
+26,7%
Turnover

+27%
Conversions

From lead to customer thanks
to personalized customer
journeys for Gladskin

In cooperation with Datatrics Partner



Gladskin
Gladskin is part of Micreos B.V., a
pioneer and market leader in the
development of safe and targeted
antibacterial phage and endolysin
technology. Gladskin is a people-
oriented company that develops
products based on scientific research
and a deep understanding of customer
problems. 

Gladskin’s digital engagement partner,
DEA.Amsterdam, achieved a significant
increase in revenue for the brand
through a data-first strategy, and by
successfully implementing the Datatrics
Customer Data Platform. 

The challenge
DEA.Amsterdam challenged Gladskin to
get better returns from current website
visitors. In order to activate and convince
the target group, a strong brand image
and the right tone of voice were needed. 

Skincare is a fast-growing market, with
an average year-on-year growth of 20%.
By using various online marketing
channels, Gladskin is increasing its
market share. The challenge that
DEA.Amsterdam took on was to improve
the conversion of website visitors, both in
numbers and in average value.

The solution
To achieve its objective,
DEA.Amsterdam turned to the Customer
Data Platform of Datatrics. During a 4-
month Proof of Concept period and
with a data-first strategy, several use
cases were developed to create a 360-
degree customer profile that is as
complete as possible. Based on these
profiles and use cases, website
personalization and embedded content
were applied across various journeys
and touchpoints. DEA.Amsterdam and
Gladskin chose the Datatrics platform,
because of its extensive connection
options with the tools Gladskin uses the
most.



DEA.Amsterdam started by setting up one (1) e-commerce customer
journey for new and returning visitors. After three months, this journey
was split into one journey for new visitors and a separate one for
returning visitors, as these need to be approached differently.

DEA.Amsterdam did this by adding nuances to certain touchpoints, with
phrases such as: 'Good to see you again' or 'Welcome back'. New
touchpoints were also added, such as showing USPs to new visitors, and
suggesting they take a test to see which skin type they have. The
difference between the two journeys lies mainly in small details across
different touchpoints and displayed texts.

Two different journeys
Website (through an API
connection with Datatrics)
Google Analytics
Google Ads
Microsoft Ads
Shopify
Facebook
Zendesk
Klaviyo
Yotpo

Which tools were linked?

Touchpoint for new visitors

Touchpoint for returning
visitors

“With Datatrics, we can finally
offer every customer a
personalized and relevant e-
commerce experience. That
makes our clients happy, which in
turn makes us happy!”

Maurits Offerhaus - Director of
Ecommerce | Micreos (Gladskin)



Embedded Content touchpoints are also used to
increase relevance. These campaigns provide an
average of 20% to 50% more conversions.

The embedded content is applied to the
homepage in two different ways: 

 
1. Changing the product slider based on a visitor’s
previous purchase.
All of Gladskin’s products are listed in the product
slider on the homepage. If someone has previously
bought a certain type of product (e.g., Acne,
Rosacea or Eczema), the slider is dynamically
adjusted, based on the available products
corresponding to that visitor’s skin type.

2. Recommending the 15 ml format to returning
visitors who have not purchased anything
Further down on the home page, an embedded
recommendation touchpoint is displayed the
moment a person who has not made a purchase in
the past 15 days returns to the website. This
touchpoint will show them the 15 ml bottles, since
these represent the lowest entry level, making the
purchase more accessible.

Embedded content



After seeing the positive impact on the conversion rate of the Dutch
store, Gladskin has decided to roll out the implementation in its other
European stores as well. Soon German, British, French and
Scandinavian Gladskin customers will also experience a personalised
Gladskin website!

Results
By working with Datatrics and partner DEA.Amsterdam, Gladskin has
achieved an increase in turnover of 26.7% and a 5.4% growth in
average order value. 

By using A/B tests, the conversion rate grew by more than 27%. The
application of various persuasion techniques and Cialdini principles in
the Datatrics journeys also contributed to these good results.

Other brands



A 26.7% increase in turnover thanks to the development of two
different journeys, the use of Cialdini's persuasion techniques
and other things.
Thanks to its positive influence on the conversion rate in the
Dutch market, Datatrics will also be rolled out by Gladskin in
other markets, such as Germany, England, France and
Scandinavia. 

Datatrics' partner DEA.Amsterdam designed the personalized
experience for Gladskin’s website visitors in such a way that the
results speak for themselves. Tailoring the journeys to returning
and new visitors, respectively, has resulted in a significant
increase in revenue. 

Key accomplishments:

Summary

Marketing personalization made easy

             Part of:

Are you curious as to how Datatrics can improve your business
results? Try Datatrics for free now! Click here for more
information.

https://www.linkedin.com/company/datatrics
https://www.facebook.com/Datatrics
https://instagram.com/datatricshq/
https://twitter.com/Datatrics

