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CASE STUDY

In approximately 4 months Office Depot saw an increase 
of nearly $6.9M in revenue as a direct result of Kibo 
Personalization’s 1:1 machine learning capabilities.

OFFICE DEPOT  
GENERATES $6.9M WITH  
1:1 PERSONALIZATION

Office Depot is a leader in the $13 billion1 US office supply market. 
Established in 1986 with a single storefront in Fort Lauderdale, FL, Office 
Depot excelled by adjusting to the changing world of retail and direct-to-
business: by steadily listening to customers and adopting new methods  
and technologies to better serve them.

Like many retailers today, Office Depot’s online presence continues to grow 
quickly and represents an important source of revenue for their business. 
With their consumer site OfficeDepot.com, and their business site, Business.
OfficeDepot.com, online revenue now makes Office Depot the 13th largest 
online retailer in North America2. Mathew Vermilyer, Program Manager, 
Personalization at Office Depot shared, “our growth online is driven by 
our ability to cater to our different shoppers and their different needs. Our 
business customers want a quick product search and simplified ordering 
process to find and buy the products they want. Consumer shoppers prefer 
a more engaging and friendlier interaction. The ability to cater to both 
without ignoring anyone’s needs is paramount for us.”

Office Depot knows that different shoppers need different information 
depending on where they are in the buying process. On their sites, much  

[Kibo 
Personalization] 
helped us realize 
revenue we 
otherwise could 
not have captured. 
In approximately 4 
months we saw an 
increase of nearly 
$6.9M in revenue 
as a direct result of 
[Kibo’s] machine 
learning capabilities.

Mathew Vermilyer 
Program Manager, 
Personalization, Office Depot

“

generated in revenue
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of the information that influences the buying decision is located on the 
Product Description Pages (PDP). However, with a glut of information-
-including product information, pricing, promos, reviews, and related 
products—all located on the PDPs, Office Depot found that they were 
cluttered, making it hard for customers to find the information they  
needed. This effect was compounded with shoppers’ short attention  
spans, which increasingly led to less time spent onsite, fewer conversions,  
and less revenue.

They knew there was an opportunity to increase conversions and revenue 
if they could dynamically present the right information on the PDPs based 
upon where each customer was in the buying cycle. Unfortunately, they 
learned that traditional approaches to testing and segmentation would  
not be agile enough to help with the problem.

REVENUE INCREASE
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1  IBISWorld.com: https://www.ibisworld.com/industry-trends/market-research-reports/retail-trade/miscellaneous-store-
retailers/office-supply-stores.html 

2  Internet Retailer 2017 U.S. Top 1000 Report: https://www.digitalcommerce360.com/product/top-1000-report/

1:1 PERSONALIZATION CAPABILITIES CREATE 
A ONE-STOP SHOP 

Office Depot already used Monetate to deliver improved customer 
experiences through testing and segmentation, so they were intrigued when 
Monetate approached them about a new platform called the Monetate 
Intelligent Personalization Engine, now a part of Kibo Personalization along 
with sister personalization engine Certona. Kibo Personalization provides 
machine learning capabilities that evaluate the data available for each visitor 
and determines the best content to present each person in order to achieve 
the desired goal metrics that Office Depot wants to drive. Office Depot’s PDP 
use case was a perfect candidate for these capabilities.

Mathew Vermilyer, explains that, “[Kibo] has been a long time trusted 
partner of ours for website testing and targeting, so we were excited about 
the opportunity to deploy machine learning with them.”
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[Kibo] is the only  
company that allows 
us to deploy testing 
and targeting across 
platforms and  
channels in addition 
to one-to-one 
personalization. 
I really value our 
strategic partnership.
Mathew Vermilyer 
Program Manager, 
Personalization,  
Office Depot

“

Though energized and ready to tackle this problem, Office Depot understood 
that there would be existing constraints that it and Kibo would have to navigate 
to ensure success:

Limited creative resources: Creative calendars were 
set many weeks in advance, and thus, any solution would 
have to utilize assets that already existed.

