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Introduction
Worldwide, there has been a shift towards 
digital channels for customer engagement. 
This has largely been driven through the 
introduction of innovative new technologies 
that satisfy consumers’ growing demand for 
experiences tailored to their unique needs 
and preferences. In today’s digital world, 
there is nothing more personal than mobile 
engagement; our lives quite literally revolve 
around our mobile devices. 

Consequently, marketers are rapidly looking 
to create online communities and accelerate 
digital initiatives. The most successful brands 
are moving toward mobile-first approaches that 
deliver 1:1 experiences.

The overarching message here is that 
personalized mobile marketing is critical to drive 
sales for brands, particularly those facing tough 
economic conditions. And new technologies are 
creating new opportunities to succeed.

If we look at media streaming companies such 
as Amazon Prime and Netflix as an example, 
these are businesses that have fundamentally 
and permanently changed the way we consume 
entertainment. Where consumers would 
previously have visited brick and mortar stores to 
consume videos and movies or wait for a favorite 
TV program to air, it is all now on demand and at 
our fingertips.   

In this guide we analyze the 
importance of personalized 
customer engagement; what it 
is, why you should be doing it 
and what you need to execute 
it well.  
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Online presents significant 
challenges for brick and mortar

A predicted 75,000 retail stores will close in 
the US by 2026 with e-commerce penetration 
rising from 16% to 25%. Analysts say this trend 
may continue for up to two more years as 
consumer preferences continue to shift toward 
digital channels.  

This trend is reflected in softer overall retail 
performance expectations. Bankers Credit 
Suisse recently warned of a tougher road ahead 
for the US retail sector, citing the impact of 
e-commerce firms like Amazon, and increasing 
global trade tensions. 

Amplified by a global pandemic; for the first 
time in modern history we have a market that is 
being driven by something we can’t (yet) control. 

If necessity is the mother of invention, this is 
the time of greatest need for consumer-facing 
businesses. 

There is no shortage of advice for brands trying 
to cope with these challenges; to transform brick 
and mortar stores from potential millstones into 
strategic assets. Technology plays a critical role in 
this, especially as the lines between physical and 
online retail become increasingly blurred. 

Personalization is a key strategy 
Respected analyst firm CBInsights has surveyed 
the current retail landscape and identified key 
actions that will help retailers respond.

Personalization was one such area - the 
cornerstone of a retailer’s digital strategy, 
brands are increasingly able to customize the 
way they connect and convert customers by 
applying what they know, from increasing levels 
of consumer data that is gathered from mobile 
apps, point of sale systems, e-commerce 
platforms and in-store technology. 

This emphasis on personalized marketing aligns 
with Plexure’s in-market conversations with large 
retailers worldwide. What are the pros and cons, 
and in particular, the technology opportunities in 
‘mass-customization’ of retail marketing? 

The following sections address the above 
questions and highlight the need for marketers 
to understand the value of using customer, 
purchase, and contextual data. 

https://www.businessinsider.com.au/retail-apocalypse-thousands-store-closures-predicted-2019-4?
https://www.businessinsider.com.au/retail-apocalypse-thousands-store-closures-predicted-2019-4?
https://www.cbinsights.com/research/
https://www.plexure.com/resource/webinar/virtual-roundtable/
https://www.plexure.com/resource/webinar/virtual-roundtable/
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engagements. And most 
importantly, they want to be 
recognized as individuals across 
all channels.    

However, what we’re seeing is 
that while brands globally are 
focused on digital transformation 
and understand the vital role 
of personalization in delivering 
great experiences for connected 
and discerning consumers, they 
are challenged with identifying 
customer engagement strategies 
that align with their specific 
audiences, business goals and 
digital maturity. Quite simply, this is 
a moving feast with many different 
components. 

Surviving in this modern retail 
landscape is about creating 
moments of magic for consumers 
that feel completely natural. 
Delivering exceptional experiences 
that leave customers feeling 
recognized and valued is the 
foundation of loyalty; points 
and rewards are secondary. 
Where B2C has morphed into 
B2Me, a mobile-first strategy is 
central to being able to achieve 
personalization.  

Technology can be harnessed 
to make each customer feel as 
though their experience was 

global should aim to deliver an 
experience relevant to ‘me’ across 
every touch point, from brick and 
mortar to digital.

