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With that bit of knowledge alone, companies should be clambering to develop their own personalization 
programs. Unfortunately, that’s far easier said than actually done. When your company looks beyond 
marketing channels, business silos, and vendor technology, you start to realize that personalization can 
be developed and delivered in a number of different ways. Stepping back and looking at it holistically, 
personalization occurs within marketing, sales, services, and even product delivery.   

Delivering personalized experiences means having relevant, seamless 
interactions with a consumer across an omni-channel ecosystem. 
Regardless of how the consumer chooses to engage with your 
company, some form of personalization should be considered.  

If personalization truly exists within an omni-channel ecosystem, 
then the program needs to cross business lines, integrate channels, 
and leverage the right data and technology – yet another challenge. 

AN EXPLORATION OF THE MOST 
EFFECTIVE TECHNIQUES  

Studies have shown that it’s not unusual for data-driven 
personalization to increase sales by 10%1 and provide an 

ROI of 15+%2. 
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1 http://www.economistinsights.com/marketing-consumer/opinion/demands-demand-marketing
2 http://toprightpartners.com/study-data-driven-personalization-increases-roi-15/
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To that end, this paper reviews seven of 
the most common techniques companies 
are leveraging to deliver one-to-one 
personalized experiences that drive 
relationships and develop loyalty in the 
areas of:  brand, product marketing, 
experience, collateral, content, product 

selection, and preferences.  Use of these personalization techniques can vary by industry. For example, the 
life sciences industry is not likely to leverage product or product selection techniques. They tend to focus on 
content, experience, collateral, and brand personalization.

For more than 20 years, I have worked with brand teams that were insistent that the 
company branding image superseded everything else. There was one brand, which 
was prescribed to everyone, and that was how it was presented. For the fi rst decade, 
I couldn’t argue the point, as there was no way to allow the brand to differentiate 
itself, but times have changed.

Today, a company can identify what the brand means to each individual. For a single shoe company, the brand 
could represent warm boots for someone up north, while representing comfortable fl ip-fl ops for someone down 
south.  

Leading companies are starting to recognize the different faces and aspects of their own brand. Through 
explicit or implicit data, they recognize that each individual consumer has a different feeling, experience, and 
desire associated with the brand.   

For example:  When I see the Pepsi logo, I immediately think “Diet Mountain Dew.”  The 
logo signifi es that a location is likely to have my favorite drink of choice. The logo is a beacon 
for me. Elicits hope. Beckons me to check this establishment prior to the others, as the other 
establishments may only carry the other pop branded products.   

What really interested me was when a fellow colleague had a brand personalization discussion with me 
regarding Batman.  He pointed out that Batman is one of the strongest brands in the world; however, we all see 
and know different versions. He started listing off a variety of different versions. Adam West, Anime, Frank 
Miller, Michael Keaton, Val Kilmer, Ben Affl eck, Christian Bayle … same character – same brand – but each 
one is different. Each one elicits a different thought process and expectation. 
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# Twocents – Start small.   
Marketing is already thinking 
of this, so start there.  
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Companies are aligning their brands to the 
marketing personas. This alignment allows them 
to target individuals with a personalized branding 
experience of choice. While one persona prefers 
the yellow and black logo of yesteryear, another 
person will see the black, sharp-edged logo of 
today. Both logos represent the same brand but 
elicit different relationships – and provide a more 
personalized experience.

Part of Amazon’s core attraction, from the very beginning, was that they made 
personalized book recommendations a core component of the consumer’s 
experience. They leveraged look-alike models to present you with, “people 
who read this book also read” or “since you read this, you might like this.”   

Personalized product recommendations align the right product to the right customer. This tactic started 
by using product transactional data to align the recommended product; however, today, marketers are 
leveraging interactive, transactional, demographic, and behavioral data in determining the appropriate product 
recommendation.  

This leads into an interesting example of how ‘product recommendations’ can sometimes miss the point.  

I recently ordered, from one of my favorite online retailers, some expensive coffee for my mother. I had it 
drop shipped to her home in Texas, yet I live on the east coast. She was ecstatic, as the coffee was a special 
blend or bean, type? I’m not 100% certain what she meant or why she liked the coffee, as I had merely 
purchased it based on price. I know nothing of coffee. I don’t drink coffee.   
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# Shoutout to Bart …  
for such a great example 
on brand personalization.  
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The mistake was when I went back to the website, they 
recommended coffee and coffee related products. I had never 
purchased coffee from them before, and if I do in the future, it will 
likely be to ship it to my mom again. To this day, I am still getting 
coffee recommendations. 

