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Personalisation is a trend that has long since overtaken the digital marketing space. In fact, 
for many businesses, personalisation has become a strategic pillar for their online 
marketing efforts. 
 
TechTarget defines personalisation as a “means of meeting the customer’s needs more 
effectively and efficiently, making interactions faster and easier, and consequently, 
increasing customer satisfaction and the likelihood of repeat visits”. 

Being able to provide a personalised experience, however, still proves to be a real challenge 
for many digital marketers. In fact, almost 60% of marketers claim that they struggle to 
personalise content  and experiences (in real-time); an occurrence which is often attributed 
to the company’s inability to gain and apply customer insights quickly enough.

The good news is, there is room for these marketers to grow.  Delivering a personalised 
experience requires a healthy combination of the right data and right technology. So how 
does digital feedback play into this? Keep reading…

=

Introduction
A more personal approach to marketing...

A Digital Feedback-Fueled Approach to Personalisation

In this White Paper... 

You will learn more about the criticality 
of offering a personalised journey, how 
customer profiles are driven by digital 
feedback, and how to collect, analyse 
and report on both feedback data and 
customer data in practice. 

“Personalisation 
is not a trend…
it’s a marketing 
tsunami…”  -Avi Dan

http://www.brandquarterly.com/personalisation-digital-age


Personalisation is somewhat of a ‘hot topic’ these days and this is largely due to its 
effectiveness among consumers. Essentially what digital marketers are doing is collecting 
data from previous customer interactions (including session history, purchasing, or other 
online behaviour) and segmenting these customers into different personas. Based on these 
personas and their behaviour, they are then able to personalise their marketing efforts and 
provide these personas attractive offers that suit their preferences. This approach gives 
their customers a truly personalised online experience.

Before and after personalisation
To illustrate what this may look like, let’s use an example from the travel industry. See how 
pages differ in terms of personal interest?

Image: Personyze

What is Personalisation?
Personalising the Customer Experience (CX)



It is safe to say that digital products are improving rapidly. In the past, the focus of most 
organisations was functionality. Then somewhere along the line came usability, which slowly 
transitioned into user experience and meeting customer needs in a more holistic way. Now, 
we find ourselves focusing on personalising these user experiences. 

Why the newfound focus on personalisation? This is likely attributed to the fact that 
customer expectations for personalised experiences are expected to triple between now 
and 2020 (according to BCG). In other words, customer-facing brands will be forced to start 
personalising the customer journey for their users if they wish to compete. Whether this is 
by helping their users navigate the shopping experience in a way that suits them best, or 
simply knowing their preferences and past experiences. 

So how can we meet these customers expectations and put ourselves in a strong 
position to personalise online journeys? Data, of course! And not just any data. We - as 
feedback experts - find that the best and most concise way to cater your customers is to 
understand who they are and how they experience the online journey. 

This means that for the best results, you’ll want to look at both customer data AND digital 
feedback...

The Effects of Providing a Personalised Experience
● Increases Conversions: 86% of customers say that personalisation affects their 

purchase decisions (Barilliance).
● Boosts Customer Retention: 44% of consumers say they will likely repeat after a 

personalised shopping experience (Forbes).
● Drives Impulse Purchases: 49% of customers bought items they didn’t intend to buy 

due to a personalised recommendation (Forbes).

Personalised Experiences are trending...
Is a personalised journey the key to success?

“44% of consumers say they will 
likely repeat after a personalised 
shopping experience...”         

   
-Forbes

https://www.bcg.com/publications/2017/retail-marketing-sales-profiting-personalization.aspx
https://www.barilliance.com/impact-website-personalization-conversion-rates/
https://www.forbes.com/sites/shephyken/2017/10/29/personalized-customer-experience-increases-revenue-and-loyalty/#32582b4a4bd6
https://www.forbes.com/sites/shephyken/2017/10/29/personalized-customer-experience-increases-revenue-and-loyalty/#32582b4a4bd6


Now that you understand the importance of personalised journeys, let’s take a closer look at 
how digital feedback data drives personalisation (using customer segmentation and profiles). 
Coupling digital feedback data with customer data can yield some very interesting results. 
Customer data (specifically segmentation data) often includes demographic information, 
geographic data, behavioral data, psychographic data and more. This type of data not only 
gives you a deeper look into the pool of customers you’re collecting data from but also 
helps you understand how truly different these segments are and how their behavior varies. 

