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Personalized experiences are great when they work,
but they often don’t. Whether it’s receiving a promotion to buy baby
clothes when you haven’t even told your closest friends you’re expecting
(creepy) or being offered a discount on new skis when you don’t ski, poorly
personalized experiences can quickly make you lose trust in a brand.
Yes, customers want brands to deliver personalized experiences. But they also
want businesses to be transparent about how they are going to use their data,
and they want those experiences to be relevant and appropriate.1
Unfortunately, today’s current methods for personalization usually don’t
meet these expectations. Instead, retailers often use customer data in ways
that either feel creepy or miss the mark. Not only does it make for a poor
customer experience, but these types of personalization misfires break down
customer trust.
“A little thing could kill the lifetime value of a really good customer, and also
keep the story of your brand from spreading or having a negative story
spread about your brand,” says Steve Dennis, president and founder of
Sageberry Consulting.
Until recently, technology hasn’t been able to facilitate truly individualized
experiences at scale. But, with the increasing maturity of AI and ML, this is
changing. As a result, brands are beginning to pivot away from personalization
toward individualization, which allows them to deliver rich and relevant
experiences at scale that boost customer conversion rates and customer trust.
Let us explain.
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For the best customer
experience, individualize it
“Individualization is the new north star for
customer-obsessed organizations.” – Forrester2
Personalization has never been perfect—and old-school
segmentation, which relies on a customer’s personal data, has
often led to a poor customer experience.
“A lot of these other approaches focus on building 360-degree
profiles, so they aggregate really personal information like
gender and age,” says Rahim Kaba, vice president of marketing
at Integrate. “But this data doesn’t really tell you a lot about what
a customer is doing in the moment.”

What’s more, this type of broad-based personalization can reduce
the overall value of a product or service. As Stuart Burgdoerfer,
executive vice president and chief financial officer at L Brands
notes, “If you have a very broad-based promo, then you’re
essentially discounting the whole assortment. … Whereas, if you
have targeted promos, you’re not discounting large portions of the
entire assortment, and you can get more full-price selling on the
particularly strong choices within the assortment.”3
Which is why, according to Forrester, “leading organizations
are redefining personalization as delivering individualized
experiences that are both contextually relevant and add
perceivable value.”4
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The difference between
personalization and individualization
With traditional segment-based personalization, segments are created based on customer
data, using personally identifiable information (PII) such as a person’s name, email, or
geographic data. An outdoor sports retailer may, for example, create an audience segment
based on customers who live in ski resort towns for a campaign to sell their new line of
skis. Thus, someone living in Aspen, Colorado may receive ads to buy a new pair of skis,
even if they’ve never skied in their life. This type of personalization is neither contextually
relevant to the non-skier nor does it add value, despite using personal information.
Yup, it makes for a pretty poor experience.
Individualization avoids the pitfalls of personalization because it’s all about delivering
contextually relevant experiences. And to do this, individualization follows five key tenants:

1. Deliver one-to-one experiences
2. Use real-time intelligence
3. Make experiences contextually relevant
4. Optimize experiences via a continuous feedback and
learning loop
5. Preserve customer privacy and trust
And one way to achieve these tenants is through the use of AI.
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Putting the “AI” in
individualization
As discussed, segment-based personalization, which uses a
deterministic, rules-based methodology and PII data to target
customers with specific offers, often doesn’t add value because
the offer isn’t relevant.
“People are not static. They change and evolve. And they’re often
inconsistent across different contexts,” says Tyler Schnoebelen, vice
president of special projects at Integrate. “So the idea of locking
people into segments or personas, for that matter, is against how
humans live in the world.”

AI-enabled
individualization
empowers businesses
to deliver experiences
that are relevant,
no matter the context.

AI-enabled individualization empowers businesses to deliver
experiences that are relevant, no matter the context. Instead of
segmenting customers into static audiences, it uses propensity
modeling to pair the right customer with the right experience,
aligning human goals with business outcomes. By leveraging insights
from third-party intelligence sourced from other industries, these
models become even more accurate, as they get a clearer picture of
the customer without ever compromising their privacy.
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For example, some customers’ behavior across multiple
industries may indicate that they are price sensitive, while other
customers may value convenience more. AI models allow the
identification of these behaviors and the subsequent ability to
tie promotional offers to those behaviors to ensure contextually
relevant experiences—such as a 10 percent discount to a

price-sensitive customer or next-day free shipping to a
convenience-oriented customer. And, because it’s using AI
and ML, the system continues to get smarter and better at
individualizing those offers over time.
That’s better than just guessing about what your customer wants
based on their age or gender.

Personalization

AI-Enabled
Individualization*

Identification

The individual

The behavior

Targeting

Segmentation

Propensity modeling

Methodology

Deterministic

Probabilistic

Share of online
visitors you can serve

Industry dependent,
but as few as 2%

100%

Privacy

Non-preserving

Preserving

*This isn’t true of all AI tools
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Get the most bang for
your buck by improving
the conversion experience
“Intelligent” individualization lets retailers be more
relevant and targeted with their offers—especially
at the moment of conversion.
“It’s hard enough to get consumers into the funnel and to be paying
enough attention that they’re seriously considering buying,” says Dennis.
“Also, acquiring customers in the first place is expensive, so when you get
close to that moment of truth, there’s pressure to be intensely relevant.
Because if you’re not able to convert them, you’ve likely just wasted a lot
of money.”
However, AI-enabled individualization helps to avoid this scenario by
first identifying those customers who are on the fence when it comes to
converting, and then by delivering an offer that is individualized to help
that specific customer convert.

