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What is
Personalisation?

Respectfully collecting relevant user data, then
using that data across touchpoints within the
marketing and sales funnel



Individualised
Customer Experiences

Create anindividualised brand
experience across a multi-threaded
sequence of interactions.



Personalisation by the numbers (McKinsey, Salesforce)

Consumers who expect
personalised experiences
from companies

Revenue lif
(up to 25% for some online

companies, like DTC) Gen Zers who prefer

personalised products
or services

Source links: McKinsey, Salesforce



https://www.moengage.com/blog/spotify-wrapped-2020-app-downloads-engagement/
https://www.salesforce.com/content/dam/web/en_us/www/documents/research/salesforce-state-of-the-connected-customer-4th-ed.pdf

Companies that use
personalization tactics win
more customers and grow

faster than those that don't.



..Thereality

01

Customer-data
infrastructure not build
for marketer

02

Privacy Regulations
constantly changing, in
all markets

03

Customer Journeys
more complex,
expectations are high



Customer-data infrastructure overlooked

Machine Learning

Audience Segmentation & Journeys

Bi-directional real-time API connectors

Data Validation & Quality tooling

Data Governance & Privacy Compliance

Customer Identity Resolution
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Real-time streaming architecture

Instrumentation and Ingestion




Brief timeline of digital privacy

GDPR

CCPA
Takes effect 2020

i0S 14.5 & 15
2021
®

More privacy laws

No more cookies



A global phenomena

1 3 e . By 2023,0
countries 65%

Of the World population will

have passed or drafted be covered by these bills

privacy bills

90+ different data breach notification laws
Q All US states

Europe

Australia

New Zealand

000

India

Comprehensive Data
Protection Law Enacted
(138/118 UN/20 self gov)

Pending Bill or Initiative to
Enact Law (32/1)

No current law/initiatives
or no information (43 UN)

Source: David Banisar August 2021



Customer journey is more complex
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The result: Data chaos

The state of constant change caused by market
conditions, evolving tools and channels, and
rapid shifts in company priorities, resulting in
unmanageable data
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Any company that truly values its customers <
should welcome the end of the third-party
cookie and seize the opportunity to develop a
deeper, more meaningful, and more fully
two-way relationship with them.

‘ ‘ Jeremy King, CEO of Attest

Source: “What Will a Cookieless Future Look Like Five Years On?” In Marketing Profs


https://www.marketingprofs.com/articles/2022/47225/what-will-a-cookieless-future-look-like-five-years-on

The road to personalisation

Single View
‘ of the Customer

Value

Real-time Customer

Real-time
Personalization

J

Data Pipeline f
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The road to personalisation

Value

&

Real-time Customer
Data Pipeline

Single View
of the Customer

Real-time
Personalization

Get me access now to the data

| need to do my job...




Familiar with this scenario?

A marcpeleja 11:55 AM

&l Hey man

é George 11:57 AM
- Hola!

What's up? (&
A marcpeleja 11:57 AM
&b | om preparing a presentation about having a CDP (mParticle) from a marketer point of view. Could
you pls point out 2-3 benefits of using mParticle ffrom a tech perspective? (edited)

é é George 12:47 PM
"~ The main benefit is that you guys don't bother us anymore... you can handle all the data events,
m

integrations etc... w/o us &
“ don't you miss us? haha



Today it is hard for Marketers to access, segment and
connect between different customer data sources
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Data Quality dictates success, and change is inevitable
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Airbnb accelerates growth and
increases marketer efficiency

Challenge

Airbnb wanted to use best-in-class marketing tools to improve their app
experiences, but integrating tools required lots of engineering work, and trialing
new tools was expensive.

Solution
The Airbnb growth team centralized their customer data pipeline with mParticle and

can now sync data to all of their tools in real time without engineering work.

Growth team can control which events are forwarded to each tool from the mParticle
Ul, making it easier to control costs, launch new campaigns, and protect data privacy.

Result
7X S$800m 1000s
Increase in Saved by reorganizing Hours Saved

Experiences bookings Marketing spend in Engineering time

ioric home

= Valley

3
Light and cozy room on o
the top floor & 1bath

$54 per night
ek 47 a beautiful view
It comes with its own

B | .o

Check availability
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Remove any
mistrust in data quality,
reduce anxiety and start

actioning




The road to personalisation

Value

&

Real-time Customer
Data Pipeline

[ )
4
. Real-time
[ ] [ ] H H
{ é ] Personalization
Single View
of the Customer

Meaningful actionable
customer data...



