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Squiz is a global digital experience company

We help higher education institutions build brilliant digital experiences fast,
on a platform that embraces change.
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We work with forward-thinking educational institutions

20% of the top 50* ranked universities globally
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Squiz’s mission

To create services online
that improve lives offline.
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sQui
Digital Aspiration gap

Aspiration

Average enterprise has
120-250 martech tools



SQuUIZ

Digital experiences are [{eleX][e1VA {e N oIV]|[c
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Come as you are.

cli[eRbrilliant digital experiences fast

on a platform that .
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What is Personalization?
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Personalization Project Challenges

Misconception of the ease
of implementation Underestimating the
content workload

Tackling too much
at once Lack of

ownership

An inside-out vs.

customer-in approach Absence of an
iterative plan vs.

big bang
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Personalization With the Highest Impact on Consumers

Percentage of customers who consider help type important

62% Help me get a better deal
49% save me some time
46% Provide information | didn’t have before
45% Make the purchase process easier

44% Make the purchase process less confusing

Gartner
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THINK BIG,

START SMALL,

1EARN FAST

SQuUIZ



SQUI2
6 Steps to Personalization

Define user Define Map user Select content Measure
segments personalization journeys personollzotlon to personalize results
goals triggers



SQUIZ
Undergraduate prospective student example
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6 Steps to Personalization

Step
2

Define user Define
segments personalization
goals

Step
3

Map user
journeys

Step Step
4 5

Set Select content
personalization to personalize
triggers

SQuUIZ

Step
6

Measure
results
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a Define user segments

e Understand your target audience needs
e Utilize “jobs-to-be-done’ (JTBD)

e Group users with similar JTBD and other
criteria



Why not personas?

King Charles llI

Male
Born in 1948
Raised in the UK
Married twice
Lives in a castle

Wealthy and famous

Ozzy Osbourne

Male
Born in 1948
Raised in the UK
Married twice
Lives in a castle

Wealthy and famous

SQuUIZ



Jobs-to-be-done Sz

Every user has a job to do on your site



Jobs-to-be-done

Even though
customers buy this...

Carbon Skateboard
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Swiss Bearings
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Hollow Trucks
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Titanium Hardware
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Polyurethane Wheels
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..they really want this.
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Jobs-to-be-done interview ideas

e What's the main thing you're looking to achieve on the
site?

e Why is that important to you?

e How do you normally find the information or service
you need on the site?

e Are there specific information gaps that would
improve your ability to get your task done?



User segment

Group users with similar JTBD

Location

Demographics

Local
Undergraduate

International
Undergraduate

SQuUIZ

Jobs-to-be-done

Local About to finish Apply for
high school admission to an
undergraduate

program

International About to finish Apply for
international admission to an
equivalent to undergraduate

high school

program



6 Steps to Personalization

Step Step Step
3 4 5

Define user Define Map user Set Select content
segments personalization journeys personalization to personalize
goals triggers

SQuUIZ

Step
6

Measure
results



Define organizational
personalization goals

® Increase engagement
® Increase conversion
e Increase upsell value

® Increase retention rate

SQuUIZ



Map user and organizational goals

International
Undergraduate

Local
Undergraduate

International

Local

About to finish high
school equivalent

INelelliteRilalNaNalle]a
elglele]

SQuUIZ

Jobs-to-be-done

Apply for admission into
undergraduate program

Register to attend a
campus tour

Organizational Metrics
goals

Increase
conversion

Increase
engagement

Admission form
completion

Tour registration
completion




6 Steps to Personalization

Step Step
4 5

Define user Define Map user Set Select content
segments personalization journeys personalization to personalize
goals triggers

SQuUIZ

Step
6

Measure
results



SQuUIZ

Map user journeys

e Analyze the current behavior.
e Map out the ideal user journey to:
o Improve their existing journeu.

o Remove unnecessary friction.
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6 Steps to Personalization

‘ ‘ ' ‘ Step

Define user Define Map user Select content
segments personalization journeys personollzotlon to personalize
goals triggers

SQuUIZ

Step
6

Measure
results



SQUIZ
Set personalization triggers

Point or action in the user journey where you
can start to control the content being seen.

