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Dear Marketers, 

As modern consumers, we expect to receive emails containing the perfect product selection each time we 
check our inbox, sometimes even before we know we need something. Whether it be a shirt in our favorite 
color, the travel details we have been daydreaming about, or the perfect recipe for a cold winter day, we are 
no longer surprised when emails seem to know exactly what we are thinking with impeccable accuracy. 

All of those great experiences prompt moments that personally connect us with brands, foster lasting loyalty, 
and keep us coming back for more. But how do they know to send perfectly curated messages with the right 
information at just the right time? That’s where dynamic content comes into play.

Incorporating dynamic content to create personalized emails not only resonates with subscribers, it also 
improves engagement and increases conversions. Most importantly, it keeps subscribers interested, allowing 
you to retain valuable customers. People want to feel special and marketers see the rewards in revenue. In 
fact, consumers are 80% more likely to make a purchase when a brand offers personalized experiences.

Email marketers are constantly working to improve their communication with audiences, but the process of 
personalization can raise more questions than answers. Among them:

• How can you get started with dynamic content?
• What customer data is required?
• How do you navigate privacy regulations?
• How can you scale?
 
In this guide, we’ll explore and provide solutions to those challenges. 

- Litmus
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Personalization…how did we get here?
Subscribers have come to expect personalized emails that not only cater to their specific product 
preferences, but appeal to them as individuals. There are multiple factors that contributed to this shift in 
expectations. Here are some we consider the most impactful.

The COVID-19 pandemic

The global pandemic changed consumer needs, 
behaviors, and their expectations for businesses. 
As demand for services like curbside pickup, 
contact-free delivery, televisits, and expedited 
shipping grew, so did the need for 
messaging that spoke to the specific needs 
of consumers. Personalization allowed 
marketers to empathize with consumers, 
while helping them navigate an unfamiliar 
online journey. According to Demand Gen 
Report’s 2020 Buyer Behavior Study, 76% 
of buyers expect more personalized attention 
from marketers and salespeople because they 
want to develop a trusting relationship with the 
brand marketing to them.

Data privacy

Despite consumers being increasingly aware and protective of their data online, they are still willing to 
exchange information for convenience. Not only are 83% of U.S. consumers willing to share their data for a 
more personalized experience, 80% of consumers are likely to make a purchase from a brand that provides 
personalized experiences.

The key to making this work is transparency. People want to know what information is needed and how it 
will be used to benefit them. Marketers are tasked with explaining their process in plain language—what you 
want to collect, how you plan to use it to benefit the audience, and most importantly, how you plan to protect 
personal information. 

Read the Apple Mail Privacy Protection (MPP) Guide
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Availability of data

More data empowers you to deliver a more sophisticated experience that impresses your subscribers. 

Having the ability to track granular detail about user behavior and purchase history, social media behavior, 
geolocation, and even allowing users to update live profiles has created almost limitless opportunities. 

But data also adds a layer of complexity. Focusing on complete and comprehensive data allows you to 
interact with subscribers throughout the entire customer lifecycle, but you need a calculated approach to 
maximize your effectiveness.

Priortizing the subscribers’ experience
Good marketers know that personalization is good for business, particularly as there has been more 
reliance on email to reach audiences. One of the best ways to stand out in a crowded inbox is by taking 
the time to understand subscribers. By addressing them as individuals, you create trust and build long-
term relationships beyond your last email. Carefully curated messages also allow the opportunity to learn 
about your customers at every interaction, better informing marketing processes and business decisions. 

Creating dynamic email messaging based on details you know not only establishes a mutually beneficial 
relationship, but also makes the subscriber feel valued. The experience then naturally takes on a more 
personal approach, changing the messaging from making a sale to guiding a digital friend through a 
uniquely customized experience with your brand. Ideally, it’s one they will remember and refer to for 
future needs. 

Businesses who consider each individual’s interests in meaningful ways enjoy more efficient digital 
campaign efforts, encourage larger transactions, and gain a higher concentration of loyal customers.

Want to learn more about personalizing the customer experience 
throughout their journey? Check out our on-demand webinar for 
more details.
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Incorporating dynamic email content 
First impressions are important. And an easy way to ruin a great email is by something as simple as not 
inserting someone’s name properly, or not having a default available if there’s no name to pull. 

