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The Competition for Space
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Competition for 
Page Real Estate
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Competition for Page Real 
Estate
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Promoting an Action



 @richardjones @inviqa

The Evolution of the Web



the human mind is not  
very good at taking  
giant leaps. 

Despite being  
incredibly creative… 
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which is why early sites  
looked like this…



The Present Day
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We couldn’t go from  

here to here -  
not just through  

lack of imagination…

but also a gap in technology
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What’s changed?

The Medium
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What’s changed?

The Delivery System
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A page is no longer  
a physical thing
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What’s changed?

The Call to Action



Definitions of Success
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Avg. Basket Value 
Basket Conversion 
Social Share 
Comments 
Data Collection 
Page Views 
Return Visit 
Time on Page 
Pages per Session 

Bounce Rate 
Basket Abandonment 
Partial Reads 
Irrelevant Ad Display 
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Intelligent personalisation 

can increase these  

opportunities  

by an infinite number 



Each Person’s Experience  
Can be Different 

More effective  
and BETTER
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We use these unique 
experiences to aim towards 

our desired outcome
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A Model of Personalisation
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A Traditional View
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Experience

Sign
als

Persona

Engagement
Ta

rge
ts

Personalisation Model



Personalised  
Experience

Sign
als

Persona

Engagement
Ta

rge
ts

Signals



Types of Personalisation
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Implicit
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Data we have collected or implied 
about the user



Explicit
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Data the user has provided



Visible
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Personalisation that is obvious to 
the customer



Invisible
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Unintrusive 
Passive



We need to model our 
content to meet these 

perspectives
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Thinking in 7 Dimensions
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1) Vertical Page
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2) Horizontal Page
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2) Horizontal Page
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2) Horizontal Page
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3) Who
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J“Julie”

“I’m buying the kids their Christmas 
presents. I’ve been told by the other Mums 
what the kids like. There might be quite a 
few so I need them delivered when I’m in.

2

Age: 30

High Level focus: Level of Importance (1 - 5 highest)

5 4

Engagem
ent Style

Engage Decide Buy

Profile

Store visitSecondary goal
Creating a Christmas listPrimary goal

Priorities

Quality Price

Style Service / Performance

Interaction

Browsing

Grazing

Searching

Discovery

ReturningCustomer type

AmershamLocation

2 kids (6 boy & 8 girl)Recipient

Mixture, but some referred from social.Product interest

Browsing Searching

Discovery

Christmas present listPurchase reason

£150-200Expenditure

Product

TabletDevice preference

Site & delivered.Touchpoints

MediumLikelihood of purchase

Customer info

User-profiling

Gifting Either Buying

Why are they visiting? Psychographic

Aware Neutral Not aware

Awareness of The Entertainer/product?Awareness

Considered Time-poor

Style of engagement?Behavioural

Mobile Static

Device type?Contextual

Shopping list mum

Referral

Julie is at home, creating a list. Will 
build it and then check basket etc.



4) When
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4) When
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5) Where
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What’s the season ?



6) What
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7) Why
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Building a personalisation 
strategy
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We need to extend our 
traditional persona definitions
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F“Fiona”

“I’m looking for a gift for my 
granddaughter. It’s her birthday in a few 
weeks. I don’t know what children like 
nowadays, but I’d like it to be relevant. I 
would like to see the size of it if I can?“ 4

Age: 65

High Level focus: Level of Importance (1 - 5 highest)

5 2

Engagem
ent Style

Engage Decide Buy

Profile

-Secondary goal
Present discovery Primary goal

Priorities

Quality Price

Style Service

Interaction

Browsing

Grazing

Searching

Discovery

NewCustomer type

Peebles, ScotlandLocation

Granddaughter (5)Recipient

Relevant toy. Product interest

Browsing Searching

Discovery

Birthday in a week or 2Purchase reason

£45- £50Expenditure

Product

DesktopDevice preference

Site & store visitTouchpoints

HighLikelihood of purchase

Customer info

User-profiling

Gifting Either Buying

Why are they visiting? Psychographic

Aware Neutral Not aware

Awareness of The Entertainer/product?Awareness

Considered Time-poor

Style of engagement?Behavioural

Mobile Static

Device type?Contextual

_

Referral

Grandparent



Without context our persona 
are insufficient
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Home Page
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Home Page
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Home Page
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Home Page
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Landing Page
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Landing Page
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Landing Page
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Call to Action Slots
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Call to Action Slots
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Call to Action Slots

 @richardjones @inviqa



Search Pages
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Measuring Success
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Tab abandonment -  
Do we really read  

the articles we open?
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Do we really read 
the articles we 

share?
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Engagement Metrics
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• Page Views +  
• Time on page 
• Depth of scroll 
• Interaction with features 
• Completion of CTAs



Personalisation Workshop

Search Phrase

Referring 
Page

Campaign 
Source

User 
InteractionShare

Like

Why

Implicit

Explicit

User 
Engagement

Target CTA

Social Profile

Onsite Profile

Onsite Data 
Collection

Entry Point

When

Where

Home

Landing

Search

Detail

Navigation

Header / 
Footer

Regions
Inner Content

Geolocation

Locations

Sidebar

What

Whoi

Pe
rso

na

Targets

Signals

Personalised 
Experience

En
gag

em
en

t

Scroll Depth

Time on Page

Onsite 
Activity

Visible

Invisible



1.
 V

er
tic

al
 S

cr
ol

l

2. Horizontal Scroll


"
#
♥
%

3. Who

Personalised 
Experience

4. When

5. Where

6. What

7. Why



The Dark Side
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Echo Chambers 
and Filter Bubbles
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Influence and Agenda
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Can we Practice Ethical 
Personalisation?
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Can personalisation be 
reversed to burst the filter 

bubble?
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Action Points
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Identify Personalisation 
Targets for key properties
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Enhance persona for 
additional dimensions
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Modify the content model
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Focus content to persona
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Be responsible
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TM

Business first
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Thank you!