Leaders in personalized product recommendations recognize the difference between a gift and a personal 
purchase. They have added the element of “right time” to the “right product, right person” factors. While 
product recommendation models typically focus on “look-alike” or “product relation” considerations, 
empowering them with demographic and behavioral data can make the recommendations that much stronger.

Customer experience, in my opinion, tends to be one of the more exciting means 
of providing personalization. In some aspects, personalized experiences leverage 
a bit of the other personalization methodologies, but they also incorporate a 
consumer’s stage in the lifecycle with the product or brand. Experience focuses on 
the customer journey and ensures that the “right conversation” is being delivered 
to the consumer at the “right time.”   

The key in experience personalization is ensuring that you are capturing more 
than the product, offer, or interest. Recognizing and changing the conversation 
based upon where the consumer is, within the consumer journey, is the core 
differentiator of experience personalization.   

For example:  At the beginning of the journey, the call to action may be 
something like, “Learn more.” However, at a later point in the relationship 
(after engage and prior to acquire), the call to action will change to “Buy now.”    

The interesting part of experience personalization is that it takes into account such things as loyalty, retention, 
and recovery. Experience personalization is designed to leverage consumer interactions and determine 
the next best type of engagement. Whether it is information, loyalty, retention, or recovery, experience 
personalization incorporates the current level of interactions in consumer engagement.

In one of my more illustrative examples, experience personalization recognizes when a consumer is and is 
not engaged. That is, it leverages frequency caps to change the conversation when the consumer is no longer 
interacting. So, if you email a consumer three times and the consumer fails to open any of emails, then the 
consumer is not engaged. That lack of engagement is actually a response. I like to refer to it as a “passive 
decline.” Experience personalization recognizes the lack of a response and changes the conversation. It 
realizes that the next interaction may be another offer or message. Or it may require a different channel / 
media altogether.   
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# Shoutout to Diet 
Mountain Dew.
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Simply put, experience personalization focuses on the right conversation, at the right time, via the right 
channel.

In this instance, the term “collateral” represents the treatment and offer – or the copy, 
creative (imagery), and call to action. From the marketer’s perspective, collateral can be 
one of the most exciting aspects of personalization. Over a decade ago, site optimization 
introduced marketers to the idea that collateral could be dynamically presented to the 
consumer – based upon known first-party demographic data, and so began – the creation 
of collateral repositories.  Since that time, dynamic personalized experiences have 

expanded beyond known customers to anonymous and first-time visitors. Site optimization has become a 
standard practice (or at the very least, a goal) for most organizations. 

From collateral creation to planning and execution, collateral personalization has changed marketing – and 
marketers are having fun.    

 A repository of collateral, 
in conjunction with other 
personalization techniques, is the 
true means by which a company 
moves from one-to-few to one-to-
one. Collateral personalization can 
simply use demographic data to 
change the imagery based upon sex, 
race, location, and so on.  

The difficulty within collateral personalization comes from the fact that 
you have to ensure that the sum of the parts all fit together – regardless 
of how they come together. Contextualization is the process by which 
marketers ensure that each piece of collateral fits with the other pieces of 
collateral; therefore, a simple definition of collateral personalization would 
be: The alignment of treatments and offers to each individual prospect 
and customer, across channel and media, so as to deliver personalized 
experiences.

The true excitement of collateral personalization lies in the future of omni-channel delivery. While it started 
with site optimization and quickly expanded to landing pages, microsites, and display media, it has grown 
to include email, direct mail, and even social. Other channels (kiosk, television, and point-of-sale) are being 
leveraged every day.  
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who taught me so much 
about collateral personalization.  
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Probably the best of the best in providing content personalization is Google. On a daily basis, 
they provide content personalization on a one-to-one basis for almost every Google user on 
the globe.   

Content personalization is about providing material that is relevant to the individual – based upon 
demographic data or in association to key terms that the individual may provide in a search query. In the 
more advanced stages, the search query is combined with what the company knows about the individual, so 
that the content is even more targeted and personalized.   

Have you ever heard the story of two people doing a Google search on Africa, and the content that is 
presented to them is entirely different? One individual may get travel information, while the other gets news 
about Africa.   

Google has leveraged demographic, interactive, and historical data to determine the most likely information 
that each individual is looking for. In other words, they have personalized the search content to match each 
individual’s interest and implicit preferences.  