Sending an email addressed to “Hi there, %%firstname%%” immediately communicates that you don’t know 
your customer—and that’s not a good start. 

Personalization in email, no matter the level of sophistication, won’t work unless you start with the data. 
To create even basic personalized emails, you need to not only make sure you’re collecting data, but also 
storing it securely and organizing it in a way that’s useful to your email marketing strategy. 

Understanding how and when to collect data will determine the level of 
personalization you are able to apply to your email campaigns.

Dynamic email content

You need to deliver personalized emails by leveraging your data. But how does it all work?

Creating numerous versions of emails that align with subscribers’ current preferences is impractical and not 
scalable. To deliver the right message, at the right time to just the right inbox, you need to utilize dynamic 
content. 

Dynamic email content: Any email content that changes based on the subscriber’s personal 
data profile such as preferences, behavior, geolocation, and demographics.

Dynamic email content adds value to your email marketing strategy by making sure each email feels custom 
made for the exact moment it’s opened. This can include simple personalization such as name, salutation, 
countdown timers, subject lines, or customized copy. It can also be made more sophisticated by showing 
product recommendations based on site behavior or cart abandonment, promotions, special offers, weather 
related suggestions, and customized images.

Start with: Work up to: 
Name/Email Subscriptions
Location Memberships
Shopping Preferences Loyalty Programs
Purchase History Browsing History
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Why dynamic content works:

• It allows you to design engaging customer experiences with ease.  
Build emails that truly engage your subscribers to boost brand perception and loyalty.

• It creates email experiences that drive action.  
From time-sensitive sales to low-inventory availability to limited-time event registration—building 
a sense of urgency encourages subscribers to take action and engage with your brand.

• It eliminates the hassle of creating endless email versions in every campaign.  
Save time by letting the power of dynamic email content do the hard work for you, so your team 
can focus on innovating your email strategy.

• It incorporates personalization. 
Applying content automation tools, such as Litmus powered by Kickdynamic, empowers 
marketers to easily connect content sources (such as CRM data or product feeds) to create 
dynamic and compelling messaging that goes beyond basic segmentation and achieve true 
personalization at scale. 

 Examples of automated content
• Individualized content or images based on: 

 ○ Preference center data
 ○ Previous interactions
 ○ Account information
 ○ Loyalty program status 

• Automated merchandising content such as:
 ○ New products
 ○ Related products
 ○ Sale items

• If/then rules based on CRM or CDP data, such as currency 
indicators triggered by profile location data

• Social feed counters in email that pull the most current “like” status from a profile

• Personalized images that add details like a person’s name to an image 

Triggered transactional email messages get 8x more opens and 
generate significantly more revenue than regular bulk emails. (Experian)
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Basic types of dynamic content
• Countdown timers such as a specified end time for sales, or an event registration close time that can be 

based off of email open time

• Geolocation targeting based on CRM data, such as brick-and-mortar stores closest to the zip code in the 
recipient’s account profile or current location

• Weather content updates based on the weather in the subscribers’ location at the time of email open

• Interactive polling that allows recipients to see what is popular, and vote on what they like encourages 
continued engagement as recipients come back to see the results

• Device targeting that shows content relevant to the device used to view the email

• Popular or new item updates based on best-selling products or new releases that are likely to appeal to 
a broad audience

Personalized emails deliver 6x higher transaction rates than emails without 
personalization. (Experian)

Leveraging Your Data

As you begin to layer in personalization to your emails, it’s important to be strategic. This requires a delicate 
balance of combining your audiences’ preferences with the action you want them to take, and planning how 
you’ll measure your key performance indicators (KPIs). 

Tapping straight into your data feed for current inventory and pricing allows for more granular 
personalization. By relying on Google Shopping Feeds to dynamically display products, you can reduce the 
chances of a bad brand experience. 

Connecting to a live data feed also shortens the buyer’s journey (a huge benefit). Relying on a feed 
improves efficiency, shows product information in real time, and allows you to tap into CRM data to achieve 
advanced segmentation and personalization with your dynamic content. (It also saves hours of coding time!). 
Subscribers will see highlighted or suggested products based on when they open the email, allowing you to 
maximize your revenue opportunity and minimize customer experience friction.

