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How to turn Product Pages 
into Personalized Proposals

PERSONALIZATION
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Business technology terms are often imprecise and overarching, but personalization has to be 
one of the vaguest. At the same time, the idea of personalization is so critical to eCommerce 
in particular, that the conversation continues. There is no question that customers want 
personalization. 

In customer’s minds, personalization is simple: make my experience completely unique for me, 
offer me products that I need, and explain to me why I need them. The University of Texas tried 
to delve in deeper to understand why customers want personalized experiences. They found 
a few drivers, Firstly, the idea of overload theory comes into play. Overload theory essentially 
argues that customers are bombarded with too much information and too many messages 
online, something I’m sure we can all relate to. Secondly, the idea of user involvement is critical 
as well. By our nature, we are more interested in something that we feel personally invested in or 
involved with. Or, to put it another way, if we feel a sense of control and ownership, we are more 
like to buy a product.

What does this psychology mean for eCommerce companies? Since customers are overwhelmed 
with content, they are likely to tune out generic content, and fully personalized experiences 
will stand out for them. Personalization cuts through the generic background noise of your 
competition. What’s more, if the content or experience is truly personalized and they feel invested 
in the relationship with the brand or feel that you really get them, then they are more likely to 
buy.

To date, eCommerce companies have thought about price as the main means of competing 
in their market. Yet, psychology tells us is that price is not the main factor for buyers. You can 
succeed at selling a higher-priced good if you can explain to the customer, at a personal level 
why this is the right fit for them. The explanation is the experience. Great and personalized 
experiences generate more value than bargains, for both eCommerce and consumers.

Introduction
Like many buzzwords, the idea behind “personalization” has long since 
been lost. Today the term encompasses any kind of changes to the 
customer experience that are based on a specific user. An email with 
your name in the subject line is called personalization and grouped under 
the same banner as, for example, software that generates a completely 
unique experience for each customer on a webpage.

      McKinsey says that 80% of customers want personalized experiences.

https://repositories.lib.utexas.edu/bitstream/handle/2152/18054/brightl36922.pdf?sequence=2&isAllowed=y
https://repositories.lib.utexas.edu/bitstream/handle/2152/18054/brightl36922.pdf?sequence=2&isAllowed=y
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
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This discussion of the drivers behind human behavior leads us 
nicely into a discussion of the challenges facing eCommerce 
companies today. The COVID-19 pandemic accelerated the 
trend of online sales and forces traditional bricks-and-mortar 
stores to go online. The shift to online shopping also increased 
competition in an already competitive space.

Mark and Jeff are the only ones getting rich. Adding to the 
competition, Amazon has eaten more of the market share with 
some estimates for 2020 putting them at owning a staggering 
38% of the eCommerce market share in the United States. 
Amazon has created an unfair competitive advantage thanks 
to Prime, which allows free overnight delivery to most of the 
goods sold on the platform. At the same time, Google shopping, 
which works as an aggregator allowing customers to essentially 
make choices in the product they buy based on price, has led 
to the rise of price comparison tools which push eCommerce 
companies to undercut the price of their competition.  

While Amazon created massive economies of scale and Google 
is organizing a price war, online advertising costs keep rising as 

more eCommerce companies compete against 
each other to reach the top of the search bar, 
either on Google or Amazon itself. Google Ads 
has been a cash cow for years and Amazon Ads 
is the fastest growing +$1B revenue business 
in the world. It is no wonder that Amazon and 
Google have been the big winners in the last year 
with the shift to eCommerce. Small and medium 
sized online retailers are literally funding their 
competition by paying them for advertising and 
selling on their platforms.

Put simply, the cost of customer acquisition is rising faster than 
the eCommerce space itself. Differentiation is harder than ever 
before. Amazon, Facebook, and Google are getting rich while 
mid-sized eCommerce companies are struggling.

The problem for mid-sized eCommerce companies is this: you 
can’t sell at a loss on your way to growth. The biggest players 
on the market can always undersell you, particularly when 
shipping is “free” for the consumer as with Amazon Prime. 
Mid-sized eCommerce cannot compete on price. Small and 
medium sized eCommerce need a new strategy and need to 
stop funding Google and Amazon.  But the choice isn’t “go 
cheap or go home”. The choice is between going cheap or 
going premium. 

