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PEOPLE

REALLY WANT
PERSONALIZED

EXPERIENES

One-to-one
customer
interaction is the
proverbial gold
standard of the
marketing world.

The idea has been drilled

into marketers for ages. As
digitally driven e-commerce
began to replace traditional
transactions, all the talk of
personalized engagement was
mostly aspirational. The tools
just didn't exist to create actual
one-to-one engagement at
scale. But the big data revolution
has led to the personalization
revolution. Marketers now have
the technology, data and skills to
truly understand their customers,
and that lets them create
personalized campaigns around
their deepest needs and wants.

Brands are investing in those
personalized campaigns in a

big way. According to Gartner,
over half of marketing leaders
(56 percent) increased their
personalization spend in 2018.
The biggest drivers of all this
spending are technology, media,
people and content production.

For many, personalization has
become their main focus area as
competition intensifies and the
digital space gets more complex.

Consumers have gotten used
to it too and will respond to
personalized content that takes
their preferences and interests
into account. In fact, just over
half (51 percent) of consumers
in the United States said they
were likely to make a purchase
when they received content
personalized to them, according
to Gartner.

Despite all of this investment,
many marketers embark on their
personalization journeys without
a clear strategy or an idea of how
personalization will fit into the
other marketing programs they
have running. Taking the time
now to define your goals and
organize your data will pay off in
a big way down the road.

To help you get your
personalization data strategy
into shape, we've compiled a
step-by-step guide to creating
and executing a strategy that
achieves your most urgent
business needs and causes
the minimum number of data-
induced headaches.






KNOW WHAT
YOUR DATA IS

TELLING YOU

It's not the data itself that's
important. It's the story that the
data tells you about the needs and
wants of your various customers.
And once you know these things,
you'll be able to organize your
customers into various segments.
Such distilled customer insights
will form the foundation of your
personalized campaigns, but more
on this later. Down the road, you'll
be able to build on these profiles
and start examining the individual
customers that reside in each. From
there, you'll be in a good place to
differentiate your approach on an
individual level and dynamically
personalize campaigns at different
stages in their journeys.

GET THE BASICS DOWN
Understanding your customers

starts with knowing the fundamental
elements of who they are. Where do
your main customer groups live? How
often do they visit your site or store?
What calls to action have worked in the
past? Many organizations are already
incorporating demographic elements
into their strategies, so if you are, give
yourself a pat on the back and use the
time to make sure all your information
is still accurate.

DON’'T OVERPERSONALIZE

Modern consumers respond well to
personalized content, but there is

a fine line between beneficial and
unsettling. Even if you have the data
to do it, getting too personal can creep
consumers out and make them want to
stop interacting with all of your online
properties. If you're having a hard time
figuring out where the line is, consider
what you personally would find odd
coming from a brand. It's likely your
customer feels the same way.

BUILD OUT PERSONAS

Go beyond basic demographics and
examine behavioral, psychographic,
interaction and campaign-level data.
Look for patterns and then group
similar customer types together.

How you group people will depend

on what characteristics you deem
most important to your business.

For example, an SUV maker might
have customers who are “gardening
enthusiasts” or “outdoor sports buffs”
or “pet parents.” If you're not sure
which data is most relevant for your
particular use case, go back to the goal
you defined in the beginning. Doing this
will allow you to scale your efforts and
make the most of your budget.
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