It’s no wonder that when the 
Association of National Advertisers 
did their annual survey in 2019, 
‘personalization’ was their 
marketing word of the year.  
Personalized marketing alone won’t 
save brands facing a softening 
economy, but without it you’re 
going to have a hard time keeping 
up. It has become a table stake; 
something you need to do just stay 
in the game. 

Transforming customer 
engagement – turning B2C 
into B2Me 
Current research indicates that 
many consumers still prefer to 
shop at brick and mortar stores, 
but often make product selections 
from research conducted in digital 
channels. Furthermore, consumers 
expect to be engaged by brands 
across multiple channels, 
particularly mobile.    

Research in the 2019 Salesforce 
‘State of the connected consumer’ 
report tells us that 84% of 
consumers say the experience a 
company provides is as important 
as its products and services. 
And 73% say one extraordinary 
experience raises their 
expectations of other companies.   

With the rise of intriguing new 
shopping experiences, shorter 
attention spans and more 
product choices than ever before, 
consumers are increasingly 
demanding personalized 

Why your customers 
are taking it personally

43% of U.S. consumers are 
more likely to make purchases 
with companies that personalize 
experiences. (Accenture study). 
(And the other 57% aren’t 
cognizant of the personalization 
because technology has made it 
completely seamless and native.) 

A personalized customer 
experience has become an 
expectation among consumers, 
and brands that deliver it prosper. 
From the Netflix algorithm that 
provides customized suggestions 
for your viewing to Amazon’s 
highly optimized product 
recommendations, everywhere 
you look brands are catering to 
your unique needs and interests.  

Consumers want to be treated 
as a ‘market of one’, i.e. brands 
no matter how big, complex or 

https://www.ana.net/miccontent/show/id/ii-2019-ana-word-of-year
https://www.salesforce.com/eu/blog/2020/01/state-of-the-connected-customers-report.html
https://www.marketingdive.com/news/accenture-lack-of-personalization-consumer-trust-cost-businesses-756b-la/512693/
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and a brand. The more connected customers 
feel with your brand, the more loyal they 
become during each interaction and the 
more likely they are to purchase again.  

With empowered consumers that have 
more choices than ever before, the secret to 
creating consumer engagement magic lies in 
how brands engage with them. Where there 
may previously have been an over-reliance on 
face-to-face interactions, digital is currently 
the leading option.

What should brands be doing to respond 
to the challenge of crafting the perfect 
customer engagement journey?
It’s important that any changes must have 
critical thinking behind them. Regardless of 
the current state of the world, development 
of a customer engagement solution needs 
robustness of strategy, people and processes 
to underpin the chosen technology. You 
wouldn’t buy a car without first learning how 
to drive, and the same principle applies 
here. Development of a digital customer 
engagement strategy is the most important 
step in ensuring the technology you deploy is 
geared up for success.   

Now, this isn’t always simple or easy, and 
often the question of “Where should we 
start?” is the one that takes the longest to 
answer. We’ve got some ideas on that front. 

designed just for them, but it must be 
underpinned by a robust customer 
engagement strategy that identifies roles, 
responsibilities and processes.

Much of the change happening in the retail 
world is being driven by rapidly evolving 
consumer expectations. The only way 
to remain relevant is to move to a more 
meaningful 1:1 model of connecting with 
consumers.    

Aligning your marketing 
strategy with changing 
consumer demands

For a society that is too busy to slow down 
and expects everything on demand, mobile 
is the channel that best satisfies our need 
for instant gratification. The equation is 
quite simple; whatever makes shopping 
or access to the things we want and 
need simpler, is what’s going to win the 
customer engagement stakes. Digital, and 
in particular mobile consumer engagement 
creates meaningful interactions that solidify 
brand loyalty.

The fundamental principle of customer 
engagement in its simplest form is the 
emotional connection between a consumer 
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vehicles, the very first step is the 
ability to compile big data. Imagine 
the technology required to capture 
the almost limitless contextual 
scenarios to make driverless 
vehicles a reality. It needs an entire 
network of local, edge and cloud 
computing, connectivity and 
literally decades of data collection. 
And then once the data has been 
collected the right technology is 
needed to interpret that information 
and turn it into something useful 
that can be applied where and 
when relevant.

