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1,500+
Clients across

the globe 

30
Global offices

1,100+
Team members 

Local Presence. Global Scale
Insider connects data across channels, predicts future behavior with AI, and 
individualizes experiences from a single platform with the fastest time to value.



One Platform to Combine Cross Channel Data
with AI powered Personalization + Messaging



Chat-bot and Conversational AI
Omnichannel Conversational Experience

Connect & Capture
Capture conversations across 

all messaging platforms

Intelligent Virtual Assistant

Design your own intelligent virtual assistant with MindBehind’s intuitive 
drag-and-drop interface without a single line of code and customize it 

to suit your needs in a manner of minutes.

Reporting
Get rich aggregated 

audience insights, 
and analyze 

customer data

Conversational AI & NLP

Payment Gateways

E-Commerce Platforms

CRM Applications

Human Support

Answer 
conversations with 

human agent

Emma Johnson
Senior Support Agent

Liam Davis
Senior Sales Agent

Olivia Lee
Jr. Support Agent

Agent Workload 
Analysis

Agent Performance 
Analysis

Conversation 
Volume Analysis

Assistant  
Performance Analysis

WhatsApp

Instagram

Facebook 
Messenger

Microsoft 
Teams

Web

App

Telegram



Conversatie en personalisatie
Chatbot & Conversatie 

We’ve prepared fully customized chatbot which helps 
customers choose toothbrush based on their needs. Chatbot 
includes smart recommendations and it’s available on 
desktop and mobile. 

Desktop Version

Mobile Version



Top Bar with custom design. Could be used to 
promoting seasonality campaigns. 
Fully clickable (copy, background & button). 

Conversatie en personalisatie
On this product page there are 4 on-site scenarios implemented by Insider. 
All of them are tailored separately to desktop & mobile resolutions. 

Customer Reviews

Top Bar

Social Proof

CRM Ribbons

Scenarios related with promoting “My Philips” club. 
Engaging customers to create new accounts by 
implementing different onsite scenarios. 

Automatic usage of data visible on the 
website - in this case snippets are 
automatically coming from product 
opinions

Social Proof widget presents real 
number of people watching 
particular product. We’re 
currently running A/B tests with 
usage of 2 algorithms:

● InstantView
● InBasketCount

Conversion Rate Uplift: 8,40%



Conversatie en personalisatie
Custom Subscription Box

Promoting subscription program among basic product 
listing by custom prepared on-site scenario.

20% uplift Add-to-cart achieved Customized subscription banners for OHC



Cross-channel insights
with online and offline data built into your CDP

Data

Funnels

Flows

Events

Cohorts



CDP Experience Reporting

User Analytics
Process Web, App, API together and get an aggregated view of your audience and their behaviors

● Audience Estimation
● Known & Unknown User Ratio
● Channel-based Reachability

● Funnel
● User Retention
● Events
● Flows



Waar het begon

IBM - 1960’s

80% response rate

Digital Equipment Corp - 1978 

1 email campaign - 13 miljoen in sales



Customer Data
Marketing data
1960 direct mail targeted campaigns

1978 eerste marketing email 

Rise of Automation
1990 related database and SQL

Basics don’t really changes 
verzamel data, consent en reach



Data is the new gold in consumer marketing

Clive Humby declared in 2006: “Data 
is the new oil,” he meant that data, like 
oil, isn’t useful in its raw state. It needs 
to be refined, processed and turned 
into something useful; its value lies in 
its potential.

Over 15 years of collecting data



Ideale CDP setup



Frankenstack

Samen kunnen we dit monster verslaan!

Marketing gebruikt wel 90 verschillende 
tools



Customer-driven
thinking



What do customers want



Ben ik echt zo goed 
bezig? 



Echt ?



Hoeveel omzetstijging 
genereer jij vandaag de dag 

door personalisatie??