“Acquiring customers
in the first place is
expensive, so when
you get close to that
moment of truth,
there’s pressure to
be intensely relevant.
Because if you’re not
able to convert them,
you’ve likely just
wasted a lot of money.”
Steve Dennis
President and founder of Sageberry Consulting

For a real-life example of how this works, in the next section, we’ll take a
look at a customer case study.
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Nudging prospects from inaction to action
Kanetix, a Canadian car insurance company, wanted to improve
conversions at the point where potential customers receive a
quote by getting them to take the next step and call to speak
with an insurance agent.
Using Integrate’s AI-enabled solution, Kanetix was able to
optimize the conversion experience by first identifying and
incentivizing specifically those customers who were likely to
convert but needed nudging.
“Over time, we zeroed in on precisely who the best targets
were to incentivize and with which incentive,” says Scott
Emberley, business development director for Integrate. “We use
probabilistic modeling to assess whether offering an incentive to
a specific prospect will increase ROI.”

As a result, Kanetix saw a 23 percent increase
in sales and a 2.3 times ROI.5
From Kanetix’s results, it’s easy to begin to see how powerful AIenabled individualization can be in delivering higher conversion
rates and a better overall customer experience. But, it’s also
important to remember that AI-enabled individualization should
be used ethically and transparently if you want to maintain
customer trust.
So, let’s talk about how you can increase customer trust.
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Building customer trust
Given the numerous data privacy scandals in the news recently, such as
the Facebook–Cambridge Analytica scandal, customers are wary of their
data being inappropriately used or stolen. Not only do customers believe
their personal information is vulnerable to a security breach, over half (54
percent) don’t believe that companies have their best interests in mind.6

“There’s no reason
you need to know
intimate personal
details about your
customer to create
better experiences
and relationships
with them.”
Tyler Schnoebelen
Vice president of special projects
at Integrate

Good data practices are key to building customer trust, but they also
make sense from a financial perspective. Last year, a loss of trust cost
U.S. companies $756 billion and 41 percent of their customers.7, 8
Ouch.
The reality is, customer trust needs to be a priority.
“There’s no reason you need to know intimate personal details about
your customer to create better experiences and relationships with them,”
says Schnoebelen. “Using data with PII sacrifices too much privacy for
convenience. But there are other ways to increase accuracy and results
that don’t betray customer trust.”
Instead, brands need to find ways to limit their customer data
vulnerabilities altogether. For instance, when working with third-party
vendors, whether the data is in transit or rest, it should not contain any
PII. Additionally, it’s important to remember that a personalized email
with someone’s name is not nearly as impactful at driving a customer to
act as ensuring the offer is relevant to the individual.
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“If you’re offering an incentive to someone, you only have so
much of their time and attention, so you need to know what
actually matters,” says Schnoebelen. “It might be the messaging,
like: ‘you’re a valued customer, so we’re offering you this thing.’
Or, it might be reminding customers who are buying airline
tickets that they have 24 hours to cancel. The reminder might be
salient for somebody who’s on the fence about whether to buy
now or not.”
At Integrate, for example, the AI-powered platform doesn’t
directly combine or match data from different sources or
directly rely on PII. Instead, the platform looks at de-identified

first-party data as well as third-party behaviors and patterns
across industries that would otherwise go unnoticed but can
actually help boost prediction accuracy.
Not only does this protect the customer’s privacy, you’re also
improving your chances of accurately individualizing an offer
because behavioral insights can tell you more about someone’s
intent to buy than where they live or their age or gender.
Additionally, this approach protects your business by keeping
you compliant with the increasing number of data privacy
regulations worldwide.
Yup, it’s a pretty sweet deal.
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You don’t have to
personally know
your customers to
individualize the
experience

Your 5-step checklist to creating
individualized experiences
Deliver one-to-one experiences:

Design multiple

offers that can be presented in real-time so that whether
a prospective buyer values convenience, saving money,
or something else, you have the perfect offer to match
their preferences.

Use real-time insights: Make sure that you have the

It turns out that you don’t really need to know
someone to still give them the things that they
want or that resonate the most. With AI-enabled
individualization, built on a foundation of
transparency and good data practices as well as
real-time behavioral intelligence, your customers
not only get relevant promotions at the moment of
impact, they also get a better customer experience.

ability to access insights in the moment so you can transform
them into relevant offers for your customer.

So, it’s the best of both worlds.

using AI to learn how to further individualize experiences and
increase conversions at each touch point.

Make experiences contextually relevant: Using
insights pulled from the real-time behaviors of your customers
across industry channels, you can better ensure that your offers
are relevant.

Optimize experiences via a continuous
feedback and learning loop: Improve outcomes by

Preserve customer privacy and trust: Avoid using
PII data and instead focus on meaningful insights derived
from real customer behaviors to determine which experience
suits them best and produces your ideal business outcome. By
building customer relationships founded on trust, you’ll boost
loyalty, which will have an impact on your bottom line.
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Integrate.ai has revolutionized how consumer enterprises collect and use
data with the introduction of the Trusted Signals Exchange™, the world’s
first intelligence network. It enables businesses to share consumer
insights and generate better predictions about customer needs without
leaking proprietary IP or compromising user privacy. By knowing
exactly how to serve customers online, our partners consistently create
interactions that lead to stronger relationships and a better bottom
line. We are building AI that makes businesses more human and that
generates trust at every customer touchpoint.
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