With access to similar technology, companies are providing more personalized experiences in relation to the 
access and display of their content. In some cases, they might use historical data. In others, they are likely 

to use look-alike models.   That 
is, people like you who searched 
for this article often selected the 
following articles as well.   

Personalizing content may not 
seem like the most obvious 
way in which a company can 
provide an individual with 
personalized experiences, but 
in the most subtle of ways, it is.   
Google built a business off of it.   
Interesting enough, I am starting 

to see product recommendations include a set of personalized relevant content – or vice-a-versa.

This type of personalization is not limited to business-to-consumer endeavors; business-to-business 
marketers are also taking full advantage. For example, a company might include a list of five relevant 
articles or blogs on their homepage. Based upon the IP address of the visitor, the five articles change to 
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Properly written, content 
personalization can also benefit 
search engine optimization (SEO).  
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match the visitor’s industry; thus, personalizing the site visit to the individual’s specific needs.

While the previous sections discussed several ways in which marketing can deliver personalized experiences, 
there are still a number of other techniques by which a company can deliver personalized experiences to their 
customers.

When I discuss personalization, I think of leveraging both implicit and explicit data, and personalization 
techniques can either be direct or subtle. Subtle focuses on those techniques that make it less obvious to the 
consumer that a form of personalization is in play; but in fact, the appropriate data is being used to ensure that 
the experience is relevant to that individual consumer.   

While it may sound redundant, personalization is about delivering and enabling a consumer with personalized 
experiences – explicit or implicit.  Obvious or obscure.   Personalized experiences can be achieved in the 
relationship that a consumer has with a company, brand or product.

Some industries, have been toying with the idea of product selection techniques for years; while in others, 
the technology has finally reached the point where the company is capable of providing the customer with 
personalized product selections.   

Product selection personalization can be defined as providing customers 
with the means to customize the commodity or merchandise to their own 
unique specifications. Different industries are in different stages of maturity in 
this technique. For example, within the travel industry, you have always had 
the option of selecting your room type. King or double queen bedroom. Ocean or pool view. An individual is 
capable of customizing the experience to meet his or her needs. The retail industry, on the other hand, has only 
recently been able to allow a customer to personalize the individual purchase on a mass consumer scale. In 
one instance, an individual can go to a retail shoe website and actually personalize the running shoe to their 
specifications. 

By moving beyond the brick-and-mortar to an engaging experience, companies allow the individual to define 
a unique one-to-one experience with the retailer. While personal computers and laptops provide some form of 
product selection personalization, smartphones and tablets provide the consumer with the means to express 
personal preferences and even personalities within a social context. From operating system, to apps, to carrying 
cases, a consumer develops an entire personalized relationship with their smartphone. A relationship that 
enables interactions (with companies and social networks) and the freedom of self-expression.  

As the technology continues to advance, personalized products will move from the internet and into the brick-
and-mortars. Some companies are already evaluating the idea of 3D printers, where the consumer enters in the 
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specifications, the store carries the 
materials, and the printer delivers the 
specified commodity.  Whoever wants 
that pink hammer will be able to get 
that pink hammer.

Initially, preference centers focused 
on email preferences; whereby, 
the individual could manage (or 
personalize) the email interactions 
between a company and the customer. 
Today, the options we’re providing 

customers to manage email distribution are changing. For example:  Companies 
can now offer a consumer with the option of opting out completely, opting out 
for a period of time, or even managing the frequency of the emails. However, 
the preference centers have evolved to include more than simple email 
campaign management. Consumers now have the means to personalize the very 
interactions and services provided to them by a company.    

Take a moment to consider the travel industry.   Hotels allow you to set preferences on number of towels, 
pillows, or even the type of pillows. Airlines provide options around aisle, window, or even location on the 
plane.    Some airlines allow you to login, select, and even change your sitting right up to boarding time.   
Enabling the consumer to select the location of their seat provides a since of ownership of the experience.

In the financial industry, consumers can set preferences on the delivery of their monthly statements. Contact 
preferences have moved beyond email, direct mail, and phone calls. Customers can now set up alerts and 
notifications for checking balances below a specific amount, unusual activity, or when an automatic bill 
payment has been made. 

Preference personalization can be defined 
as the means by which companies enable 
consumers to select product options and 
manage desired interactions. Preference 
personalization is about empowering 
the consumer with the ability to control 
products, services, and engagement 
according to their personal specifications 
and needs.  