The eCommerce Dilemma
Go Cheap or Go Premium

Google Ads has been a 
cash cow for years and 
Amazon Ads is the fastest 
growing +$1B revenue 
business in the world.

https://www.fool.com/investing/2020/06/10/amazon-still-gain-e-commerce-market-share-in-2020.aspx
https://www.fool.com/investing/2020/06/10/amazon-still-gain-e-commerce-market-share-in-2020.aspx
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Daniel Kahneman famously wrote, “no one ever made a decision 
because of a number, they need a story”.  eCommerce companies, 
who have been trying to compete on price, which is, after all, a 
number, might argue with Kahneman. But the essence of the Nobel 
Laurate’s argument in his book Thinking Fast, Thinking Slow is that 
there are two decision systems in the brain.  The first system is really 
a first blush reaction to something like looking at a picture and 
deciding quickly ‘that product is or is not for me’. The second system 
is best described as ‘stopping to think’. A buyer that starts to compare 
prices, would stop to think ‘why is the product more expensive on this 
site versus the other’. They then might look at the reviews, shipping 
information, and return policies for example.

What missing from this dual decision-making framework when 
applied to eCommerce is what we referenced before as Overload 
Theory (sometimes called cognitive overload theory). If eCommerce 
buyers are overloaded with numbers, they may shut down and buy 
nothing or they may buy the wrong product, explaining in part why 
the number of returns is so high in eCommerce. 

Higher Margins due to 
Higher Personalization: 
How Becoming a Premium Brand  is the 
best strategy for eCommerce

When we talk about 
premium, we are 
talking about customer 
experiences which are 
what differentiate the 
cheap brands from the 
premium. As Shopify puts 
it: 

“To better 
compete with 
marketplaces 
and retail 
giants, brands 
are also 
investing in 
richer, more 
personalized 
experiences. 

Humanizing 
their brand 
also aids in 
customer 
retention, now 
a top priority 
as acquisition 
costs rise, 
along with 
uncertainty 
in digital 
advertising”. 
So, the way to compete 
against Google, Amazon, 
and all the new cheap 
eCommerce companies is 
through richer and more 
personalized experiences. 
Again, this shift is backed 
up by behavioral science.  

Research from the World Economic Forum found that the rate of returns 
in eCommerce were as high as 60% in certain categories and that didn’t 
even look at the cost to the vendors of those high return rates.

https://www.nytimes.com/2016/12/06/books/review/michael-lewis-undoing-project.html
https://www.nytimes.com/2016/12/06/books/review/michael-lewis-undoing-project.html
https://www.shopify.co.uk/enterprise/the-future-of-ecommerce
https://www.shopify.co.uk/enterprise/the-future-of-ecommerce
http://www3.weforum.org/docs/WEF_Delivering_Goods_E_commerce_logistics_transformation_report_2018.pdf
http://www3.weforum.org/docs/WEF_Delivering_Goods_E_commerce_logistics_transformation_report_2018.pdf
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eCommerce overload is leading customers to buy the wrong 
products, leaving them unhappy and vendors footing the bill. At 
the same time, the vendor’s attempt to compete on price alone is cutting 
their margins and putting the business’ future at risk. It is clear that the 
current approach is not working for mid-sized eCommerce vendors and 
customers alike. Traditional eCommerce can often be summarized by the 
worst: low cost, low value.

A premium eCommerce approach is one based on experiences. Before 
COVID, why did people go shopping in stores and malls? The answer is 
simple, the experience. That might be something like an event in the shop, 
but more likely it was the service and attention they received from the 
employees. Or, to put it another way, successful bricks-and-mortar sales 
rely on salespeople who offer personalized experiences to customers. This 
is an obvious difference between a cheap brand and a premium brand’s 
physical stores. The cheap brand has fewer employees who generally 
have a lower skill level. The premium brand has attentive higher-skilled 
employees who help customers find the right product for them.

To put this another way, personalized experiences are what differentiate 
the cheap brands from the premium brands in-store and online. 

If you want to go premium and stop 
competing on price, you need to start 
competing on personalized experiences. 

