driving conversions and 
customer loyalty.
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T R A V E L  &  T O U R I S M

Social proof 

Klook
Klook leverages social proof to drive bookings. 
By displaying star ratings and customer 
reviews throughout the customer journey 
(across product pages and in email), they 
build trust, inform decision-making, and boost 
conversions.
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Additionally, the underutilization of website 
personalization based on location, interests, and 
user actions indicates that many brands are not 
fully leveraging the data they collect. 

The use of SMS marketing in the events and 
hospitality sector is still relatively limited, with 
only 20% of brands collecting SMS numbers. This 
means many brands are unable to take advantage 
of their audience’s desire for timely and relevant 
updates about their favorite artists, restaurants, or 
offers. 

Key findings

The events and hospitality industry demonstrated a 
strong understanding of the importance of mobile 
optimization, with 90% of emails designed for 
mobile devices. This aligns with the sector’s need 
to reach on-the-go customers. The industry also 
excelled in email design, scoring an impressive 
69% overall.

Many brands in the industry implemented 
preference centers (50%), but there’s room for 
improvement in collecting and utilizing customer 
data. While 55% of brands collect interest data, 
only 10% collect location information. This 
is a missed opportunity, as location-based 
personalization can significantly enhance the 
customer experience by suggesting relevant events 
and venues. 
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Events & hospitality

The events and hospitality industries have demonstrated remarkable resilience in 

recent years, rebounding from the challenges created by the global pandemic. 

Valued at $1.1 trillion in 2019, the events industry is now poised for significant growth, 

projected to reach $2.1 trillion by 2032. Similarly, the hospitality sector has bounced 

back from the impact of global lockdowns, with an estimated value of $5.8 trillion 

anticipated by 2027.  
 
As businesses and individuals seek to reconnect in person, these industries are experiencing a renewed 
surge in demand and growth.

Industry definition 
The events and hospitality industry encompasses a wide range of services, from planning and 
organizing events to providing accommodation and dining experiences. Subcategories include 
ticketing organizations, restaurant chains, and hotels. 

Challenges facing the events and 

hospitality industry

Despite its recent growth, the events and 
hospitality industry has its challenges. These 
include: 

Experiential marketing
Customers are making up for lost time and seeking 
to spend their money on unique experiences. The 
ability to discover and share experiences on social 
media channels such as TikTok and Instagram will 
grow in importance.

Fragmented audiences
The events and hospitality sector caters to diverse 
customers, from leisure travelers to business 
professionals, and concertgoers to fine diners. This 
fragmentation can make it difficult to target and 
engage specific audiences effectively.

Competitive landscape
The events and hospitality sector is highly 
competitive, with numerous players vying for 
market share. Differentiating your brand and 
creating a memorable and shareable customer 
experience is crucial to stand out from the crowd.
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Value communication 

Prezzo
Prezzo’s welcome email fosters 
community by highlighting the benefits 
of data sharing. By offering birthday 
treats and celebrating anniversaries, 
the brand encourages loyalty and 
strengthens the customer relationship. 
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E V E N T S  &  H O S P I TA L I T Y

Location data  

Sofar Sounds
Sofar Sounds leverages location data 
to personalize event recommendations. 
By tailoring content based on the 
subscriber’s location, they enhance 
the user experience, increase event 
engagement, and drive ticket sales.

Olive garden 
Olive Garden effectively leverages 
location data by collecting zip codes 
during sign-up. This enables them to 
drive targeted foot traffic to nearby 
restaurants and enhance the customer 
experience.
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While account creation is a promising conversion 
point, with 55% of brands offering this capability, 
it’s essential to remember that B2B buyers are 
increasingly mobile-first and require a nurturing 
approach during the research phase.  
 
By also providing softer conversion points (such 
as email marketing subscription) you can gradually 
build a relationship with prospects. Providing 
them with valuable content and resources without 
immediately pushing them to a hard conversion 
helps establish recognition, authority, and trust in 
your brand.

Key findings

Our research revealed that B2B brands are 
struggling across the board. While the Americas 
region demonstrated exceptional performance, 
scoring a comparatively impressive 28.44% overall, 
the industry faces significant challenges in areas 
like personalization and data collection. 
 
Personalization, a critical factor in B2B marketing, 
was sorely lacking. Only 3.33% of brands excelled 
in this category, highlighting the need for more 
targeted and tailored experiences. The ability to 
personalize experiences was hindered by a lack 
of data collection. 30% of brands collected zero-

party data, and only 15% had a preference center. 
Without this valuable information, it’s impossible 
to deliver the personalized experiences that B2B 
customers demand. 
 
