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Who is speaking?

Rasmus Houlind
Chief Experience Officer at
Founder of Omnichannel Institute

3x Published Author:
”Hello $Firstname: Profiting from Personalization ” (2023)
”Make it all about me” (2019)
”Hvis det handler om mig, så køber jeg!” (2015)

rh@agillic.com

+45 53 886 555

linkedin.com/in/houlind

mailto:rh@agillic.com


• Agillic is the Nordic Marketing Automation Platform that 
empowers brands to deliver personalised, omnichannel 
experiences at scale. 

• Agillic helps you match customer insights with 
personalised content in realtime to create relevant, 
consistent communications across all channels.

• Agillic helps you boost customer loyalty, maximise 
lifetime value, and turn personalisation into performance.

• Agillic is always nearby, has outstanding support and a 
bustling community with great local implementation 
partners

Who What is ?
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AI [New Martech]
Personalisation [Tactics]

Personalisation and AI
are the top Martech Trends

Produced January 2024 by Frans Riemersma, Jelle van Santen 



WHAT IS 
PERSONALIZATION?



Personalization requires mixing and matching 
Insights and Content

Efficiently!

INSIGHTS CONTENT



Let’s take a fitness example of Hyper Personalization…



Data Insights are important for 
personalization!



The notion of ‘The Data Layer’ is already widely
accepted in the Martech Space

Data Collection
ETL, ingest

Master Data
Stitch, Clean & Enrich

Data Modelling
Predictive Analytics, 

Machine learning

Data Activation
Reverse ETL

Data
Layer

(simplified)



How many in here have their
Data / Insights ready for 

Personalization? 
(Poll)



Content is important for 
personalization!
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Could we imagine a Content Layer similar to the Data Layer?
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Could we imagine a Content Layer similar to the Data Layer?
No Content = No Marketing

Content Collection
Shared drives, suppliers

Master Content
Assets, Products

Content Modelling
Localized, tagged, templateS

Content Activation
Published Content

Content
Layer

(simplified)

Data Collection
ETL, ingest

Master Data
Stitch, Clean & Enrich

Data Modelling
Predictive Analytics, 

Machine learning

Data Activation
Reverse ETL

Data
Layer

(simplified)

Largely fragmented 
& manual process

Largely
parallel process

sourcing, quality, 
analysis & activation



How many in here have their
Content ready for 

Personalization? (Poll)
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Landfolk.com are using GenAI to drive the Content Layer…

Content Collection
Brand LLM

Master Content
Canonical Assets, Products

Content Modelling
Localized, tagged, templateS

Content Activation
Published Content

Content
Layer

(simplified)



Can AI help me craft my 
personalized messages?



Where does the Content meet the Insights?

Content Collection
Brand LLM

Master Content
Assets, Products

Content Activation
Published Content

Content
Layer

(simplified)

Data Collection
ETL, ingest

Master Data
Stitch, Clean & Enrich

Data Modelling
Predictive Analytics, 

Machine learning

Data Activation
Reverse ETL

Data
Layer

(simplified)

Content Modelling
Localized, tagged, templateS
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We can leverate Generative AI to repurpose Content between 
each phase and into the Personalization Layer!

Content Collection
Brand LLM

Master Content
Canonical Assets, Products

Content Modelling
Localized, tagged, templateS

Content Activation
Published Content

Data Collection
ETL, ingest

Master Data
Stitch, Clean & Enrich

Data Modelling
Predictive Analytics, 

Machine learning

Data Activation
Reverse ETL

Personalization
Layer

(simplified)

Data
Layer

(simplified)

Content
Layer

(simplified)

Experience Optimization
Nudges, IA

content

DATA

Experience Decisioning
Messages, recommendations

content

DATA

Experience delivery
OUTBOUND COMMUNICATIONS

Paid media

Owned media
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Suggest subject line variants!

Shorten text messages!

Translate to German or Danish!

GenAI can definitely help you…

Disclaimer: Mass-suggesting subject lines is a backlog feature



ChatGPT 40

Prompt: (attempt n2)
Draw me a photorealistic image of a young and 
strong Nordic man working out at the health 
club performing bench press 

Images are getting better and better…

Prompt:
Draw me a photorealistic image of a ramen 
noodles with a fork and no chopsticks
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Emails co-created by Generative AI at Matas
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Emails co-created by Generative AI



How could that look in a 
Marketing Automation tool?
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Café Connect
Agillic Content Designer

Let’s get 
more people 
to sign up for 
coffee bean 
subscriptions!
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Café Connect – Content Designer



Café Connect – And the output

Mystery Box Trial Variant

Monthly Favourite Beans Variant
Adding Humour

Adding Emojis



Considerations:

• What is the best contextual 
source for prompting the AI?

• How many ways does it make 
sense to talk about a specific 
match?

• Benefits: 
• Fast production of email text
• Writing is easier delegated
• Quality stays high
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A few examples from F. C. Copenhagen



Learnings…
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1. Generative AI is invaluable in streamlining 
the Content Layer in general!

2. Shortening text, Adding Emojis, Changing 
Tone-of-Voice – all easy now!

3. Email copy is fast and easy if you have the 
proper guardrails in place!

4. Translation is stellar!

5. Image generation is getting good

6. But…
• You still don’t need an infinite amount of 

content variations
• Most brand will still want to QA!



Thanks for listening

Rasmus Houlind

rh@agillic.com

+45 53 886 555

linkedin.com/in/houlind

Chief Experience Officer at Agillic
Founder of Omnichannel Institute
Author of ‘Hello $Firstname’ 
and ‘Make it all about me’

Get a Demo of Agillic
bit.ly/agillic-demo

Join the personalization course:
bit.ly/beyond-HFN

New book
update coming!

Follow me for info!

mailto:rh@agillic.com
https://bit.ly/agillic-demo
https://bit.ly/agillic-demo
https://bit.ly/agillic-demo
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