Getting it right
The tech required to execute 
personalization ranges from 
Artificial Intelligence (AI) and 
Machine Learning (ML) to data 
science, analytics and marketing 
automation, and all must work 
together for a personalization 
marketing campaign to be 
successful. If these systems 
are disparate, this is where 
accidents like mistaken emails or 
misinterpreted data occur. 
Dynamic and relevant content is 
the foundation of personalization. 
The datasets needed to deliver 
this are developed with machines 
that analyze data from a range 
of internal and external sources 
to create offers and messaging 
tailored to the individual.

A sure shot way to achieve this 
and bypass roadblocks is by 
partnering with an experienced 
marketing technology company, 
with a team of strategy experts, 
data scientists, marketing 
consultants and the technology to 
deliver personalization effectively.  
 

tailored solutions and technology 
while also providing the extra 
capacity required to execute 
personalization projects, which 
might fall often outside business-
as-usual activities. 

3. Processes 
Personalization projects are 
complex and highly cross-functional 
in most organizations. Careful 
planning is required to bring all the 
parts of the business and external 
partners together to deliver the 
right outcomes. Good processes 
will ensure clarity around roles and 
responsibilities while keeping the 
customer at the heart of the project. 

4. Technology 
“Give me a lever long enough and I 
will move the world”
- Archimedes

Technology is the lever that is the 
ultimate enabler of personalization. 
Any other effort will prove fruitless 
unless you can master the 
technology required to drive a 
customized customer experience 
at scale. Being able to leverage 
both internal data (e.g. customer 
intelligence, inventory, pricing etc) 
with external or contextual data (e.g. 
weather conditions, local events 
etc ) and then digitally orchestrate 
a seamless experience is what 
the right technology will empower 
you to do. Very often, the level of 
personalization required to execute 
successfully in the long-term does 
not come from an out-of-the-box 
solution and some degree of 
customization is required. 

If you think about personalized 
marketing in terms of autonomous 

Getting your 
personalization engine 
up and running

The benefits of personalization are 
well known but executing customer 
engagement strategies is not 
always straightforward because it 
involves a commitment to digital 
transformation, which touches every 
aspect of an organization. What 
this involves varies greatly from 
business to business, but at a high 
level involves four key areas.

1. Strategy 
The technology deployed to deliver 
effective personalization programs is 
only as good as the thinking behind 
it. A considered strategic approach is 
particularly key with personalization 
because the last thing you want 
is your communications coming 
across as unwarranted or irrelevant. 
Clarity on the target segments, their 
needs and what experience you 
will deliver with what result are all 
fundamental questions that must be 
addressed up front. 

2. People 
Not every business is able to 
develop a winning customer 
engagement strategy in-house. 
In many instances, bringing in 
the right level of expertise and 
experience is key. Sometimes 
this is to collaboratively develop a 
strategy, or simply an external set 
of eyes to sense check you are on 
the right path. Particularly in early 
personalization projects where it is 
often essential to engage external 
advice to help you move quickly but 
without undue risk. External experts 
can assist in recommending 
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Five questions to consider as you prepare to personalize your marketing

Effective personalized marketing is technology-driven and platforms must be natively mobile. 
They also need to be smart engines for personalization, running the kind of intelligent algorithms 
that can turn data into amazing, individualized consumer experiences. 

Getting the right tech stack in place is a complex undertaking, so here are some questions 
to get you started: 

If you answered ‘no’ to any of these questions, we’re here to help you identify the gaps you have 
in your current tech stack and the steps you need to take to build a personalized mobile market-
ing engine. If you answered ‘yes’ to all of these questions – congrats! You’re well on your way to 
making marketing magic happen!

About the technology: why per-
sonalization is harder with one-
size-fits-all solutions

Gartner predicts that 80% of marketing firms 
will abandon personalization efforts by 2025, but 
not because it doesn’t work. Quite the contrary, 
it’s due to the complexities of managing data to 
effectively produce the desired results. For this 

reason alone, building a personalization engine 
in-house is not an option for most brands. 

Knowing that personalization is so vital today, 
many brands seek easy, out-of-the-box and 
therefore more predictable methods to draw 
in consumers. However, the net result of tak-
ing a half measures is that you don’t create 
the deeply tailored experience consumers 
want. Personalization is about more than just 

Can you build automated personalized marketing campaigns that harness 
the power of AI and machine learning to continuously evolve?  