By connecting your email campaigns to your Google Shopping feed, you’re creating a highly personalized 
experience. Customized communication feels thoughtful and is perfectly tailored to shopping needs and 
preferences. For email marketers, it improves segmentation capabilities and boosts efficiency with products 
that turn prospects into buyers faster—and keeps them coming back for more.

8x
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Creating an email experience to remember 

By seamlessly combining on-site activity data with your product feed, you can create automated emails 
with personalized product recommendations. This can be as general or specific as you want, depending 
on your audience and your email campaign goal. Consider inserting products in real time based on factors 
like “most viewed” or “most purchased”. You may also include individual recommendations based on 
current inventory data, price points, recent browsing history, or combining CRM data with your product 
feed. These approaches can make the experience personally relevant to subscribers while also increasing 
revenue potential.  

 
 

Ted Baker created an email campaign that displayed their most viewed and 
purchased products from the previous seven days. Products dynamically 
updated based on when the subscriber opened the email to provide the most 
current inventory and pricing available. CRM data was also used to show 
recommended products based on the subscriber’s preferred categories. 

Endy created an email campaign to promote an upcoming sale. They 
personalized the experience using Kickdynamic’s API-Powered product 
recommendation tool to show product recommendations based on each 
individual subscriber’s previous site behavior, displaying items they had 
shown interest in, or similar items to those they interacted with on-site.

CUSTOMERS LOVE PERSONALIZATION.
90% of consumers find personalized 
content “very” or “somewhat” appealing.
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Making a difference with details
Details matter. As competition for subscribers’ attention in the inbox increases, delivering personalized 
content can go a long way. Adding something as simple as the subscriber’s name on an image can leave an 
impression long after they close the email. 

Boux Avenue used time/date rules to create emails that matched 
the current zodiac sign at the time of open. The entire campaign 
was automated, which allowed for fun and engaging content with 
room for easy adjustments. 

Kate Spade put personalization front and center by 
prominently displaying each subscriber’s name in the header 
image upon email opening. While simple in design, this 
customization stands out and is an effective way to make each 
subscriber feel valued. 
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Location, location, location

Using email to promote nearby brick-and-mortar locations can help drive foot traffic as well as encourage 
those shoppers who prefer seeing products in person before buying online.

Including location suggestions, along with specific details such as store 
hours, can be a powerful addition to your email campaign strategy. 

Kate Spade encouraged subscribers to come shopping with them by 
adding a nearest store locator to their email. Based on the location when 
opened, the email triggered a map with the closest stores. And if there 
wasn’t one nearby, they created a default message that led to the store 
location lists to help subscribers plan their next shopping trip.

The right message, rain or shine

Winter Park knows the weather, and the latest snow accumulation, are 
important to their audience. They created a fully automated email with the 
snow report alongside live information about ski lift times. For those already en 
route, this helps garner excitement as they head out to the slopes. For those 
who haven’t committed to making the trek, this email could be just the nudge 
they need to get to the mountain to enjoy some fresh powder.

ASOS combined name personalization with weather-targeted images 
to perfectly appeal to rainy day shoppers. Recipients received 
specific, relevant images and messaging based on the weather in 
their location at the time the email was opened. Taking the extra step 
to acknowledge the conditions and offer a fun solution helped turn a 
dreary day into sales.
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 Countdown timers

Creating a sense of urgency can be a great persuasive tool to get customers to take immediate action. 
Whether you’re counting down the hours of a big sale or creating excitement for an event, countdown timers 
are a powerful visual tool to build anticipation. 

The Ikon Pass prominently displayed a countdown timer in 
their email header to show subscribers the clock was ticking on 
low pass prices. They also took the opportunity to emphasize 
additional savings and perks of being a passholder. By creating 
this sense of exclusivity, it encouraged action and created fear of 
missing out. 