# Twocents 
Product personalization 
allows consumers to develop 
a relationship with the brand, 
while defining a sense of 
individuality.
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#Twocents:  Done correctly, preference 
personalization provides companies 
with the ability to collect additional 
data, which can be leveraged within 
other personalization techniques.
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Our digital ecosystem and big data are the cornerstones behind companies’ ability to deliver consumers 
personalized experiences. It is this same data, aligned with sales and services (S&S) technology, that is 
changing how S&S interact and even personalize customer engagement. Sales personalization is fairly different 
from service personalization.  The similarity lies in the fact that personalized experiences are delivered to the 
consumer by way of human-to-human interaction. The key, in S&S personalization, is a company’s ability 
to deliver relevant information to the company’s representative in a timely and seamless manner, so that the 
representative can leverage said data in the delivery of a customer-friendly personalized experience.  

For sales representatives, this can be accomplished in a number of different ways; 
however, the means of delivery may change by industry. For example:  Within the retail 
industry, the information may be delivered to a point-of-sale solution or smart device.   
Companies are already testing the delivery of pertinent information about a consumer to 

a smart device, the moment a consumer walks into the store. The information may be derived from previous 
transactions, brand affiliations, or social media interactions (e.g., “likes”).  

Banks and credit unions are expanding ATMs beyond a simple transactional system.   For more complicated 
transactions, ATMs are enabling video tellers. Such technology has expanded traditional “branch tellers” into 
more remote and accessible locations. Video tellers allow the consumer to dictate the time and day of their 
service – but the video teller provides more than simply processing a transaction.   

Leveraging data, sophisticated analytics, and decision orchestration platforms (DOP), the video teller is able to 
anticipate the customer’s needs and provide the appropriate services. Such capabilities move the teller beyond 
transaction and into a service-oriented relationship(i.e., service (or contact center) personalization).

Service personalization’s use of intuitive data, combined with marketing technology, puts 
the most relevant information, services or next best offer at the fingertips of the service 
center representative. As the representative engages with the customer, the new data can 

change and update the conversation points, offers, or services that that the representative should address.

The delivery of personal, 
relevant services has become 
a mainstream aspect of 
service centers. Service (or 
Contact) centers are moving 
away from traditional upsell 
/ cross-sell approaches to 
focusing on interactions and 
relationships. In some cases, 
the average call time is being 
replaced with quality of the 
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# Ponder 
Representatives (sales or 
services) are not always 
receptive of data and models 
orchestrating their next 
interaction with a consumer. 
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3 http://ceoworld.biz/2014/06/11/making-personalization-a-priority-198163 
4 http://www.responsemedia.com/keep-it-personal-why-personalized-marketing-campaigns-matter/ 

call. Personalized services ensure customers are receiving relevant, recent, and valuable engagements with each 
interaction.  Moving beyond a sale and into retention and loyalty.  

At the very least, personalization, as a concept, is nothing new; however, the opportunity to deliver 
personalized experiences has evolved. The opportunities surrounding personalization are significant. With a 
“300% improvement in lifetime value” and 77% of shoppers3 making an additional purchase when provided 
with personalized product recommendations, the ROI for retail personalization speaks for itself.3  Even when 
companies are focusing on something as simple as personalizing the subject line of an email, “unique open 
rates reached 65%.4”    

The benefits are evident. The means to delivering personalized experiences are simplifying. Companies realize 
that personalization is a strategy, not a piece of technology, and while companies will continue to interact on a 
one-to-many basis, the dawn of one-to-one personalized relationships is well underway
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With experience that spans more than 20 years in campaign management and 15 
years in decision orchestration platforms, Zimm has extensive expertise in developing 
personalized, integrated (channel and media) customer experiences — or as he likes to 
refer to them, “Customer Conversations.”  Zimm has proven the value of transforming a 
company’s customer relationships from campaigns to personalized conversations within 
both the B2B and B2C markets. He has assisted major brands from a variety of different 
industries (e.g., Financial Services, Life Sciences, Travel, Entertainment, Insurance, 
Manufacturing, Online Retail, Technology, and Communications) in defi ning, developing, 
and deploying transformative personalization programs.  

Zimm’s enthusiasm (or even “geeky” pride) about a company’s ability to drive incremental 
revenue and customer loyalty via personalization, campaign orchestration, and customer 
conversations can be found in blogs, white papers, publications, and presentations.
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2,900 employees, the privately held corporation is headquartered in 
Columbia, Maryland with 14 additional offi ces in the US and offi ces 
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