
 

DYNAMIC CONTENT

I t ’s no secret that targeted, relevant content drives bet ter results, 

and with Dynamic Content, tailoring your content for  each subscr iber 

has never been easier.  Now you can send one email to your 

audience, and create a completely customized experience for 

each recipient based on the information you’re collec t ing about 

them. I t ’s the ult imate in personalizat ion and can help drive more 

clicks, conversions and revenue for your business than ever before.

WHY IS PERSONALIZATION SUCH A BIG DEAL? CHECK OUT THESE STATS:

> 	 74% of marketers know that personalization increases customer engagement (Econsultancy). 

>  	Pe r s o n a l i ze d  e m a i l s  d e l i ve r  6  t i m e s  m o re  reve n u e  a n d  t r a n s a c t i o n  r a te s  t h a n  n o n -

	 personal ized emai ls (Experian).

>  	Adobe’s Quar terly Digital Intel l igence Brief ing shows that two in f ive organizat ions look 

	 at personalizat ion as a top priori ty for 2015.

>  	94% of  businesses s tated that  personal izat ion ‘ is  cr i t ica l  to current  and fu ture success’ 

	 (Econsultancy).

>  	82% of consumers admit ted they would buy more i tems via emails that had bet ter person-

	 a l izat ion – and said that  i f  they were more re levant ,  more emai ls  could be sent to them 

	 each week (Harris Poll and Listrak Survey).

HOW DYNAMIC CONTENT IMPROVES YOUR EMAIL MARKETING:

>  	W i t h  d y n a m i c  c o n t e n t ,  c r e a t i n g  s m a r t ,  t a r g e t e d  e m a i l  m a r ke t i n g  p r o g r a m s  i s  n o t 

	 on l y  p oss ib le ,  i t ’s  a  b reeze .

>  	Dynamic content al lows you to t reat your audience l ike people – not a l is t .  With one 		

	 emai l ,  each contac t receives content that ac tual ly mat ters to them.

>  	C l icks  and convers ions increase due to  subscr ibers  rece iv ing more re levant  content .



EXAMPLES FOR USING DYNAMIC CONTENT:

The beauty of Dynamic Content is that you can target audiences based of f of any piece of 

information you collec t . Here are a few potential use cases.

EX AMPLE #2: LOCATION

A not her  g rea t  examp le  o f  us ing  d y namic 

co n te n t  i s  i f  yo u ’re  a  f r a n c h i s e  t h a t  h a s 

mult iple locat ions. Say you own a car par ts 

franchise with one location per state. You can 

send subscr ibers  in  Tennessee d i rec t ions 

to the Nashv i l le  locat ion and subscr ibers 

in  Texas directions to the Austin location, all 

from the same email .

EX AMPLE #1: GENDER

One of  the eas ies t  examples to  use when 

ta lk ing about dynamic content  is  that  of  a 

retailer who wants to send dif ferent content 

to men and women. In one emai l ,  show an 

image and call -to-action that promotes wom-

en’s clothes to your female subscribers and 

an image and cal l - to -ac t ion that  promotes 

men’s clothes to your male subscribers.

EXAMPLE #3: SPECIFIC CONTACT INFORMATION

You can also base dynamic content on the 

informat ion you’ve already col lec ted about 

your contacts. For example, a music school 

might capture which instruments their sub-

scribers p lay.  S o  w hen t hey  send an  inv i -

t a t ion  to  their summer programs, drummers 

wi l l  see an  image o f  someone p lay ing  t he 

d rum s ,  keyboardists wil l  see someone play-

ing keyboards, singers a singer, etc.