A: 0-20%

B: 20-40%

C: > 40%

Poll



Volwassenheid

Channel maturity
Single, multi, cross of Omnichannel

Engagement matury
Segmented, lifecycle, individual of connected

Touchpoint naar journey
Content en aanbod aangepast of individu en gedrag





IMPACT OF UTILIZING CUSTOMER DATA 
in personalisation
More revenue, more satisfaction

+110% +40% +20%
NUMBER OF ITEMS 

ORDERED
AVERAGE OVER 

VALUE
NPS 

(SURVEY)



Ideale tech stack 
generate value
5 elementen

1. User Profile - opbouwen profielen 
2. Segmenteren - targeting
3. Plan - Campaign Management
4. Engage - Kanalen
5. Analyze & Optimize - digital feedback



1. Data Collection

Consent en PII-based data

Een goed CDP verzameld data zowel PII data 
als unknown (pseudonymous) source data en 
device ID bijvoorbeeld. Zero, first, second en 
third party data hebben allemaal een plek om 
uiteindelijk tot een “golden record” van de 
consument te komen.



Data Import: Collection & Ingestion

Web

Mobile Web

Internal Systems

Mobile App

Insider 
Object

JS Tag

Mobile SDK

Rest API 
(DWH / Data 

Marts / CRM / 
Offline 

sources)

Connectors

CSV Import

Insider CDP

Historical Data

Partnership 
Ecosystems

● Identifier
● Attributes
● Events

● Rule-Based 
Segments

● Predictive 
Segments

● Partner In-house 
Segments

Product 
Attributes

Product 
Affinity

C
row

ded-source
Product Feed

“Insider provides the most flexible architecture
backed by strong localization and integration capabilities.”

Rusty Warner, 
VP Principal Analyst



Data pipeline

Acquire - data collectie via verschillende 
bronnen.
Organize - proces van ingest, digest en identity 
resolution.
Analyze - creëer inzichten in gedrag en 
behoefte en mogelijkheid tot segmentatie.
Deliver - het actionable maken van je data.



2. Identificatie & 
segmentatie

Herkennen, bereiken en consent is verzamelen 
van data. Het begint bij goed Identity 
management wat als voordelen heeft:

- Verbeteren van CAC
- Relevantie
- Inzichten
- Betere governance



Create Deeply Segmented Personas

CDP Experience Reporting

Customers likely to go cold

Attribute Single Time Shopper

Category Affinity Lotion

AND

Event Wishlisted A Product

AND

Reachable on Email, SMS, Whatsapp

AND



3. Customer-driven 
marketing
Campaign management

Know, personalize, engage en measure



Success comes up with iterations over right focus and 
consistent direction

Revenue uplift attributable to Insider in %

1%
2%
3%
4%
5%
6%
7%

Proof Of 
Concept

Quarter 4Quarter 1 Quarter 2 Quarter 3

Integration, Trial & 
Learning

,,

Campaign Set 1

Campaign Set 2

Campaign Set 3

Keep 
Optimizing

Increasing 
# of 

Successful 
Campaigns

Personalization 3

Personalization 2

Personalization 1

Personalization 4

Personalization 1

Personalization 3

Personalization 5

Personalization 6

Personalization 4

Personalization 5

Personalization 7

Personalization 8

Personalization 9

Personalization 7

Personalization 9



4. Omni-channel
Channel orchestration

Offer, channel and timing should be perfect.