Furthermore, a mere 5% of B2B brands had a 
prominent email sign-up process, suggesting 
that capturing customers at the beginning of the 
research phase is a lesser priority. Newsletter 
subscriptions were most often captured in 
website footers (60%) but every brand failed 
to communicate the values and benefits of 
subscribing.  
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Business-to-business (B2B)

Recent years have seen a significant shift in B2B marketing. The market has been 

turned upside down by the growing number of Millennial and Gen Z buyers in the 

industry. In fact, 64% of all B2B buyers belong to these cohorts.  

 

In addition, 75% of B2B customers now favor online sales experiences, without the need to involve 

or speak to sales representatives. These changes are forcing B2B brands to change their marketing 

methods and priorities.

Industry definition 
B2B brands are businesses that primarily sell their products or services to other businesses, rather 
than directly to consumers. This industry encompasses a wide range of businesses, including 
manufacturing, technology, professional services, and wholesale. 

Challenges facing the B2B industry

To maximize the shift in the industry, B2B brands 
must understand and act on the challenges they 
face today. Doing so will ensure you thrive in the 
new B2B world. These challenges include: 

Complex customer journeys
The average B2B sales cycle is 84 days, contains 
multiple inter-departmental stakeholders, and 
includes mobile devices 80% of the time, making 
the B2B customer experience increasingly 
complicated. 

Digital transformation
B2B buyers are more online than ever, with 
Millennials and Gen Z now making up over half 
of the workforce. B2B brands need to make every 
stage in the sales cycle accessible to the digital-
first generations.

Personalization
B2B buyers demand timely and relevant marketing 
and the end of long, drawn-out sales processes 
but B2B brands struggle to collect and leverage 
customer data effectively.
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Data collection

Salon Centric
Salon Centric recognizes the power of 
data in B2B marketing. By collecting 
data at an early stage, the brand can 
build stronger relationships and drive 
conversions, fostering long-term loyalty 
and business growth. 
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B U S I N E S S -T O - B U S I N E S S  ( B 2 B )

Welcome email

Yakima Valley 
This welcome email effectively combines 
personalization, value communication, 
storytelling, and social proof. By 
addressing the subscriber directly, 
highlighting benefits, sharing the brand’s 
story, and incorporating reviews, it 
creates a strong first impression and 
fosters loyalty.

Abandoned cart

VISY
Effective abandoned cart emails 
prioritize simplicity and focus on the 
sale. By showcasing product images 
and offering a compelling discount code, 
this example drives conversions without 
unnecessary complexity.
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Exceptional UX

When it comes to website experiences, 
APAC brands have demonstrated a strong 
awareness of the importance of providing a 
seamless and intuitive online journey.  
 
A significant majority of websites in the 
region feature search functionality, allowing 
customers to easily find what they’re 
looking for. Moreover, many websites have 
incorporated wishlist or favoriting capabilities 
and onsite product recommendations based 
on user behavior, further enhancing the overall 
customer experience.

Industry excellence

Food, drink and grocery retailers in the APAC 
region demonstrated a strong understanding 
of their audience. Their focus on gathering 
data enabled them to deliver highly targeted 
and relevant experiences to their customers.

It was particularly refreshing to see APAC 
brands in the travel industry implementing 
personalization tactics, making it the 
stand-out region. Ranging from first 
name personalization, to on-site product 
recommendations and triggered email 
campaigns, the region demonstrated a desire 
to adopt more advanced personalization 
strategies.   
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APAC

Switched on SMS skills

APAC brands demonstrated a strong aptitude 
for SMS marketing. Not only were they actively 
collecting SMS numbers from customers, but 
they also showed a strong preference for SMS as 
a channel for account authentication and setup. 
As a region comprised of over 50 countries, 
accessibility is essential, and SMS is the perfect 
channel to reach diverse audiences directly and 
drive engagement - something marketers in APAC 
clearly understand. 

However, while using SMS as a mandatory 
requirement for account creation might seem 
like a straightforward approach, it’s important to 
consider the customer experience.  
 
By offering customers the flexibility to choose 
their preferred communication channel, brands 
can enhance customer satisfaction and increase 
the likelihood of goal completion and conversion. 
This approach aligns with the growing trend of 
personalized marketing, where customers are 
valued for their individual preferences. 
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Accessible email

Air New Zealand
Air New Zealand prioritizes email 
accessibility. By combining visuals and 
text, the brand creates emails that are 
easy to understand, regardless of device 
or screen reader use. This ensures 
messages reach a wider audience.
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A P A C

Incentivized sign-up

Flight Centre
Flight Centre’s engaging popover 
communicates the value proposition of 
its email subscription. By highlighting 
the benefits, such as exclusive deals 
and birthday offers, it incentivizes 
sign-ups and builds trust with potential 
customers.

