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LET ME INTRODUCE MYSELF

From automation to personalization

• Leading the First Party Data strategy across multiple brands and markets

• Established foundation for personalized marketing at scale

• Expanded active user database from 60K to 1.8 million 

Work experiences

RUDI CLAASSEN 
Manager CRM & Email Marketing
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EXPERIENCE HARMAN

For Work And Play

HARMAN develops innovative solutions that 

create smart experiences to make life easier, 

productive and entertaining – at home, in the 

car or on the go.
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LIFESTYLE

From automation to personalization

OUR BUSINESSES

AUTOMOTIVE
PROFESSIONAL 

SOLUTIONS
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From automation to personalization

OUR CHALLENGES

Complexity
Managing multiple brands, each 

with distinct identities and 
audiences

Maturity
Need to maintain consistent, 

personalized customer 
experiences across diverse 
markets, especially EMEA

Migration
From Salesforce Marketing 

Cloud (a highly sophisticated 
platform) to Simon Data (a 
simpler, more streamlined 

CDP/ESP)

1 2 3
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LANDSCAPE 

From automation to personalization
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LANDSCAPE (SIMPLIFIED)

From automation to personalization
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END GOAL: CUSTOMER JOURNEY OF LISA (28)

I’d want to have the 

perfect fit for my 

needs and comfort

Everyone walks around 

with earbuds, let me 

check if it’s something 

for me...

I’m unsure about the 

battery life, some 

reviews are hesitant 

about this

Yes, my new earbuds are 

coming! Can't wait to 

unpack them and know 

what is the fuzz about

There is so much to 

unpack, the earbuds, 

the case. AND there is 

an app! I don’t know 

where to start? Yep, can’t live 

without them. They 

are glued to my ear and 

will not leave my side. 

He! That might be 

an interesting 

product too. How 

would that fit in my 

daily routine?

Search Identification Intent Purchase First use Habit Cross-sell

From automation to personalization
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END GOAL: CUSTOMER JOURNEY TRIGGERS

From automation to personalization

Finds ‘Help me choose’ 

instore and learns more 

about product

Data: identification and 

store interest data around 

product

On-site searches for: 

“Best earbuds” and JBL is 

first hit in 

-People also ask:- section

Reads blog about earbuds

Data: On-site data capture 

based on search behavior

Compares options that 

fits with her needs

Actively share 

comparison of product 

to stimulate purchase 

intent

Reads more about 

product whilst waiting for 

delivery 

Start personalized 

product onboarding 

through email & app 

Starts using main 

product features and is 

happy/unhappy with 

usage 

Follow up on 

experience (NPS) and 

turn all experiences 

into positive 

experiences

Fully adopts the 

product into her daily 

routine, no active 

information demand 

Create a happy 

moment by sharing 

undiscovered features 

she did not use so far 

Sees promotions 

about new JBL 

products 

Identify purchase 

likelihood

The

road to 

loyalty 

Search Identification Intent Purchase First use Habit Cross-sell
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HOW DOES THAT WORK?
Initiate the Golden Question Project
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‘What’ 

data

What she

buys
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‘What’ 

data

What she

buys

‘How’ data

Which 

channel she 

uses 
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‘What’ 

data

What she

buys

‘Why’ data

Why she 

wants that 

specific 

product 

‘How’ data

Which 

channel she 

uses 
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AVAILABLE FIRST PARTY DATA 

From automation to personalization 

‘What’ 

Profile data

‘How’ 

Attitudinal

data

‘Why’ 

Interaction

data
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AVAILABLE FIRST PARTY DATA 

From automation to personalization 

‘What’ 

Profile data

‘How’ 

Attitudinal

data

‘Why’ 

Interaction

data

Spend per order

 and total

Nr of transactions

Product registration

Country & Language

Birthdate

NPS/Sentiment

Last purchase date

(Email) address
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AVAILABLE FIRST PARTY DATA 

From automation to personalization 

‘What’ 

Profile data

‘How’ 

Attitudinal

data

‘Why’ 

Interaction 

data

Spend per order

 and total

Nr of transactions

Product registration

Country & Language

Birthdate

NPS/Sentiment

Last purchase date

(Email) address

Email opens/clicks Buying platform

Opt-in source

First/Last
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AVAILABLE FIRST PARTY DATA

From automation to personalization 

‘What’ 

Profile data

‘How’ 

Attitudinal

data

‘Why’ 

Interaction

data

Spend per order

 and total

Nr of transactions

Product registration

Country & Language

Birthdate

NPS/Sentiment

Last purchase date

(Email) address

Email opens/clicks Buying platform

Opt-in source

First/Last

Feature importance

Lifestyle

Sales

(price driven)

NPI 

(innovation driven)

Color preference Brand love
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JBL APPS
PRODUCT REGISTRATION & 

ONBOARDING

CRM DATABASE & EMAIL 

MARKETING

From automation to personalization   

HOW DID WE INCREASE OUR ACTIONABLE CUSTOMER INSIGHTS?

1 2 4

GAMIFICATION (E.G. ON-SITE 

AND DURING EVENTS)

3
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CAMPAIGN FLOW 

Example 1: Black Friday Data Enrichment Campaign

Lead Generation via 

Instagram & 

Facebook

M2: Start BF

Black Friday is here

M3: Reminder

Black Friday bestsellers (personalised)

M4: Black Friday 

The offer will be over soon (personalised) 

Timing: Nov 18 Timing: Nov 22 Timing: Nov 29

M1: Invite to share 

the preferences

Build anticipation + questionnaire

Timing: Nov 4, 2024

Pre-register via 

homepage jbl.com

Questionnaire to capture product 

preferences based on the budget, 

category & product features. Teasing

an exclusive offer there.

Lead Generation via 

website banner

M5: Last Day

Final deals

Timing: Dec 2

Tell-a-friend via 

Whatsapp
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DATA ENRICHMENT

Example 1: Black Friday Data Enrichment Campaign

Landing Page with preferences
For users to fill in the preferred product 

category.

• Question: 

Which JBL products do you like most? 

• Data enrichment: 

Interest
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PERSONALIZED BLACK FRIDAY ANNOUNCEMENT 

Example 1: Black Friday Data Enrichment Campaign

Gaming PB, PS, & HA Earbuds All/Fallback
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ASK IT IN RELEVANT MOMENTS

Example 2: Golden Questions In New Product Introduction Email
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NEWSLETTER Q2 EARBUDS AND PORTABLES BASED ON PREFERENCES

Example 3: Personalized New Product Introduction Email
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Example 4: Product Unboxing Journey 

PARTYBOX – TAILORED CONTENT AND CROSS SELL ACCESSORIES
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From automation to personalization

LESSONS LEARNED & BEST PRACTICES

KPI SETTING

Setting clear KPIs for personalization at 

scale with a cross functional team and 

shared roadmap

START SMALL

Implement first (scalable) use case

Birthday campaign

ACCELERATE

Multiple data enrichment strategies 
Golden Question Project!
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THANKS FOR
PLAYING!
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QUESTIONS?

From automation to personalization

Scan QR code for more 

information about me
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