Increase the # of known users

Increase LTV

Optimize CAC

Influenced Metrics

Visitor Type: New Visitor

Traffic Source: Ad Mediums

Exit Intent: True

Segment

Turn visitors to known users

Channels

Email Onsite

WhatsApp

A 34% B 33% C 33%

On Website Event

Wait for Event

A/B Split
34% - 33% - 33%

On View

On-Site

On View

On-Site

On View

On-Site

Wait for Attribute

Email

Wait for Attribute

Whatsapp

On Send

On Send

Target Audience

53K
ESTIMATED AUDIENCE



A/B Split
34% - 33% - 33%

A 34%

On-Site

B 33%

On View

On-Site

C 33%

On-Site

On View

Wait for Attribute

On Website Event

Wait for Event

On View

Wait for Attribute

Email

On Send

Whatsapp

On Send

Segment: New User 
from Ad Channels

Exit intent = True

WhatsApp 
Subscriber

Email Opt-in

Test different on-site 
banners



5. Analyse and 
optimize
Campaign management

Customer-driven thinking



Data

Funnels

Flows

Events

Cohorts

Build insights for your funnel Marketer-friendly UI



Audience and behaviour Marketer-friendly UI

Data

Funnels

Flows

Events

Cohorts



Better marketing = improve Marketer-friendly UI

Data

Funnels

Flows

Events

Cohorts

top 5 products driving the most conversions



Hoe haal ik 
waarden uit CDP

1. Heldere doelstellingen
Begin klein en stel duidelijke haalbare doelen.

2. Integratie huidige infra 
Zorg voor dat het CDP aansluit bij huidige tech 
stack.

3. Stakeholder betrokkenheid
Houd draagvlak en begrip voor de use cases

4. Kwaliteit van data
Opschonen van gegevens en hoge 
datakwaliteit is essentieel.

5. Continue optimaliseren 
Evalueer regelmatig je campagnes en blijf 
continue verbeteringen doorvoeren.



Centre of 
Excellence
KPI’s - Know, personalize, engage, en Measure. 
Zet de juiste KPI’s en deel deze met de 
organisatie.

CDP working model -
1.  Team (stakeholders van IT, marketing, 

analysten. 
2. Business-friendly (en user friendly) 

platform, 
3. Use cases - wat gaat het opleveren met 

de beoogde campagnes, 
4. Methode en cultuur en 

executive support, houdt de CEO, COO of 
CFO betrokken.



Dure learning

Target

Using algorithms and machine learning models 
can be good. 

Did Target take it too far?

“We now know that Target has a system for 
figuring out which of its shoppers are knocked 
up.”  - New York Times

High

Predictive 
Segment
Preggers score is



Dure learning

Right audience via right channel

“Why does my fiance see ads for things I’ve 
shopped for?”



Dure learning

Verkeerd gebruik van data.



Loyal

Quick wins
8 types of personas in retail

Researcher Compulsive VIP

Hesitant Determined Social Inspired

Discount Chaser



Frustrations

High prices

Bad customer service

Interests

Dog lover

Outdoor person

Affinity

High discount / sale affinity

Messaging apps

Challenges
No big brand loyalty, switches 
easily

Quickly distracted, needs to be 
actively involved  

Anouk & Elliot

Let’s meet!



Subscribers: 150.000+

Web Push Opt-in

Mobile Web Opt-in

www.exotic-travel.nl

Show notifications

www.exotic-travel.nl

Show notifications

www.medpets.nl

Show notifications

Desktop Web Opt-in

15% 
Opt-in Rate

www.exotic-travel.nl

Show notifications

www.exotic-travel.nl

Show notifications

www.medpets.nl

Show notifications



Cart Abandonment Web Push 

+9,41% 
Conversion 

Rate

Don't forget your Puppy Package to 
give your puppy a warm welcome

Order now  to get  it delivered tomorrow 
🐶 ❤ 

10:30  www.medpets.nl



How to convince Anouk?

+18,77% 
Conversion 

Rate



Interests

Frustrations Solutions

Not loyal customers but the 
most common type of buyer

88% of buyers like to use 
discount code Statista

Challenge

Higher Price

Not loyal

The Opportunist

Price Competitor

Good Deals / Value for Money

Improve product discovery

Attract attention for long term 
value based on what they buy

https://www.statista.com/statistics/240237/coupon-use-in-the-united-states/


COUNTDOWN

+47%
CR

+13%
AOV



The Compulsive

Interest

Frustrations Solutions

Difficult to convert them to loyal 
long term customers 

Low CAC: Retain them!