Bulk used countdown timers in two very 
different ways, in one email. In the header, 
they displayed time left to purchase the deal 
of the day, creating urgency to shop. They also 
displayed upcoming promotions and timelines 
in the email. When each became available, 
the email automatically unlocked and became 
shoppable. Adding automation based on time 
of open allowed emails to be relevant past the 
launch date. 
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Social signals

Displaying social engagement for products 
through email adds real social proof to a product’s 
popularity and encourages more openers to 
click through. Subscribers love social signals—
proven by consistently higher click-through and 
conversion rates. Using a social media feed in 
emails is an easy way to show recipients what 
people are loving, and more of your brand. By 
automating the process, you can show social 
engagement in real time.

Mamas and Papas layered multiple levels 
of personalization in their campaign for the 
upcoming arrival of a new baby. In addition 
to personalizing the name, they also created 
content relevant to the stage of pregnancy that 
week. Then, they included images from their 
Instagram feed to show other great ways to stay 
connected with contests and product updates. By 
encouraging subscribers to follow them online, 
they were building an audience they could 
continue to engage across platforms.
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Polling opinions

Hunter created an interactive experience with their 
campaign promoting an update to their classic rain boots. 
By including a simple poll asking subscribers to pick their 
favorite boot, they were able to increase engagement while 
creating more interest around the product. 

Bulk Powders took advantage of the excitement for the 
upcoming London Marathon. Knowing their audience consisted of 
fitness enthusiasts, they created a campaign to gauge who was 
participating. While the poll was fun for subscribers to see how 
many people would be at the event, it also served as a way for 
Bulk Powders to learn more about their audience. Knowing which 
subscribers were runners allowed them to better personalize 
future campaigns. 
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Emails with perfect timing

Changing email content based on the time the subscriber opens skyrockets engagement. Open and click-
through rates surge as customers re-open to see the latest content, offers, or deals. Timed offers or daily 
deals are strong strategies to keep customers opening, and allows brands to show more relevant content.

Co-op delivered their latest recipes from 
their website straight to the inbox, but 
with an added twist. Instead of showing 
the same choices at every open, the 
recipes updated to reflect the relevant 
time of the day. So, email recipients saw 
recipes for breakfast in the morning, 
lunch in the afternoon, or dinner options 
in the evening. 

Reclaim browse or cart abandoners 

Shoppers who have browsed without taking action or filled 
their virtual carts and failed to make a purchase can be a huge 
opportunity for businesses to recover revenue. Taking the extra 
step to send an email makes shoppers feel valued; re-engaging 
may be just the motivation that they need. 

New Look used email to entice their subscribers to purchase 
items viewed or left in their virtual cart. By customizing emails 
based on site behavior, they were able to focus on audiences 
more likely to convert.
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Endy displayed customer rating in an 
email, which immediately cements 
their reliability and builds trust. By 
simply connecting with partners’ 
feeds, they were able to add the 
power of customer reviews.

The power of personalization
The power of personalization for both brands and their subscribers is undeniable. 
When done right, it makes customers feel valued and builds a connection that creates 
trust and brand loyalty. 

Personalization through email allows marketers to reach subscribers at all stages 
of the purchase journey, converting browsers to buyers and improving customer 
retention. For customers, the reassurance that brands are collecting data for 
their benefit, while securely storing their personal information, allows for better 
engagement and improves the overall experience.

Bringing the hyper-relevant experience we’ve all come to appreciate (and even 
expect) in every email requires participation on behalf of each subscriber. Once that 
bond is created, the possibilities are endless. 
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Meet Litmus
Litmus provides the leading email 
personalization, optimization, and 
collaboration software for marketers. From 
pre-send campaign development, testing, 
and AI-driven content recommendations 
through Kickdynamic to post-send 
insights for future content optimization, 
Litmus improves marketing performance 
and boosts customer engagement. With 
Litmus’ suite of solutions, we can convert 
leads and drive revenue outcomes by 
enabling users to efficiently build, test, and 
collaborate on high volumes of emails while 
simultaneously creating highly personalized 
email experiences at scale.

Learn more at litmus.com, subscribe to the 
Litmus blog, or follow us on social media - 
Twitter, LinkedIn, Instagram, and Facebook.

To learn more about the data, trends, and innovations that have been 
shaping the email industry, download our comprehensive guide.
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