The solution had to work for known and anonymous 
visitors: A solution that only worked for known 
customers only solved half of their problem. It had  
to work for everyone: known and anonymous.

The solution had to be real time: Propensity models 
and offline batch processing would be too slow to 
influence the real-time decisions that customers make 
on the site. The solution not only had to aggregate and 
evaluate customer data in real time but also influence 
the customer’s decision in real time by changing their 
experience.

The solution had to scale: The solution had to be easily 
deployed across all product description pages in order  
to have maximum influence and impact.

MAXIMIZING PRODUCT DESCRIPTION  
PAGE RELEVANCE 

Office Depot knew that the product descriptions, details, reviews, and related 
product recommendations all served a valuable purpose in the buying 
process, but this information was more or less valuable for each customer 
depending on where the visitor was in the buying cycle.

To streamline the buying process and give visitors the information they 
needed, Office Depot deployed Kibo’s machine learning capabilities to 
dynamically determine which sections appeared first, thereby emphasizing 
or deemphasizing certain information for each individual. The results showed 
a dramatic impact on the customer’s buying behavior and Office Depot’s 
revenue per session.

In Mathew’s own words, “[Kibo Personalization] helped us realize revenue 
we otherwise could not have captured. In approximately 4 months we saw 
an increase of nearly $6.9M in revenue as a direct result of [Kibo’s] machine 
learning capabilities.”

PROVEN VALUE: 

4-month campaign

2 sites: consumer  
& business

$6.9M generated  
in new revenue
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CASE STUDY

UK grocer Waitrose is famous for their personal and immersive in-store 
experience. Kibo Personalization, powered by Monetate and Certona, helps 
them bring that individualization to their online customers, too.

WAITROSE DRIVES 66.8% 
ENGAGEMENT LIFT USING 
AI EXPERIENCE

UNFORGETTABLE IN-STORE EXPERIENCES

Supermarket chain Waitrose & Partners is a division of John Lewis 
Partnership, the largest employee-owned retailer in the United Kingdom. 
Known for the quality of their products, high standards of customer service, 
and ethical sourcing, Waitrose has over 350 shops in the United Kingdom 
and exports products to 52 countries. The brand has been using Monetate, 
now a part of Kibo Personalization along with sister technology Certona, 
for four years: they currently have one of the highest adoption rates among 
Kibo customers and are engaging with every part of the platform.

Waitrose prides itself on the care that they invest in their in-store 
experience, which is designed to elevate the task of grocery shopping 
from a chore to an immersive and enjoyable journey. “Customers love 
shopping in Waitrose stores because they come away inspired; it’s a richer 
experience,” shares Jane Godfrey, Digital Optimisation Manager at Waitrose. 
“They know they can ask any of the partners who work there for advice, 
recommendations or knowledge, and they’ll receive personalized service 
instantly.” That experience has become the foundation and chief strength  
of their brand. So naturally, as Jane says, “we want to recreate that online.”

Customers love 
shopping in 
Waitrose stores 
because they come 
away inspired; it’s a 
richer experience.

Jane Godfrey 
Digital Optimisation 
Manager, Waitrose

“

+66%
Engagement Lift
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ENCOURAGING EXPLORATION 

Many users from across the globe regularly interact with the brand through 
the content they offer on their website. This means that the site must serve 
several audiences with different goals, all while reinforcing the Waitrose 
brand identity as a trusted source of premium products and experiences. As 
explained by Jane, their goal isn’t to rush visitors straight through the site to 
the checkout page. Instead, she shares, “just as we encourage our customers 
to spend time exploring in-store, we want them to spend time on the website 
browsing around and exploring our products rather than getting quickly in 
and out. We are looking to drive engagement.”