Anonymous Authenticated



SQUIZ
Set personalization triggers

Anonymous

Self-identification or behavioral

e First-party cookie
e User location

e Web event

e [Device type

e Traffic source

e Self-identification

e Search



sQui
a Personalization using self-identification

A\t =
— : X (4
Anonymous Trigger ﬂ:tudy atGrfith B=
e Preferred campus location P ————
e Student demographic i rigaat

o I_eve I Of St U d g Logan hOOI It's also a great chance to focus on a study area t

Gold Coast . aspirations, as well as meet like minded people a
erSIty Studying at Griffith, you'll have the chance to lea

a Online i ? 2
® S U d Sl J b ec O eO addition to your classroom studies. You might ev
t U J t r your degree overseas.

I'm not sure yet

00 Embarking on a degree after 12 years of school c{

® D eg re e tu p e why we offer a range of support services and res

way.

e Commencement date

The Griffith University uses a self-identification
personalization widget to help prospective
students get an experience adapted to their needs.

Back




SQUIZ
Personalization using search & self-
identification

'LSBU Q

RISE

WITH p1IRPOSF

Back



SQUIZ
Set personalization triggers

Authenticated
e Works across channels
e Persistent
e Combines data sources

e Restricts content access

Behind an ID and password

e Login authentication
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Personalization using Site Search

Edit

File

@ Chrome Profiles Tab Window

View History Bookmarks Help s » = ) Tue 3:50 PM Q
e ) Search | Gonzaga Univers x Funnelback Administration X + v

€& 5 X {} & gonzaga.edu/search?query=nursing N Om e & g 8 = (W paused

“

Info and tool for students, faculty and staff, including mask & ine requir FAQs, and more. Visit site
VISIT APPLY GIVE ALUMNI & myGU
UNIVERSITY ABOUT ACADEMICS ADMISSION STUDENT LI

NURSING

T

SCHOOL OF NURSING

ATE NURSING PR

< "
’ ( ’uSEINTHEAWENT CALENDAR »

Establishing secure connection..

Financial Details



Objectives

Communicate to
different student
cohorts in real-time

Fast
Accessible on devices

360 view of student info
in secure, easy-to-use
interface

Empower student self-
service

(W Griffith

UNIVERSITY

3

Joshua Werner

ﬁ]‘ Home

@ My program
$ Finances
tz;}‘ My details
al Support

<) Logout

[++] Provide Feedback

Personalization using Authentication

SQuUIZ

myGriffith AskUs Learning@Griffith Library Q

13 Mar 2023

Noticeboard Quick links Vv My links Vv

No messages to display

Staff information tile Parking

1

Learn more

24/7 online help now available for
Learning@Griffith

No upcon key dates
View more key dates

TODAY

No upcoming events or exams

Weekly timetable Full timetable

Back
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Personalization using Authentication

Quick links Vv

Noticeboard

24 Jan 2020

e Displays relevant info

Jolene

in chronological order St f Commere

One of Australia’s leading business educators

e News personalized by @ e o
student < My Program N O f i kvt ol oy sttt ey .

$ Finances
{"7} My Details
@ Support

€] Logout View more notices —»

«+] Provide Feedback
Exam timetable Orientation Status

W 0MNe. yOUr SXam LMETatle Nas nOw Deen 1 You ve competec O

=P -
DY

Back
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Personalization using Authentication

My Schedule

e Upcoming courses, events, important
dates

e Limit to 3 upcoming dates to avoid
N 22nd March 2020
overwhelming students Last ate t0 dop cou

26th April 2020
Last date to drop course wit
faid 4AFE

failure: 22
J104AFE

View more key dates

TODAY

Back
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a Personalization using Authentication

Mg Program My Py‘og'am Quick links Vv My links Vv
e Track degree progress

+ Accounting Finance

e Credit points

Your progress
-—

e Progress bar

130 OF 240 CREDIT POINTS ACHIEVED TO DATE

e Drill down

2019 Trimester 3 Next term

e Manage course administration

2106AFE

Dr John Fan @

Assessments

| 2201AFE Corporate Finance

Back
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Personalization using Authentication

