CASE STUDY

1-to-1 Personalization Across
E-Commerce Site and Emails
Drives Conversion Lift
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7X INCREASE
IN CONVERSION RATE FROM
TRIGGERED EMAIL CAMPAIGN

24% LIFT
“Consumers today expect
a personalized experience,
and Carhartt shoppers are no
exception. Evergage allows us to
test our hypotheses about what
our shoppers want and tailor our
shopping experience to each
individual to meet their unique
needs.”
Aaron Nilsson
Manager of Digital Experience
Carhartt

IN CONVERSION RATE FROM
WEATHER-RELATED HOMEPAGE
EXPERIENCES

13% LIFT
IN CONVERSION RATE FROM
“YOU MAY ALSO LIKE”
PRODUCT RECOMMENDATIONS

THE CHALLENGE

THE SOLUTION

Carhartt’s customers are predominantly creatures of habit.
These shoppers have been buying the same boots, overalls,
jacket or hats for much of their lives — and they often learned
about Carhartt from their parents or grandparents who bought
the same few items throughout their lives as well.

Carhartt turned to Evergage to execute on its 1-to-1 cross-channel
personalization vision. Carhartt leveraged Evergage to test out
various ideas for improving and personalizing the shopping
experience, using Evergage’s in-depth behavioral tracking,
algorithmic product recommendations, A/B testing capabilities,
and more. Key campaigns have included:

Yet each Carhartt shopper is unique. Some are farmers, hunters
or fishermen. Some work in factories. Some maintain gardens
or greenhouses as a hobby. Each such individual identifies with
the Carhartt brand and what it stands for but has specific needs
and preferences.
And though many Carhartt shoppers are based in small-town
America, they still use Amazon on a regular basis and have high
expectations for the experiences they receive. They don’t want
to be treated like everyone else. So Carhartt was tasked with
enhancing its e-commerce operations to meet the needs of
each individual.
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Weather-based personalization: Tapping into its customers’
propensity to buy for the problem they are facing at the moment,
Carhartt personalizes its homepage to reflect weather conditions for
individual visitors. (E.g., if it’s raining, at the right time of year, the site
recommends rain jackets.)
Complementary product recommendations: While many of
Carhartt’s customers are creatures of habit, they will buy new
and different items that pair well with their usual purchases.
Personalization helps the company educate buyers and recommend
complementary items that “complete the look” and align with their
individual affinities.
Options when visitors reach a dead end: If a shopper lands on an
out-of-stock or 404 page, Carhartt recommends similar or relevant
products based on what the shopper was looking for. Rather than
running into a dead end, shoppers now have relevant or trending
options presented immediately to them.
Cart abandonment emails with personalized content: Shoppers
who have left items in their carts have demonstrated their interests
clearly. When a cart is abandoned, Carhartt sends a triggered
email to the shopper promoting the item left behind, as well as
recommendations for other relevant products the shopper may like.

Personalized Product Recommendations on Out-of-Stock Pages
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Complementary Product Recommendations in the Shopping Cart

Triggered Email Campaigns

THE RESULTS
Each of these campaigns has received impressive results. When personalizing its homepage to the weather in each visitor’s local area,
Carhartt achieved a 24% lift in conversion rate and a 15.5% lift in average order value.
By displaying complementary product recommendations, Carhartt experienced a 5% lift in clickthroughs to PDPs, while its “You May Also
Like” out-of-stock campaign drove a 13% lift in conversion rate.
Finally, Carhartt’s triggered cart abandonment emails drove a 7x increase in conversion rate compared to the company’s previous
solution provider.
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