One of the most popular features of the Waitrose site is the recipes page, in 
which the brand shares recipes along different themes such as “Quick and 
Easy”, “Comfort Food,” and “Healthy Ideas.” The various categories have all 
been shown to appeal to Waitrose customers, but they carry very different 
context and message: choosing the right content to capture a visitor’s 
attention is essential, especially on the homepage where page real estate 
is at a premium. The marketing team began exploring which contextual 
factors would be most influential in determining the best recipe to display to 
each customer. “That’s where [Kibo] came in,” Jane reports, “and suggested 
that Individual Fit Experiences [now Automated Personalization] would be 
the perfect way to test this. Instead of us trying to decide which customer 
should see which type of recipe, why not let the machine decide?”

AUTOMATED PERSONALIZATION SERVES  
UP THE RIGHT RECIPES 

The team set up an initial test on the recipe page to see whether AI could 
help drive engagement by selecting optimal content for each visitor. The 
experience was targeted to the entire audience using default context and 
additional CRM data, with a goal metric of driving clicks. They saw results 

That’s where 
[Kibo] came in 
and suggested 
that Individual 
Fit Experiences 
[now Automated 
Personalization] 
would be the perfect 
way to test this. 
Instead of us trying 
to decide which 
customer should see 
which type of recipe,  
why not let the 
machine decide?
Jane Godfrey 
Digital Optimisation Manager,   
Waitrose

“

6.21%
lift in trial experience 

on recipe page
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66.8%
lift in trial  

experience roll out  
on homepage

right away: the Automated Personalization Experience drove a lift of 6.21%, with 
98.6% certainty that the Automated Personalization Experience was performing 
better than a control group that had received random recipe assignment. Once 
the initial results had given them confidence, the team elected to move the 
experience to the homepage in order to drive click-throughs to the recipe page.

Engagement exploded. When exposed to the heavy traffic of the homepage, 
the recipes experience saw a lift of 66.8%, with 99.9% certainty that the 
Automated Personalization Experience was better than random assignment.

TIMELY IS AS IMPORTANT AS TASTY 

The boost in click-through rate was already a big win for the team, but there 
were further benefits to be had: seeing which factors had been influential in 
picking the right recipe provided valuable audience insights. They learned that 
customer data points such as family income, population density, and shopper’s 
OS were influential in recipe selection. The team was also surprised to learn 
that day of the week was one of the most important factors. “On a Monday or  
a Tuesday the healthy recipes were much more popular. At the end of the week 
people are more likely to be planning a dinner party, treating themselves, or 
enjoying a night in in front of the TV—but at the beginning of the week they’re 
being healthy and virtuous again. It does make sense now that we know it, but  
we wouldn’t have made that guess if the test hadn’t shown those results. There 
were also other correlations that we can’t explain, but we trust the machine to 
use them as part of the decision.” Jane shares that the weekday discovery was 
“an eye opener,” and valuable because it will be easy for them to incorporate 
into their future content planning. “We would not have made that discovery 
without AI, and we plan to do a lot with it going forward.”

As Jane puts it, the value of these additional insights is that they can augment 
existing knowledge and testing strategies: “If we’re targeting younger, busy 
people who live in London, for example, we now know that they are more  
likely to want quick and easy products and recipes. It’s another layer that  
we can add on to our knowledge of our customers.”

SCALING UP THE SUCCESS 

Despite their extensive use of the platform, Jane expresses that “we still  
feel like we’ve only just tapped into the benefits that [Kibo] can bring. We’d 
like to do a lot more.” The results from their initial Automated Personalization 
Experience have given the team confidence that AI can help them deliver an 
online customer experience that meets the brand’s in-store standards. “We 
want to be able to provide our customers with relevant content and product 
suggestions in the same way they could ask a partner in store for advice, 
for example at the butcher’s counter.” We can deliver some of that personal 
feeling with the quality of our content and products, but AI allows us to 
scale up and automate so that we can give more of our customers that richer 
experience. And [Kibo] is the partner that we trust to  help us achieve that.”