Challenge

Purchase experience is 
difficult

Limit number of choice

Buy easily

Instant reward and 
gratification

Guarantee a smooth customer 
journey (+CR)

Recommend products to 
upsell (+AOV)



SMART 
RECOMMENDER

+26%
CR



The VIP

Interest

Frustrations Solutions

20% of your clients that can 
generate at least 80% of your 

revenue

VIP buyer journey must be 
impeccable

Challenge

Dislikes long customer 
purchasing journeys

Dislikes not being 
favoured especially 
when spending a lot

Personalized the user 
experience (+ CR)

Create a cohesive 
omnichannel buyer experience 
(+AOV)

Tends to spend more

Attracted to details whether 
big or small



FLUIDIFY THE 
JOURNEY

Segment: Target iPhone 
users with higher 

Likelihood to purchase

Wait
1h

If no 
purchase 
after 24h

+9% SALES LAUNCH OF THE 
Galaxy S24



ENGAGE VIA 
EXIT INTENT

6.52%
CR

+22.1%
CR



The Determined

Interests

Frustrations Solutions

No need to preach a believer.

Purchase process should be 
very quick before they leave the 

site.

Challenge

Product difficult to find

Spam and 
non-personalized 
interactions

A very specific need

An efficient purchase journey

Identify them and target their 
segment effectively (+CR)

Recommend product and 
promotions quickly (+AOV)



IMPROVE THEIR 
SEARCH

+6.07%
CR

+1.74%
AOV



The social shopper

Interests

Frustrations Solutions

Social Media aficionados

Engage them by integrating 
networks perfectly into your 

customer journey.

Challenge

Difficult finding a product 
seen on the network

Buying journey is long 
and complex

Reproduce the UX of social 
network (+AOV)

Use Social proof to reassure 
before the purchase (+ CR)

Discovering products on 
Pinterest and Instagram

Very sensitive to purchases 
made by their peers



x

Instory

Showcase Rivièra Maison’s new 
arrivals/ collections, ongoing 
promotions with clickable ‘InStory’ 
placements at the top of the 
page to increase the Click 
Through Rate.

12%- 37%
Click Through 

Rate



Collect zero party data
Advanced Segmentation

- Personalized Experience 
- Develop closer, 
longer-lasting customer 
relationships Size Age Purpose Style



Who: Users, who 
previously 
purchased from 
specific body shape 
type/ size

What: Automated 
OmniChannel 
Journey with 
dynamic 
recommendations 
on  all available 
channels

Why: Maximize the 
effect of 
personalized 
cross-sell with the 
minimum effort

Cross-Sell In 
and After 
Session

User Adds Bra to the Basket, 
but no bottoms

Cup Size is 
DD+/A-B

Hunkemoller

Email 
Recommendation

Web Puh 
Recommendation

App Recommendation



Use Cases & 
Demo for you POC

Technical 
Alignment Let’s start

                                    achieves 17.08% Uplift 

in Average Order Value using Onsite 
Personalization!

Read Here

✔

Rivièra Maison wanted to simplify product discovery and site navigation, 
making it easier and faster for their customers to find the perfect products.

Insider’s AI-powered capabilities helped identify different user behavior 
patterns and recommend relevant product categories, making it easier to 
navigate the site. Personalized “top searches” were added to the main 
navigation.

Sjors Teunissen - CCO

✔12.25% uplift in AOV 
with Promoting Recently 
Viewed Products

17.08% increase in AOV
through Simplifying Onsite 
Navigation

“With Insider, we can deliver the same great customer experience online that we provide in-store. We 

feel confident that we have made the right choice because of the ease of integration, 

complementary product stack, and Insider’s experienced team of growth consultants. For brands 

looking to achieve their full spectrum of digital growth goals, Insider is a good choice.”

https://useinsider.com/case-studies/riviera-maison/


x

Instory

Showcase Rivièra Maison’s new 
arrivals/ collections, ongoing 
promotions with clickable ‘InStory’ 
placements at the top of the 
page to increase the Click 
Through Rate.

12%- 37%
Click Through 

Rate



Top Wins & Learnings 



x

PLP Inline Banners

8.32%
Conversion 
Rate Uplift

Visually display an inline banner on 
product listing pages to inform 
about active promotion.



x

A/B test on the accessories 
category page - showing  
atmospheric background instead 
of white backgrounds.

Change images on PLP

11.18%
Conversion 
Rate Uplift



Let’s connect 
Michael.uenk@useinsider.com
Whatsapp : +316 23920723

mailto:michael.uenk@useinsider.com