Customer preferences

T2 Tea
T2 Tea has a customer-centric approach, 
offering an opt-out option for Father’s 
Day emails. This proactive measure 
ensures its marketing efforts reach only 
those who are interested, enhancing 
campaign effectiveness and brand 
reputation. 
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EMEA

The great industry divide 

When looking at the specific results of EMEA 
brands based on industry, we noticed a 
significant divide between results. EMEA’s B2B 
sector falls seriously short, scoring only 15.5% 
overall. This indicates that the region still has 
significant room for improvement in engaging 
modern B2B buyers and adapting to evolving 
buying processes.

On the other hand, EMEA shines in the ‘Food, 
drinks & grocery’, ‘Travel’, and ‘Events and 
hospitality’ industries, scoring top marks across 
these sectors. This suggests that while B2B 
marketing may be lagging, ecommerce and 
direct-to-consumer (D2C) strategies are thriving 
in these areas.

 

 
 

Achieving excellence in email 

EMEA took the top spot when it comes to 
overall email marketing best practices, scoring a 
commendable 54%. This region demonstrated a 
clear and deep understanding of how to leverage 
email’s full potential.

EMEA brands nailed the basics that make a world 
of difference. A simple unsubscribe process (73%), 
recognizable sender names (90%), and clear 
“view in browser” links (60%) were all hallmarks 
of their campaigns. These small but mighty 
touches ensure a positive and seamless customer 
experience.

Data disconnect

While EMEA excelled in email best practices, 
there’s significant room for growth in data 
collection and personalization. This region 
scored a low 8.5% in personalization and only 
20% in data collection.
 
With evolving regulations like the UK GDPR 
and DPDI, brands may be hesitant to invest in 
advanced data collection strategies. However, 
the lack of personalization and limited 
data collection efforts can hinder targeted 
campaigns and ultimately impact customer 
engagement.
 
Just 5% of brands used double opt-in for 
subscriptions, and only 35% had a preference 
center. These are basic steps that many 
brands are still neglecting, missing out on 
opportunities to build stronger relationships 
with their customers.
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Frequency preferences

Lola’s Cupcakes
Giving subscribers control over their 
email frequency enhances their 
experience. This personalized approach 
fosters trust, keeps your brand top-
of-mind, and ensures your emails are 
eagerly awaited rather than overlooked.

72

E M E A

Editorial campaign 

PhD Nutrition
Editorial content empowers brands 
to educate customers and showcase 
their value. By sharing insights and tips, 
brands can build trust, inspire action, 
and drive conversions, making editorial 
content a powerful email marketing 
strategy. 

Preference center

Huel
Huel leverages its preference center 
to gain valuable insights into the 
customer. This empowers them to deliver 
personalized experiences, tailor content, 
and optimize their product offerings 
to better meet the needs of its diverse 
audience. 
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Harnessing the power of sustainability

This success can be partly attributed to a more 
flexible regulatory landscape compared to regions 
like EMEA. Varying state-level regulations may 
simplify data collection, allowing brands to operate 
without the stringent constraints of organizations 
like the EU. But is this a positive experience for 
customers? 
 
While the Americas has made significant 
strides, there’s still room for improvement in 
implementing efficient personalization tactics. To 
build experiences that foster long-term customer 
loyalty, brands must activate their data, and show 
customers that value is provided when data is 
shared.  

97% did not have 
clear and accessible 
sustainability policy.

3% did have clear 
and accessible 
sustainability policy.

Sustainability policies
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Americas 

Top marks for the Americas

Some American brands emerged as standout 
performers, excelling in the health and lifestyle and 
B2B industries, scoring 47% and 28% respectively. 
A handful of B2B brands helped to elevate the 
region’s performance. These forward-thinking 
brands demonstrated a keen understanding of the 
power of effective email content (40%) and user-
friendly website experiences (41%).
 
In the health and lifestyle sector, we were 
especially impressed by the region’s strong 
understanding of good quality email design (78%) 
and website UX (51%) results. These metrics 
highlight a growing commitment to creating 
engaging and accessible online experiences.

Navigating data collection 

The Americas demonstrated impressive data 
collection practices, with a significant portion 
adopting advanced strategies.  
 
53% of brands offered preference centers, 
empowering customers to control their data. 

50% actively collected zero-party data and 47% 
gathered customer interests, building direct 
customer relationships, expanding their data-
driven insights, and providing marketers with the 
data needed to personalize experiences. And, 20% 
collected SMS data, empowering marketers to 
expand into cross-channel marketing.