If we’re targeting 
younger, busy 
people who live in 
London, for example, 
we now know that 
they are more likely 
to want quick and 
easy products and 
recipes. It’s another 
layer that we can add 
on to our knowledge 
of our customers.
Jane Godfrey 
Digital Optimisation Manager,   
Waitrose

“
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CASE STUDY

When British hotel brand Travelodge switched to Kibo Personalization, 
powered by Monetate and Certona, they were able to implement new tests 
six times faster and at significantly lower costs. Learn how server-side 
testing helped the brand multiply their ROI.

TRAVELODGE DRIVES  
15X ROI WITH SERVER-SIDE 
TESTING

SEEKING THE RIGHT SOLUTION

Travelodge is one of the largest independent hotel brands in the United 
Kingdom, offering best value accommodations for travelers across the UK, 
Ireland, and Spain. The Travelodge website receives one million hits per 
day, and the bulk of bookings come through web and mobile—making 
the brand’s online customer experience an essential component of their 
business strategy. Travelodge also serves a very diverse audience, from 
students to business travelers to families on holiday, raising the stakes  
of personalization on their digital channels.

The Travelodge marketing team is a well-oiled machine: they have a good 
grip of their analytics, and they are never short of ideas for experiences to 
test and optimize. However, despite this they saw that their personalization 
results were falling stagnant with the solution they were using. The team 
was being held back by both the speed and cost of getting tests up and 
running. The turning point came when, after a year, they found that they 
had only been able to run four tests. Such flat business impact made it 
impossible to justify the cost of the contract.

We needed 
something new to 
significantly change 
the landscape of how 
we were doing A/B 
testing.

James Loar 
Head of Product, Digital, 
Travelodge

“

+15X
Uplift in Revenue
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“That’s when we made the decision to move to [Kibo],” reports James Loar, 
Head of Product, Digital at Travelodge. “We needed something new  
to significantly change the landscape of how we were doing A/B testing.”

Travelodge signed on to switch to the Monetate Personalization Engine, 
which is now a part of Kibo Personalization, along with the sister 
personalization engine Certona, in January 2018, and hasn’t  
looked back since.

RESULTS RIGHT AWAY 

“From the beginning, it was clear that [Kibo] was about empowering us to 
do our own changes, using the resources we have combined with the power 
of the platform. We could tell it was going to be a good fit for us, but the 
real proof is in the success we’ve had since.” In less than a year, Travelodge 
has been able to launch over 30 tests—and has seen tremendous business 
value as a result. Reflecting on the impact of the solution, James shares 
that “[Kibo] costs us about the same amount as the solution we had 
before, but the numbers show the difference: within our first four or five 
experiences with [Kibo] we saw a huge incremental uplift in revenue  
of at least 15X ROI.”

TESTS RUN IN 1 YEAR
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15X
uplift in  
revenue
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SUCCESS WITH SERVER-SIDE TESTING 

One of the features that Travelodge has used most extensively is the 
ability to run server-side tests, which has streamlined the testing process 
while significantly reducing costs. According to James, the lack of ability 
to run server-side tests on the previous solution meant that “even when 
we identified a winner, I would then have to pay our in-house dev team 
again to re-code that test into our actual website. The server-side test is 
the complete reverse of that. Now, we use [Kibo] to make the decision, and 
then once we find the winning variant I can get it live on the site almost 
immediately because it’s already an existing code branch.” This has allowed 
the team to multiply their impact in a short amount of time.

The ability to run tests in this manner was an influential factor in the vendor 
selection process. “Not having to pay twice for every test was very important 
to us,” James admits. “But it also suits the way our website works: our site 
has a lot of legacy platforms that it sits in and around depending on what 
part of the site you’re interacting with,” which makes it both delicate and 
complex. Everything changed when the team was suddenly able to run tests 
from their own code base, so that they could learn what kind of experience 
it was going to provide without breaking features or causing unexpected 
changes. “This gave us a huge amount of confidence to actually drive bigger, 
more complex, and deeper experiences; even multi-page experiences that 
we never would have been able to execute before without flicker or delay  
on big imagery changes,” says James.