The payoff for eCommerce stores going premium is huge: higher margins, 
fewer returns, and more satisfied customers. That’s why everyone looking 
at the eCommerce space from Shopify to McKinsey is urging eCommerce 
companies to adopt personalization. This brings us back to where we 
started: what exactly do they mean by personalization?

https://www.shopify.co.uk/partners/blog/website-personalization
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
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When we talk about Customer Experience Personalization today, it generally takes two forms. Conventional 
Experience optimization tools allow eCommerce companies to A/B test design elements. Do certain colors 
drive higher levels of engagement? When the button is on the left, do more people click? The second form that 
conventional personalization takes is the “preformatted text” aspect. We’ve all seen this “YOUR NAME, customer 
like you also bought THIS PRODUCT”. This may or may not include your name depending on what data they have 
about the viewer or what tool you use, but the approach is the same, put some preformatted simple pitches in 
front of the customer and see what they click on.

Looking at these conventional customer experience personalization tools, you can be forgiven for asking yourself 
“is this really personalization”?

Conventional Peronalization:
Change the Colors or Add “Customers like you” suggestion

Now that we’ve looked at conventional personalization, let’s take a step back and look at the ideal 
state of personalization from a customer and vendor perspective. We mentioned above the ideal 
in-store situation, where a salesperson either knows the buyer or asks questions to understand 
the buyer’s needs before making a proposal, ‘based on what you told me you need, this is the best 
product and here is why. The idea personalization scenario online isn’t much different.

From the customer’s perspective, they want to know if the product is the right product for them. 
At the moment, they need to do work to figure that out, reading specifications, reviews, etc. As 
mentioned above, this is why the return rate is so high in eCommerce. What a customer really 
wants is the information about the product that is pertinent to them. By definition, the only way 
to answer the WHY question is with a personalized answer in plain English.   

From the retailer’s point of view, the idea personalization scenario should make use of the data 
that they are collecting on the customer. Start with basic information: What do they have in their 
cart? Where did they navigate from? Are they looking at two products? What does their behavior 
suggest (are they comparing prices or drilling down into shipping times for example)? Then, go 
deeper: What do they already know about this buyer? What have they bought in the past? What 
type of Buyer Persona do they correspond to?

Essentially, retailers have a huge amount of data on their customers that they are not currently 
using to its full potential. Using this data, they would like to turn every product page into 
a fully personalized proposal for each unique customer.  A proposal, which explains in plain 
English WHY a product fits their unique needs.

The Promised Land of Personalization: 
A Unique Experience for Each individual
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New technology 

in 2021
and how it changes 

Personalization

The technical term for software that can write 
from a structured data source is Natural Language 
Generation (NLG). Until recently the only real 
deployments of NLG that you will have heard of 
are in big banks and pharmaceutical companies. 
Without getting too deep into the technology, 
the reason for this is that NLG software was 
complicated to integrate with datasets and time-
consuming to develop applications.

But that has all changed. Advances in the NLG 
space led by AX Semantics have led to the first 
flexible SaaS NLG tool which has now been 
adapted specifically to serve the needs of 
eCommerce companies.

This means a SaaS tool that leverages first-
party GDPR compliant behavioral data and 
psychographic analysis to generate personalized 
content for each viewer of a product. 

For the first time, you can 
now fully personalize the 
content on your website.    

When you look at the ideal state of personalization from a technical 
perspective, one thing stands out: you need to be able to write 
personalized content using these different data sources. Connecting 
to the data sources isn’t challenging but using that data to seamlessly 
write the personalized content (potentially in multiple languages) is 
challenging.

https://en.ax-semantics.com/the-software-natural-language-generation-saas
https://en.ax-semantics.com/the-software-natural-language-generation-saas
https://en.ax-semantics.com/
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So, what should this new personalization be called? The 
challenge is that the term “personalization” has come to 
mean changing the colors, moving the button, or adding a 
simple “customers like you bought” offer. This new approach 
to personalization delivers on the dream that kicked off the 
personalization efforts, to begin with- how to treat each 
customer like the individual they are.  

AX Semantics is at the vanguard of this next generation of 
personalization. Some, like Deloitte, have called this Hyper-
Personalization. They argue that hyper-personalization uses 
more data sources and advanced AI technology to generate 
unique customer experiences.

But there can be a problem with buzzwords like “hyper-
personalization”. Already, A/B testing companies who offer 
conventional personalization (i.e., changing the colors and 
moving buttons) are talking about “hyper-personalization” 
and trying to own the term with eye-wateringly large Google 
Ad buys.  

 From our perspective, we think that what AX Semantics offers 
really delivers on the promise of personalization, so we just 
call it “personalization”.   