The Role of Customer Data
Who are your customers and what are they saying?

Example 1
Let’s say your feedback reveals that 
millennials prefer sending support issues by 
email, whereas older generations are more 
comfortable calling. Knowing this will allow 
you to scale back your call center team 
(assuming, of course, that the majority of 
your customers are millennials). This 
transition will cut costs, allowing you to 
invest in other marketing efforts.

Our feedback tool enables us to enrich the gathered feedback 
data with customer data. This gives us a better understanding of 
the needs for different customer segments.

          -Janna van Aalderen, Customer Insights Manager

Example 2
Alternatively, a business traveler might 
focus on factors such as the location of 
hotels and the presence of in-flight WiFi, 
whereas a leisure traveler might be more 
price conscious when it comes to choosing 
an airline as well as more aware of 
packages and specials.

So how do you do this in practice?



Making meaningful changes and improvements to your digital customer experience 
requires identifying what the goal of your personalisation programme is and how your 
feedback data fits in. This chapter will touch on how to align customer data (specifically 
segmentation data) and feedback data for optimal insights. 

Step 1: Collecting feedback data
Let’s start by breaking the process down into two parts: the short-term focus 
(Monitoring Customer Goals) and the long-term focus (Monitoring Customer Loyalty).

Short-Term: Monitoring Customer Goals 
To ensure customers are achieving their online goals, it’s important to monitor certain 
parts of the journey. This varies from industry to industry. For example, in ecommerce, 
the focus should lie on the personalising the purchasing process, whereas in the travel 
industry, you’ll want to make it as easy as possible for visitors to book a ticket. So what’s 
the best way to monitor these goals using feedback data?

Creating personalised journeys with feedback
Aligning customer data and feedback data for optimal insights

There are two popular metrics we use 
that help monitor customer goals: 
Customer Effort Score (CES) and Goal 
Completion Rate (GCR). CES is typically 
used to understand how much effort it 
took your customer to achieve his/her 
goal. It shows where your customers are 
struggling in a process. GCR measures 
the number of visitors who have 
completed a specific goal. This metric is 
typically found in places where a 
customer is trying to make a purchase or 
complete an important action. Example of CES in a feedback form



Long-Term: Monitoring Customer Loyalty 
Alternatively, in order to achieve more long-term improvements to the customer journey, 
such as reducing customer churn and improving customer retention (via renewals, future 
purchase, etc), monitoring customer loyalty is essential. 

There are two popular metrics we use that help monitor customer loyalty: Net Promoter 
Score (NPS) and Customer Satisfaction (CSAT). NPS is a popular loyalty metric that tells 
you how likely your customers are to recommend to your business to others. This is based 
on a previous transaction with or interaction with the business. CSAT is a little more broad. 
CSAT measures how well a page meets the expectations of your customer. In other words, 
collecting insights into overall satisfaction. 

A Digital Feedback-Fueled Approach to Personalisation

Example of NPS in a feedback form

There are two places in which you have stored your customer data: Cookies and 
Javascript objects (such as Google Tag Management data layers). In addition to 
segmentation data, cookies and javascript objects can also store data such as AB test 
sessions.

Source: Tealium

Step 2: Appending customer 
data to feedback data

Once you have these metrics (and 
feedback forms) in place, you’re ready to 
combine them with your customer data. 
Note: be sure you have a sufficient 
amount of data on your customers so 
that you can create filters and segment 
the data. After all, the more you know 
about the customer, the easier it will be 
to segment the feedback data. 

