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Progressive Personalization Spectrum

Unknown User Semi-known User Authenticated User

This is the current 
experience that targets a 
broader audience based on 
personas, and seeks to 
funnel users into the 
correct content through 
information architecture.

This is the short-term 
target state to create 
gateway home page 
experiences tailored to 
specific audiences — 
engineers and executives.

A logged in dashboard 
experience for installed 
base engineers with special 
design consideration for 
larger accounts.

More-known User

A home page experience 
crafted with user-centric, 
needs-based content 
tailored by industry, 
location, and expressed 
user preferences.

Authenticated Advocate

An authenticated user who 
frequents the site and is an 
evangelist willing to provide 
testimonials and case studies.
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01. STEVE THE 
PROCESS ENGINEER 

Meet Steve. 

Steve is a process engineer 
located in the Permian 
Basin in Texas.  

He works in the Oil & Gas 
industry and has been 
struggling to remotely 
monitor all of his well pads. 

His challenges monitoring 
these wells make it difficult 
to reach the aggressive 
production goals set by his 
boss. 
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Steve knows his company 
worked with Emerson on 
similar issues on their 
offshore rigs, so later that 
night he goes to 
Emerson.com and starts to 
search for products, 
clicking on the new “View 
Product Catalog” link 
featured on the home 
page to attract engineers.  

Steve peruses the 
Instrumentation section of 
the catalog and views 
several Rosemount 
wireless transmitters. The 
site sets a cookie on 
Steve’s computer and now 
understand Steve’s likely 
location and his likely 
product interests. 
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Later that week, Steve is 
reading articles on 
worldoil.com looking for 
ideas to help him meet his 
production goals.  

While browsing, he notices 
a digital ad for Emerson 
about advances in well 
monitoring. Intrigued by 
the headline, he clicks on 
the ad and is taken to the 
Emerson home page.  
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Because Steve clicked from 
a specific industry website 
and already has a cookie 
tracking his previous site 
visit, he lands on a version 
of the home page that is 
personalized specifically for 
Steve and other engineers 
in the Oil & Gas industry.  

The page now includes the 
products that Steve had 
previously viewed and also 
related products, such as 
the ROC-800 Controller, 
which when used in 
conjunction with the 
wireless transmitters, would 
start to solve Steve’s 
monitoring challenges. Case 
studies and white papers 
related to well monitoring 
support the story. 

Steve explores the 
controller’s product details 
page and downloads a 
featured white paper. 
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It’s Monday morning and 
Steve is at work talking to a 
colleague about the 
wireless pressure 
transmitters and controllers 
he had been investigating. 
He returns to the 
emerson.com home page 
with his colleague looking 
over his shoulder.  

The page is further 
personalized, now including 
the name of an Emerson Oil 
& Gas expert in Steve’s area, 
a cost-savings calculator for 
automating wellhead 
processes, new case studies 
specific to the Permian 
Basin, a prominent button 
to register for the new 
authenticated dashboard 
experience, and a 
personalized discount 
coupon to attend Emerson 
Exchange 2020. 
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Engineer Configured Model
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02. SUSAN - THE 
FOOD & BEVERAGE 
EXECUTIVE  

Meet Susan. 

Susan is the CEO of a large 
Food & Beverage 
company. After a series of 
safety incidents on the 
assembly line hurt her 
company’s Q4 profit 
targets, she knows it’s 
imperative to improve 
production times and 
reduce downtime.  
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While reading the Logistics 
section of the WSJ.com 
website on her iPhone, she 
comes across a digital 
advertorial from Emerson 
about its new Top Quartile 
campaign. 

She scans the article, clicks 
the button to “learn more” 
and is taken to the 
Emerson.com home page.  
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The home page is tailored 
specifically to appeal to 
company leaders and  
C-Suite decision-makers. 

It features information 
about the Automation 
Solutions value proposition 
across process, hybrid and 
discrete industries, case 
studies about operational 
excellence and challenges 
unique to industrial 
businesses, and other 
relevant thought 
leadership content created 
to build trust. 
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Susan scans the home 
page and chooses to read 
a case study related to 
machine safety. 

She then clicks on the 
navigation to explore the 
Food & Beverage industry 
section, where she reads a 
case study about recent 
packaging innovations. 