Mg Finances Quick links Vv My links Vv
e Automate payment tasks
ommonwealth Supported - HECS-HELP o SSAF Status @

e Amount due
e Payment deadlines

e Payment transaction

Results

o st week: 52.6% students rated |-
portal EXCELLENT o et st 3 ' g

e st year: 500k sessions/mth

Back
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6 Steps to Personalization

Step
6

Define user Define Map user Select content Measure
segments personalization journeys personollzotlon to personalize results
goals triggers



SQuUIZ

Select content to personalize

Notification banner

Menu items

Image/title

Dynamic data (graph, etc)

Text

Product recommendations
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6 Steps to Personalization

Define user Define Map user Select content Measure
segments personalization journeys personollzotlon to personalize results
goals triggers



Measure
results

Step-by-step guide on setting up goals
and measuring conversion

Analytics

A Reports snapshot

Real-time

Life cycle Pages and screens: Page title and screenclass @ -

b Acquisition Y ( Include Is canve

@ - Engagement

Views over time
Engagement overview

Events

Conversions

Pages and screens: Page ti...
+ Monetisation

Retention

Search Console
» Search Console
User

»  User Attributes

»  Tech

ALL ROWS

0O Uubrary
1 May - 7 Jun 2023

27 Mar - 3 May 2023

Jeareers

Jlegal/uptime

ange @ Preceding

Views per
user engagement
time

S5m

0m 00s

Explore ¢

SQuUIZ
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6 Steps to Personalization

Define user Define Map user Select content Measure
segments personalization journeys personollzotlon to personalize results
goals triggers



User segment Goal User Journey Trigger

Name of your user What would you like  List all the pages of ~ How would you

segment your user segment to events a user will identify your user
achieve? (i.e. increase take from visiting segment?
conversion, your website to

download a file, visit  achieve their goal.
a particular page, etc)

Group A Increase conversions - Visit service page Visit service page
- Submit a form

Group B

Group ¢

Personalization

What element of your
website will you
personalize? List each
components for all
your pages across
your customer
journey.

- Hero banner
-CTA

Content

List all the content
you have specifically
created for your user
segment, and where
they can be located
within your customer
journey.

- Group A hero
banner
- Group ACTA

Results

How will you
measure the success
of your
customization?

Conversion rate
increased by 13%
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BONUS: Tools to make it happen

e Considerations “ﬂT YEI lﬂST

O Increasing data complexity
O Fragmented data and workflows
O  Cross-channel experiences difficult to measure

and optimize




sQuIz
BONUS: Make it happen

e Tech solutions available

O  Customer Relationship Management (CRM) or

Student Information System (SIS) h ' &

M MAKING IT HAPPEN,
¥ SERGEANT.



SQUI2
BONUS: Make it happen

e Tech solutions available

O  Customer Relationship Management (CRM) or

Student Information System (SIS) 8
| AM MAKING IT HAPPEN,
SERGEANT.

o Digital Experience Platform (DXP)



Squiz Composable Digital Experience Platform (DXP) sellz

Solutions Websites, Portals, Intranets, Mobile apps

A {k

To build

Content
Management | Management

Integration Experience [ Personalization | Optimization

Management

Delivery

Front-end-as a
service

Platform A secure and stable foundation that unifies and monitors DXP capabilities and services




BONUS: Make it happen

e Tech solutions available

O

Customer Relationship Management (CRM) or
Student Information System (SIS)

Digital Experience Platform (DXP)

Customer Data Platform (CDP)

m Collect
m  Unify
m Share

m Trigger personalization

&

[AM MAKING IT HAPPEN,

i

SERGEANT.

SQuUIZ



SQuUIZ
Buck the overcomplication trend

e Start small.
e Do it quickly, learn.

e Pick the right tools.
e |terate and show results.




SQuUIZ

Thank you!

Squiz.net
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