 



 

Step 3: Start making meaningful connections
Now it’s time to compare customer segments with your feedback. To do this, you’ll need to 
be able to filter the data and carry out an analysis. It is helpful to visualise the results in 
charts and dashboards. Let’s take a look at a few examples using the aforementioned 
metrics (for monitoring customer goals and customer loyalty).
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Example 2: CES 
(for region: Europe)

Can your feedback software do this?
To properly combine feedback data and customer data, your feedback software must be capable of 
running on the page and simultaneously capturing customer data and feedback data. The software must 
then be able to store the customer data together with the feedback results. This means that alongside 
the feedback (e.g. scores or open comments) you will also see data on that particular user (e.g. AB test 
sessions, customer data, segmentation data). 

Example 1: GCR 
(per persona)

Example 3: NPS 
(by age)

https://mopinion.com/new-feature-to-append-website-data-to-feedback/


Based on these charts, we can obtain useful insights into how particular groups of customers 
are experiencing the website or mobile in both the long-term and short-term. Let’s take a 
closer look at what you can conclude from these three charts.

Example 1 (Customer Goals):
Here we see that couples struggle the most when booking a flight (due to the high volume of 
low GCR scores). To solve this problem, you can dive deeper into the data and review open 
comments to see what it is this persona is struggling with exactly. 

Note: open comments are a extremely valuable part of your feedback programme as 
this data provides you with the root cause behind scores and ongoing trends, giving 
you the means to rectify these problems.

Example 2 (Customer Goals):
Here we have a chart showing the CES scores provided by users in Europe. There is a 
relatively high volume of users providing ‘high effort’ as score in the month of October (likely 
signifying something has changed or isn’t working properly for these users). You can look into 
why this is happening by opening a detail page of each feedback item with a high effort score. 

Example 3 (Customer Loyalty):
This NPS chart is a good example of how you can easily identify which customer groups are 
most loyal and which are most likely to churn. It is easy to see that millennials (ages 18-25) are 
rather dissatisfied with your brand, whereas the age group 40+ is the most satisfied, and 
therefore probably also the most loyal.

A Digital Feedback-Fueled Approach to Personalisation

Step 4: Start Taking Action 
All that’s left is to start taking these 
combined insights and putting them 
into action. 
As you can see, these two types of 
data really strengthen each other. Not 
only will they help you contextualise 
your feedback and allow you to 
pinpoint which customers are 
struggling to reach their online goals 
and which customers are most likely to 
churn (less loyal), but it will also guide 
you in providing your customers with a 
more relevant and personalised user 
experience in both the short and 
long-run. 



It’s not just about selling as many products or services as possible. Your customers want a 
personalised and smooth customer journey that will get them to their final destination. 
The integration of customer data / profiles and digital feedback can provide your business 
with rich insights into the customer journey that will enable you to provide them with a 
memorable and desirable customer experience.

Golden Tip: Don’t try to do everything at once. Start with one goal in the journey. Once you 
recognise how customer data enriches your feedback (and how you can report on it), then 
widen your scope and start looking into the more long-term goals such as loyalty.

 

Management Summary

Key Takeaways

● Personalised experiences have a 
strong effect on boosting 
conversions and  customer 
retention. 

● It’s important to identify what the 
goal of your personalisation 
programme is and then determine 
how your feedback data fits in.

● There is a short-term focus 
(Customer Goals) and a long-term 
focus (Customer Loyalty) we use 
when collecting this feedback.

● The more you know about the 
customer, the easier it will be to 
segment the feedback data. 

 

Learn more about how Mopinion can 
help you create a memorable experience 
with feedback analytics software today.

https://mopinion.com/
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Mopinion is the European market leader in the field of customer feedback analytics 
software for websites and mobile apps. Mopinion offers a Software-as-a-Service 
solution for analysing customer feedback derived from websites and apps. Thanks to 
our software, digital-first companies are able to obtain real-time insight into how 
customers experience their digital channels. Mopinion works for well-known businesses 
including TomTom, TUI, HEMA, Decathlon, Toshiba, Achmea, Kia, Microsoft, Volkswagen, 
and Robeco.
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Would you like to know more about our software and what online customer 
feedback can do for your organisation? Contact us:

sales@mopinion.com

Pannekoekstraat 104
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The Netherlands
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www.mopinion.com
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