At this point, a cookie is 
placed on Susan’s browser 
indicating her likely 
location, industry and the 
area of Emerson expertise 
that interests her – in this 
case, safety and 
packaging. 
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The next day, Susan 
returns to Emerson.com to 
share an article that she 
had read and found 
interesting. She now 
experiences a hyper-
personalized home page, 
with a new hero message 
as well as articles and 
infographics specific to her 
industry, and several new 
white papers about 
machine safety that are 
prominently featured.  

The site makes educated 
guesses that Susan might 
be interested in Emerson’s 
latest advances in 
automated packaging and 
palletizing. To be sure, the 
page prompts Susan to 
sign up for the Preference 
Center so she can further 
refine her areas of interest.  
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Executive Configured Model
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Susan starts to receive 
personalized emails with 
content specific to her 
interests that she noted in 
the Preference Center. 

Each email is crafted to 
gently push Susan along 
the purchase journey and 
each email includes 
progressively more 
detailed and useful 
information that is created 
to entice her to view 
Emerson as a trusted 
partner with whom her 
company should conduct 
business. 
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HVAC Residential Configured 



03. SWEDE - THE 
CONTRACTOR 

Meet Swede. 

Swede supervises a 
growing construction firm 
riding the condo-building 
boom in Las Vegas. 

He attended the recent 
HVAC Expo looking for 
ways to meet energy 
efficiency standards for his 
building projects and to 
find new climate tech to 
lure renters to fill his 
upscale buildings.  

Swede saw a cool 
compressor demo at the 
EXPO and added his email 
to a list to receive more 
information. 
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Home Page Personalization Goals

• Encourage self-identification of engineers and executives in order 
to deliver tailored, personalized content on the home page to 
both audience types 

• Use paid media, cookies, targeted calls to action, and behavioral 
scoring to aid in the identification process 

• Market the platform and its OT capabilities to engineers. 
Encourage registration for personalized engineering experience 

• Market thought leadership and industry insights/outsights to 
executives. Encourage subscriptions to enter CRM funnel to 
nurture long-term relationship 

Long-term Home Page Personalization Objectives 

• Create contextual, intelligent content that delivers deeper 
personalization based on factors such as: a specific engineering 
job, stage of the sales cycle, industry, owned products, service, 
and solutions.
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Ways to Personalize Before Authentication

Referring Paid Digital Media:  
This is a strategically placed ad on special interest sites that the targeted user 
is known to frequent. The referring ad will use keywords to attract the user’s 
attention and direct them back to the Emerson home page where a more 
personalized, targeted home page will highlight areas of likely interest. 

Self-Selection:  
In this scenario, the user comes to the Emerson site “cold”, perhaps directly 
entering Emerson.com into their browser. The user chooses to self-identify on 
the home page by selecting a call to action that is targeted at one of the two 
audience types. 

Cookies Based on Journey:  
The user comes to the site and does not self-identify. As the user explores the 
various experiences available, the site sets a cookie on the user - using the click 
behavior on the site to assign and audience type - that allows for 
personalization on the user’s subsequent visits to the home page. 
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Base Model  
  

The home page the user sees the first 
time they visit when entering 
emerson.com into their browser or 
from a branded Emerson search 
result 

Messages the broad Emerson value 
proposition based on Monser’s 
Pyramid and other Corporate 
initiatives  

Configured Model for 
Engineers 
  

Configured Model  
for Career Seeker 
  

Configured Model for 
Executives  

The home page the user sees when 
they visit emerson.com from paid 
media or a return visit. Personalization 
deepens on subsequent visits.  

Messages a specific Emerson value 
proposition based on Industry, 
Application, Location, and 
Product/Service/Solution Set 

The home page the user sees when 
they visit emerson.com from paid 
media or a return visit. Personalization 
deepens on subsequent visits. 

The home page the user sees when 
they visit emerson.com from paid 
media or return visit.  

Messages a specific Emerson value 
proposition based on Industry 
Challenge, Financial Opportunity 
(e.g., ROI), and System-level 
Solutions 

Messages a specific Emerson value 
proposition based on company 
values, job types, and career goals 

TYPE OF HOME PAGE STAGE OF USER JOURNEY CONTENT STRATEGY 
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Monser’s Pyramid by Target Audience

For Executives the focus is on 
the power that data and 
automation systems have to 
impact the bottom line 
  

For Engineers the focus shifts to 
a more product-centric view and 
on application expertise 
  

Data and systems 
take center stage 

IT/OT

Product applications 
take center stage 

OT/IT
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Base Model - Not Configured
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