AI-Powered  
Hyper-Personalization

Algorithm personalization

USING ONLY 1ST PARTY  
& ON-SITE INFO*

(recurring) Visits, product visits
Last page visits/path, local history 

(“browser.back”)
Customers statuts

Shopping Basket status
Time & Location

*: by using only on-site info, and a 1st party 
cookies, no information is transmitted to other  

parties - solving the GDPR issues normally 
associated with personalization.

How it Works

Behavorial data collected

Behavorial  
and Psychographic analysis

AX selects content objective  
and drafts personalized text

Personalized Content  
is displayed

All content variations are generated and provided

9

https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/deloitte-analytics/ca-en-omnia-ai-marketing-pov-fin-jun24-aoda.pdf
https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/deloitte-analytics/ca-en-omnia-ai-marketing-pov-fin-jun24-aoda.pdf
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Personalization is a win-win. The customer gets a better understanding of what product is best 
for them, and the vendors reduce shopping cart abandonment, cuts the number of returns, 
and grows their margins.  

The first stages of this new AI-led personalization make use of behavioral data and 
psychographic segmentation, but the next phase will make use of transaction data, customer 
purchase history, web browsing data, and more. This next phase will get us closer than we 
have ever been before to 100% unique customer experiences.

Personalization:
2022 & Beyond

There is no shortage of customer data and the next 
phase will make use of ever more data with the goal 
of unique customer experiences. 

To learn more we are running a weekly webinar series talking about 
personnalization, eCommerce, and new tech with leaders in this space.

https://301.ax/live
https://301.ax/live


11

Index
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-

differentiation-in-retail

https://repositories.lib.utexas.edu/bitstream/handle/2152/18054/brightl36922.pdf?sequence=2&isAllowed=y

https://repositories.lib.utexas.edu/bitstream/handle/2152/18054/brightl36922.pdf?sequence=2&isAllowed=y

https://www.fool.com/investing/2020/06/10/amazon-still-gain-e-commerce-market-share-in-2020.aspx

https://www.shopify.co.uk/enterprise/the-future-of-ecommerce

https://www.nytimes.com/2016/12/06/books/review/michael-lewis-undoing-project.html

http://www3.weforum.org/docs/WEF_Delivering_Goods_E_commerce_logistics_transformation_report_2018.
pdf

https://www.shopify.co.uk/partners/blog/website-personalization

https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-
differentiation-in-retail

https://en.ax-semantics.com/the-software-natural-language-generation-saas

https://en.ax-semantics.com/

https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/deloitte-analytics/ca-en-omnia-ai-marketing-
pov-fin-jun24-aoda.pdf

IMPRINT

Legal : AX Semantics GmbH

MARIENSTRASSE 23
70178 STUTTGART

GERMANY

HEADQUARTER: STUTTGART

PHONE: +49 711 699 486-0
E-MAIL: INFO@AX-SEMANTICS.COM

VAT ID: DE261230571

Managing Directors: Saim Rolf Alkan, Robert Weißgraeber

Court of Registration: AG Stuttgart, HRB 727319

https://301.ax/live
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
https://repositories.lib.utexas.edu/bitstream/handle/2152/18054/brightl36922.pdf?sequence=2&isAllowed=y
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
https://www.fool.com/investing/2020/06/10/amazon-still-gain-e-commerce-market-share-in-2020.aspx
https://www.shopify.co.uk/enterprise/the-future-of-ecommerce
https://www.nytimes.com/2016/12/06/books/review/michael-lewis-undoing-project.html
http://www3.weforum.org/docs/WEF_Delivering_Goods_E_commerce_logistics_transformation_report_2018.pdf
http://www3.weforum.org/docs/WEF_Delivering_Goods_E_commerce_logistics_transformation_report_2018.pdf
https://www.shopify.co.uk/partners/blog/website-personalization
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
https://www.mckinsey.com/industries/retail/our-insights/personalizing-the-customer-experience-driving-differentiation-in-retail
https://en.ax-semantics.com/the-software-natural-language-generation-saas
https://en.ax-semantics.com/
https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/deloitte-analytics/ca-en-omnia-ai-marketing-pov-fin-jun24-aoda.pdf
https://www2.deloitte.com/content/dam/Deloitte/ca/Documents/deloitte-analytics/ca-en-omnia-ai-marketing-pov-fin-jun24-aoda.pdf