While the Americas is making strides in data 

collection, there’s a gap in communicating 

sustainability policies. Only a small fraction of 

brands (3%) have dedicated pages discussing 

their green efforts. This is a missed opportunity. 

As eco-conscious generations like Gen Z and 

Millennials gain spending power, brands that 

prioritize sustainability are winning. 

 

A clear sustainability policy isn’t just about 

showing your values; it can sway customers. 

Today’s consumers want brands aligned 

with their ethics. And this trend extends to 

B2B relationships, too. Companies are under 

pressure to meet sustainability goals, so brands 

that communicate their own efforts are seen as 

trusted partners.

Remember, climate-conscious customers are 

savvy. If you’re not ready for a fully developed 

policy, set intentions. Be transparent about your 

efforts and avoid greenwashing. This approach 

builds trust, attracts eco-conscious customers, 

and sets your brand up for long-term success.
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Social proof

Evo
Customer reviews are crucial for 
building trust and driving conversions. 
By showcasing positive feedback 
and how common concerns were 
addressed, brands can reassure potential 
customers, reduce doubts, and ultimately 
increase sales.
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A M E R I C A S

Product recommendation

Harry’s
Product recommendations enhance 
relevancy and drive engagement. By 
suggesting bestselling products in its 
welcome program, Harry’s delivers a 
tailored experience, boosting conversion 
rates and building customer loyalty.

Preference center

Garden of Life
Garden of Life empowers customers 
to tailor their experience. By sharing 
personal details like dietary preferences 
and birthdays, customers help the brand 
deliver highly relevant content and offers, 
ensuring a more personalized journey.
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Conclusion
So, what have we learned? 

 
Marketing skills are high but the stakes are higher with consumers expectations on the rise. Marketers have 
their fingers across more channels than ever, but converting their hard won data into personalized customer 
experiences is still a challenge for most, regardless of region or industry. 

In short, it’s time to level up your marketing game. Focus on the key areas outlined in this report and you will 
build stronger relationships with your customers, drive more conversions, and ace the marketing game. And, 
if like many of the brands we analyzed for this study, you find yourself sitting on data but unable to utilize it, 
consider your tool set. Your MarTech stack should be set up to help you succeed. 

Thanks for reading, and we’ll see you next time with more insights. 
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Website experience matters

Your website is a key part of the customer journey, all the way from start to finish. 
Make sure it’s easy to navigate, looks great on all devices, and is personalized for 
optimal performance. Your website should feel like an extension of your cross-
channel marketing campaigns.

Data is your secret weapon

The more data you collect and use effectively, the better you can personalize your 
marketing. So, don’t just gather data – put it to work. Segment your audience, 
create targeted campaigns, and deliver personalized experiences that resonate.

Email is still king - but it’s crown needs a polish

Email marketing has evolved. Personalization is the perfect way to keep your 
content fresh, engaging, and relevant. Avoid image-heavy emails, always 
prioritize deliverability, and don’t forget about sidekick channels such as SMS and 
WhatsApp.

Take a global view for learnings

While there are some universal truths in marketing, there are also regional 
nuances. APAC is leaning into SMS, EMEA is acing email best practices, and the 
Americas is focusing on website user experience.

The lowdown
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Go beyond 
the expected
Deliver unforgettable 1:1 personalized marketing experiences at scale

Personalize every touchpoint

Deliver real-time, dynamic messaging across every channel and lifecycle stage, 
from anonymous site visitors to dedicated brand loyalists.campaigns.

Consolidate without compromise

Fix your fragmented tech stack with an all-in-one marketing automation and 
personalization platform that has no weak link.

Break free of bottlenecks

Unlock your creative marketing vision and reach your audience faster without 
cumbersome data and technical constraints.

Dotdigital’s powerful AI capabilities paves the way for your marketing team to effortlessly automate 
and personalize campaigns across web, email, SMS, WhatsApp, chat, mobile push, retargeting, and 
more. Seamlessly unify, enrich, and segment customer data from your ecommerce store or CRM to 
reveal hidden revenue opportunities and to power your personalization. Overcome the traditional data 
and decision-making barriers and unlock endless marketing creativity for unforgettable customer 
experiences that go beyond the expected.

Talk to us

https://dotdigital.com/demo/
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Discover more at dotdigital.com

https://dotdigital.com/
https://twitter.com/dotdigital
https://www.linkedin.com/company/dotdigital/
https://www.youtube.com/@dotdigitalplatform
https://www.instagram.com/dotdigital.official/
https://www.facebook.com/dotdigitalplatform