The road to personalisation

e Thereis just one you
Deterministically resolve identities to unique
users by matching identifiers

e Reconcile anonymous to known users
Enrich known user profiles and execute better
campaigns in the moment

o Easily merge duplicate profiles
Maintain a healthy data set and predict
campaign results better




Build better customer context

Loyalty ESP
C Pl SR
e ID: Email Address e ID: Email Address
e |ID: Membership ID e Event: Email Opened
e Event: Redeemed Loyalty Points
Data Warehouse /
Data Lake MMP
[ =]

e |D: Customer ID e |D: Mobile Identity
e Attribute: Lifetime Value e |D: Phone Number
e  Attribute: Churn Risk e Event: SMS Sent

Analytics

1. -ST

e |D:Browser Identity
e Event: Login
e Event: Checkout

e Event: Purchase

Before

Siloed, disjointed customer profile data.

% Unified Customer Profile

Identities

o Devices (Browser, IDFA/IDFV, Google Ad ID. etc.)

e Email Address

e Phone Number

e« Social ID
Ai-Enriched Attributes Event log Consent

e Name *  Site Visit o DataProcessing Purpose
*  Address *  Purchase o Date&Version
e Predicted Age *  MediaView

* Lifetime Value «  Email Opened

e ChurnRisk

Audience memberships

o Petlover
«  Highvalue customer

Next-best-offer

*  Product/ content recommendations
o Predicted uplift (e.g. likelihood to purchase if shown 10% off coupon)

] ] = 0

Analytics Loyalty DataWarehouse Email Social
/ Data Lake

After

Single view of the customer across the entire stack.



Sastrene Grene brings hygge to
omnichannel customer data

Gaining a unified view of each customer will help us
provide shoppers with the most relevant information
and product deals whether they are shopping

online or in-store.

Rasmus Skjgtt, Chief Digital Officer
. Sgstrene Grene

TECH STACK
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The road to personalisation

Value

&

Real-time Customer
Data Pipeline

Single View
of the Customer

Real-time
Personalization

Time for boost loyalty and
increase conversion...




Personalisation must go beyond the basics

e Basic,demographics-based
personalisation (e.g. gender) is too
generic. Business value minimal.

-I’il(

e Create granular user segments, Real time updates @

using real-time context (e.g. Users with installs within the
. . past 30days in New York
product impression, cart whose LTV is $20 or more ’ ‘
abandonment, location update).
Thoughtful engagements

g gag ’ Build an audience Send to multiple services

enhanced business value. (in minutes) (in minutes)



ML/Al-assisted personalisation enriches insights beyond
humans

o o
Rules-based Audience Segments Predictive Audience Segments
Ex. Users who have viewed shoes 2 times in the last week. Ex. Which users are most likely to purchase shoes?
L4 VS. 0
Rules-based Offers Dynamic Offers / Uplift Modeling

Ex. Optimize sending coupon to maximize ROl (for example, if

Ex. 1 ho si . . . ;
S 2 M (R S O 221C12 they're likely to purchase at list price, don’t send coupon)

Computed Attributes Predictive User Attributes

Ex. Average order value, based on last 10 purchases Ex. Is this user likely to own a house?



Imagine a world where you can....

Jul

Email / Mobile Marketers

e Churn prevention
Send push notification to users
most at risk of going inactive

e Efficient targeting
Send promo email to users
most likely to buy <product>

Digital Commerce

Increase in-app conversion

Pop up an onsite promo

display to users most likely to buy
<product>

Dynamic in-app promos
to maximize ROI
Conditionally offer users a
20% off coupon, based on
likelihood to convert

0

Ad-Tech

Tailor campaigns to an ICP
Expand a small seed set of user
attributes by predicting the
value of that attribute for all
remaining users



Let’s recap



TAKEAWAY 1

What's under the
surface actually
matters most

rry
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Adaptability is
the foundation for
CX success




TAKEAWAY 3

Develop a
data-strategy

that supports

your customer centric
ambitions
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Questions
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Thank you!