But the technology is only half the equation. James reports that “the 
willingness of the Services team to listen to our challenges and get the 
platform working to solve those problems, combined with the strategy that 
they provide, show that they are actually interested in our business instead 
of just their own. [Kibo] has done a great job of proving why we made  
the right choice to switch. I want to shout from the hilltops what a great 
platform [Kibo] has, and what a great job they are doing.”

Kibo Personalization’s server-side integration functionality allows clients to make calls to the Kibo 
decision layer directly from their infrastructure, instead of, or along with, the tag integration in 
the browser. You gain the ability to deliver pages that have all changes already applied, including 
testing, agility and personalization experiences. Benefits include eliminating flicker issues, improving 
performance, bypassing ad and content blockers completely and addressing any security concerns 
one may have with a tag integration.

This gave us a 
huge amount of 
confidence to 
actually drive bigger, 
more complex, and 
deeper experiences; 
even multi-page 
experiences that we 
never would have 
been able to execute 
before without flicker 
or delay on big 
imagery changes.
James Loar 
Head of Product, Digital, 
Travelodge

“
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CASE STUDY

JoJo Maman Bébé is a boutique retail brand offering maternity, baby, and child 
fashion in stores and online. Offering real-time, personalized experiences is critical 
for their success because not only is a potential customer’s first impression 
important, their purchase intent also changes frequently, and the brand’s messaging 
and product recommendations need to remain relevant. 

A customer since 2017, JoJo Maman Bébé has evolved their use of the platform from 
A/B testing to true personalization as their footprint has expanded across the globe. 
During the holiday shopping season, the brand leveraged AI to deal with rapidly 
changing consumer intent and an influx of new, unknown visitors to their sites. 

JOJO MAMAN BÉBÉ USE AI TO  
INCREASE CONVERSION BY 25%

STEP ONE: TESTING WHAT WORKS FOR  
JOJO’S SEGMENTS 

JoJo Maman Bébé’s first projects with Monetate, now a part of Kibo 
Personalization along with sister technology Certona, revolved around A/B 
testing and making fast tweaks to content and messaging. 

They began by focusing on testing what content would positively drive 
results with their different customer groups; for example, new visitors. The 
retailer knew that customers who had never shopped at JoJo Maman Bébé 
before would search terms like “maternity wear”, so they tested offering 
promotional incentives like discounts off the first shop for these visitors. 
They immediately saw a 9% uplift in new visitor conversion.

A constant priority for JoJo is driving traffic to their stores for specific 
promotional events or for new store openings, making localized promotions 
key to their success. If a site visitor is within a certain radius of a soon-to-
be-open store, they will push a lightbox to collect their email and offer to 
notify them when the store opens.

[Kibo] has been 
instrumental in 
ensuring that we’re 
only promoting in-store 
if the user is located 
within an appropriate 
distance.

Natalie Ong 
Online Merchandiser   

Laurin Senior 
eCommerce Website Manager,  
JoJo Maman Bébé

“

124% increase  
in homepage  
engagement

25% uplift  
in conversion

25% increase  
in new visitor 
conversion
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STEP TWO: STARTING THE HOLIDAY SEASON  
STRONG ACROSS GLOBAL REGIONS

JoJo opened their first US stores in 2018 and were faced with a market 
of larger geographical size and a limited understanding of their expanded 
customer base. 

They used Kibo’s out-of-the-box targeting to deliver localized experiences 
across the country but came across an obstacle on their mission to deliver 
relevancy to this new customer base. JoJo had limited insights around 
customer intent, a complication faced by many brands that is amplified 
during the holiday season with so many new visitors arriving at the site.