Does your platform enable you to generate individual customer profiles 
to which you deliver targeted content and offers? And can you refine 
recommendations in real-time based on their behavior? 

Can your team easily drive campaigns using a mix of tools to fit specific 
situations, whether it’s news, ads, banners, redeemable offers, loyalty cards, 
gamification or push notifications? 

Can you unlock the potential of your data? i.e. combine customer and 
contextual data into something you can use to drive marketing campaigns? 

Do you have access to the talent to implement and manage your 
technology platform? 

1

4

5

2

3

https://www.gartner.com/en/newsroom/press-releases/2019-12-02-gartner-predicts-80--of-marketers-will-abandon-person
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addressing customers directly, it’s about ac-
knowledging them with a message that res-
onates with each individual and guides them 
along a tailor-made user experience that con-
siders their history, preferences and needs. 

Technology gaps – a roadblock to effective 
personalization
Personalization can be challenging to get right 
for a variety of reasons, one being an inability 
to properly utilize customer data, which can be 
overwhelming in its magnitude, variety and qual-
ity. Knowing how to mobilize and make sense of 
this information requires a skilled data science 
team; something many brands do not have the 
luxury of. Indeed, while marketing teams want to 
harness their customer data to create truly rele-
vant, personal interactions with customers, only 
18% are very confident in their ability to success-
fully execute personalization. 

A range of challenges from not having the right 
internal resources and a complete view of the 
consumer to outdated technology that’s not 
well-optimized for mobile causes marketers 
to struggle to perfect smart segmentation and 
personalization, or indeed uncover insights from 
consumer inclination and behavior.

While some brands can interpret data and learn 
something about their customers, not all are 
able to compile a full picture of their customer 
base. Without the right technology, information 
gathered about consumer preferences and 
behavior can create a chaotic picture. And ulti-
mately, this makes execution of a personalized 
marketing campaign virtually impossible.

Dopamine: The driving force 
behind ‘purchase pleasure’ and 
what it means for marketers 
Dopamine is a driver of human behavior. Our 
brains view it as a reward, thereby encouraging 
the activity to be repeated again and again. 
Reward and reinforcement are the things that 

establish personal behaviors, which is what 
makes us gravitate towards these satisfying 
experiences.   

So, where marketing is concerned, we want to 
harness the dopamine effect to drive positive, 
lasting and rewarding relationships with con-
sumers. This is where personalization brings 
enormous benefits; the more personalized the 

marketing content, the more meaningful it is to 
the individual and therefore the more likely it is to 
trigger a dopamine release and bring pleasure.  
Is this just some cheap marketing trick to drive 
shopping addiction?

 No, quite the opposite. In a world where digital 
channels have put the consumer firmly in control, 
leveraging the dopamine effect is increasingly 
difficult unless brands are making highly relevant 
and valuable offers at the right time.  

Using data to trigger the dopamine effect 

Now that we know what the dopamine effect is 
and how powerful a marketing tool it can be, the 
next question is how to trigger it. 

The short answer: Data. 

https://www.forbes.com/sites/forbesagencycouncil/2020/02/11/key-challenges-with-personalized-marketing-and-how-to-overcome-them/#70ee34f32601
https://www.forbes.com/sites/forbesagencycouncil/2020/02/11/key-challenges-with-personalized-marketing-and-how-to-overcome-them/#70ee34f32601
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The longer answer involves 
all types of data, including 
customer preferences, past 
behavior, demographics, 
and so on. There are also 
contextual and environmen-
tal data to consider, which 
includes things like location, 
weather, local and world 
events, and more. 

The key is to bring all this 
data together to create a 
picture that tells you ex-
actly who your customers 
are. This way, you’re able 
to provide exactly the right 
messaging at precisely the 
right time. Messaging is 
paramount, which is why 
brands need to be using 

personalization. In general, 
consumers do not like ag-
gressive sales, but they do 
enjoy learning about brands 
before choosing to support 
them, and they do enjoy 
content that adds value, 
informs or entertains. 

Armed with this knowledge, 
brands should be aiming to 
pinpoint what their custom-
ers want and make intel-
ligent, data-driven deci-
sions at every stage of the 
customer lifecycle to drive 
behaviors and uplift conver-
sion rates.  

