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Abstract

This paper explores the use of generative Al, specifically large language models (LLMs), to
create dynamic and personalized email templates in Salesforce Marketing Cloud. By leveraging
real-time customer behavior data and product trends, the Al system generates tailored subject
lines, content blocks, and CTAs within Email Studio. A/B testing was conducted on campaigns
targeting 50,000 recipients, and Al-generated emails demonstrated a 23% increase in open rates
and 18% higher click-through rates compared to control templates. This paper outlines the
integration process, testing setup, performance benchmarks, and privacy implications. Expanded
discussion includes baseline comparisons with rule-based personalization, limitations of current
template logic systems, and the role of generative Al in future customer engagement strategies.
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1. Introduction

Email remains one of the most cost-effective marketing channels, with a reported return on
investment (ROI) of $42 for every dollar spent (Litmus, 2021). Over the past two decades,
marketing automation platforms have evolved from simple batch mailing tools to sophisticated
personalization engines. However, these systems are predominantly driven by manually designed
templates and predefined rules that limit adaptability and dynamic content generation.

Recent advancements in generative Al—particularly large language models (LLMs)—offer a
paradigm shift in how personalized content is created. Unlike rule-based systems, LLMs can
generate contextualized, creative, and semantically diverse text based on real-time data. This
paper explores the integration of LLMs with Salesforce Marketing Cloud (SFMC),
demonstrating their potential in enhancing customer engagement, improving workflow
efficiency, and redefining digital campaign strategies.

2. Background and Motivation
Personalization in marketing has been linked to significant increases in open and click-through
rates (Kumar et al., 2022). Traditional techniques include name insertion, segment-specific

copywriting, and behavioral triggers. Despite their effectiveness, these techniques rely heavily on
static logic and cannot scale to unique, user-level content in real time.
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Generative Al introduces new possibilities. Prior work by Gupta and Das (2022) showed that
LLM-generated product descriptions increased time on page by 17% across e-commerce
platforms. Similarly, Mehta et al. (2021) demonstrated improvements in advertising engagement
by integrating Al-generated headlines.

This paper focuses on email marketing—a domain where personalization is heavily scrutinized
and small improvements can lead to measurable ROI gains. By comparing LLM-based and
human-authored email templates in a production-like environment, we aim to provide empirical
evidence of generative Al’s effectiveness.

3. Integration Architecture and Workflow

We designed a scalable architecture that connected SFMC with Azure Functions and OpenAl’s
GPT-3.5 model. Key components include:

o Data Layer: Ingests real-time signals (clickstream, product interest, recency) via SFMC
Journey Builder hooks

« Trigger Engine: Azure Functions invoked on events such as cart abandonment, site visit,
or email open

o Content Engine: Sends user context to OpenAl APl with structured prompts and
constraints

e Delivery Layer: Injects generated content back into Email Studio using dynamic
AMPscript blocks

All generated text was cached and stored for version control, A/B testing, and regulatory
auditing.

4. Generative Model Configuration

OpenAl’s GPT-3.5-turbo was selected based on its token efficiency, creativity balance, and
robust context handling. Prompt structure included:

e Role-based preamble (e.g., “You are a marketing assistant creating email content for a
flash sale.”)

o User context (demographics, behavior, previous clicks)

e Tone guidance (e.g., professional, casual)

« Content scaffolding (e.g., "subject line > headline > product blurb > CTA")

We compared the LLM setup against a rule-based template system that dynamically substituted
fields like product name, user name, and recent views.

5. Testing Framework and A/B Campaign Setup
The test campaign targeted 50,000 SFMC subscribers equally divided into:

e Control: Emails with manually written templates using SFMC dynamic content rules
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e Treatment: GPT-3.5-generated full-body HTML content rendered via AMPscript

We randomized delivery to control for send time, engagement history, and user demographics.
Results were measured over four weekly sends and aggregated by segment.

6. Results and Analysis

To present a clearer performance comparison, this section is divided into three subsections:
engagement metrics, operational efficiency, and content diversity.

6.1 Engagement Metrics

Metric Rule-Based Templates | Al-Generated Templates
Open Rate (%) 17.6 21.7

Click-Through Rate (%) | 6.4 7.6

Bounce Rate (%) 0.89 0.92

Spam Flag Rate (%) 0.44 0.46

Al-generated content outperformed manually written templates across all primary engagement
metrics. The open rate saw a 23.3% improvement, while CTR increased by 18.8%. Minor
increases in bounce and spam flag rates were statistically insignificant (p > 0.05).

6.2 Operational Efficiency

Metric Rule-Based | Al-Generated
Avg. Creation Time (hrs) 5.5 1.3
Number of Variants Created | 2 6

Generative Al enabled rapid production of content variants, reducing average creation time by
over 75%. This allowed marketers to deploy multiple campaign versions for different customer
segments without bottlenecks.

6.3 Content Diversity
Using entropy-based metrics on subject lines and CTAs (as per Sharma et al., 2022), Al-

generated variants demonstrated a higher lexical and structural diversity. This contributed to
reduced template fatigue and improved user curiosity.

December 2023 www.ijtmh.com 28 | Page



International Journal of Technology Management & Humanities (IJTMH)
e-1SSN: 2454 — 566X, Volume 09, Issue 4, (December 2023), www.ijtmh.com

6.4 Visual Analysis

Figure 1. Engagement Comparison: Rule-Based vs Al-Generated Emails
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Figure 1. Comparative engagement performance between rule-based and Al-generated emails.
Metrics reflect aggregated data from a four-week A/B test across 50,000 users.

Figure 2. Operational Efficiency: Rule-Based vs Al-Generated Emails
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Figure 2. Comparison of average content creation time and number of variants generated
between rule-based and Al-driven workflows.

7. Privacy, Ethical Considerations, and Data Handling
We ensured GDPR and CCPA compliance through:

e Anonymized IDs in payloads

e Zero PII transmission to OpenAl

o Opt-out propagation across data lakes
e Model auditing logs for content review
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Ethical concerns around tone, bias, and over-personalization were mitigated using prompt testing
and stakeholder feedback loops.

8. Strategic Implications for Marketing Teams

o Creative Velocity: Campaigns previously taking days were reduced to hours

o Segment Depth: Ability to personalize down to user clusters without duplication of
effort

o Testing Agility: Content variants produced automatically and validated via tracking

o Workflow Shift: Creative team focused on strategy, not copywriting

Use Cases:

o Flash sales, seasonal offers, product launches
o Automated reactivation campaigns
« Dynamic newsletters with live inventory

9. Conclusion

LLMs like GPT-3.5 enhance both the quality and velocity of content creation in marketing
platforms like SFMC. This study validated performance gains through empirical A/B testing and
demonstrated how Al content pipelines can coexist with regulatory requirements. Future research
should explore:

o User-level content entropy vs. fatigue
o Multilingual generation accuracy
« Personalization across email, push, and SMS from a single Al prompt
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