STEP THREE: HEIGHTENING THE STRENGTH  
OF AI WITH LTV DATA

JoJo Maman Bébé wanted to deliver a consistent online experience 
to visitors based on a customer’s interaction with the brand on other 
touchpoints, including email. They were initially using only in-session  
and behavioral data to feed into Kibo’s Personalization Engine. To add  

They designed an Automated Personalization Experience (AI-Powered, 
1-to-1 Personalization) to offer different promotions to each customer. 
The goal was to deliver maximum ROI during this key period whilst also 
gathering key insights about their US customer base. They created 
content suited to key customer groups, with messaging and imagery 
tailored to either maternity sale shoppers or baby sale shoppers.

The Kibo Personalization platform pulled from a wide variety of data 
including screen size, day of the week, population density, local weather 
forecasting, and new customer status to determine which creative asset 
should be displayed to each visitor.

The experience delivered a huge 124% increase in homepage engagement 
and a 7% decrease in bounce rate.

In these situations 
where the segments 
are quite loosely 
defined and constantly 
evolving, both A/B 
testing and rules-based 
personalization can 
have their limitations.  
That’s why we’ve 
explored 1-to-1 
Personalization.

Natalie Ong 
Online Merchandiser   

Laurin Senior 
eCommerce Website Manager,  
JoJo Maman Bébé

“
Variant B

Variant B
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an additional layer of insight, they also fed in their own CRM data. JoJo 
have a pool of rich Lifetime Value (LTV) data that they have captured from 
their customers’ interactions with the brand across channels. Gathering 
this has enabled them to understand their core segments (and the LTV of 
each customer), but it had previously been impossible for them to act on 
the intent of each customer in real time. 

With the constant need to include so many different variants, Kibo 
helped the brand use AI-driven, 1-to-1 personalized experiences to make 
personalization scalable. They worked with five different creative assets 
(6 including the baseline), each designed to appeal to JoJo’s different 
customer groups. Kibo’s AI technology decided which variant would take 
priority in the main section of the homepage based on everything known 
about each site visitor. 

This campaign also took advantage of a wide variety of additional data 
inputs including weather, screen size, and customer status. The objective 
was to create a highly personalized homepage experience that quickly 
moved customers to the section of the site that mattered most for them at 
that time. JoJo saw a 60% increase in homepage interaction and a 25% 
increase in overall conversion. What’s more, new customer conversion 
rates increased by 25%.

Building on the insight that feeding richer-context into Kibo’s decisioning 
engine delivers results, next-up, JoJo are going to ingest more customer 
data into the Automated Personalization Experiences to further tailor the 
experiences they’re delivering to customers.

Variant A
Variant C Variant EVariant DVariant B

CONCLUSION: FROM TESTING TO 1:1

In the end, the brand, with a fairly modest sized team, experienced an 
impressive trajectory from basic A/B testing to 1-to-1 Personalization.  
The goal for JoJo is to always deliver the best possible experience to each 
visitor—sometimes this means testing the experience for all visitors or for 
a particular segment, other times it requires leaning on AI to deliver 1-to-1 
personalization. What is key for JoJo Maman Bébé is having the flexibility 
to choose which type of experience to deliver to their customers at any 
given time.

Not only did we see 
significant uplifts 
in conversion and 
engagement, but we 
also gained useful 
customer insights that 
will inform our decision 
making in future 
campaigns.

Natalie Ong 
Online Merchandiser   

Laurin Senior 
eCommerce Website Manager,  
JoJo Maman Bébé

“

We play in three 
separate markets—
Maternity, baby, and 
kids—but there’s a 
huge overlap between 
these segments. It is 
hard to define who our 
customer is because 
maternity customers 
will likely be thinking 
ahead and looking at 
babywear, but they may 
also have kids already, 
so they’ll be interested 
in the childrenswear 
category too.

Natalie Ong 
Online Merchandiser   

Laurin Senior 
eCommerce Website Manager,  
JoJo Maman Bébé

“
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