Power your 
mobile marketing 
with Plexure
The Plexure platform is a 
consumer marketer’s best 
friend. It’s built to provide the 
insights you need to cre-
ate best in class marketing 
campaigns and is powered 
by artificial intelligence, 
machine learning, business 
intelligence, cognitive ana-
lytics and more. 

Some of the analytics in-
volved include: 

Transaction analytics: 
Analysis of data from in-
store point-of-sale systems, 
mobile payments and 
e-commerce checkouts. 
With this data, it is possible 

to understand, predict and 
influence consumer buying 
behavior. 

Digital campaign ROI 
analytics: A measurement 
of marketing campaign 
performance, ROI analytics 
collect data on app activ-
ity, redemptions, tray and 
basket value, loyalty status, 
device interaction and more. 
This allows you to pinpoint 
which areas of your digital 
campaign are perform-
ing well and which need 
improvement. 

Segmentation analytics: 
These are contextual, cog-
nitive analytics that provide 
real-time insights into var-
ious customer segments 
like expected lifetime value, 
loyalty, buying behaviors, 
responsiveness, connected-
ness, location, media pref-
erences and other factors 
that are useful for ongoing 
one-to-one segmentation. 

https://www.plexure.com/solutions/solutions-overview/
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purchase process. The result? Purchase 
pleasure. And, if you repeat the process, 
you repeat the result.   

Loyalty programs: This plays to the reward 
aspect of the dopamine effect. Humans 
get pleasure from making a purchase, but 
this is significantly amplified if there is some 
sort of deal wrapped up in the transaction. 
Loyalty programs reward consumers for 
repeat purchases by providing something in 
return. Personalizing the rewards to suit the 
customer’s individual preferences makes 
the dopamine effect even greater because 
it makes loyalty an experience instead of 
just a transaction, and this creates an even 
more loyal customer. 

Gamification: The elements of games such 
as points scoring and leader boards lend 
themselves beautifully to triggering dopa-
mine. Humans are competitive by nature 
and games are an age-old way of arousing 
this part of our personalities. In marketing, 
gamification is an incredible way to en-
courage customer engagement. Taking 
the game to the next level by customiz-
ing certain game elements or rewards in 
alignment with the individual’s preferences 
will make the game even more alluring, thus 
triggering dopamine and keeping the cus-
tomer’s heart and mind firmly committed to 
the brand.

Bringing it all together: the 
dopamine effect, data, 
personalization, and marketing
 
It’s proven that humans are programmed 
to seek out activities that bring pleasure, 
like shopping. 

We know that personalization can influence 
consumer behavior and trigger dopamine.
 And, that data is an essential component of 
personalization. 

If personalization is at the heart of triggering 
the dopamine effect, then the best place 
to start is at the marketing activities that 
are best suited to personalized customer 
experiences. 

Offers and recommendations: This is 
essentially the old-school retail concept 
of putting the most tempting products 
in the store window to entice customers 
in, except with the added value of being 
executed through digital channels, person-
alized for each individual person, and timed 
to perfection. It helps consumers imagine 
their life with the particular product featured 
in the offer or recommendation (which 
happens to be something we know they will 
like because the data we collect tells us so) 
and triggers dopamine, which instigates the 
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personal into personalization is as much 
about tailoring to your business as it is 
tailoring to your customers.

The other thing to consider when looking 
for a personalization partner is ongoing 
support. Technology may be easy to buy 
but getting the most out of it often requires 
a helping hand. The support required will 
vary from brand to brand, which is where 
managed service level engagements can 
be a huge benefit. 

Similarly, partners with a team of data 
scientists to solve complex business 
challenges can be incredibly important, as 
is equally a 24/7 support desk where there 
is a real person on hand to help. But, with 
the proper technology, help and support, 
personalization can be executed extremely 
smoothly and produce incredible results. 

These are all things you’ll get with Plexure.

Can you really achieve all this 
with one-size-fits-all solutions?

While there is a growing number of 
marketing automation vendors with a 
range of capabilities and functionality, 
many are one-size-fits-all (OSFA) solutions. 
Considering all the crucial elements of an 
effective personalized marketing strategy, 
the idea of executing this with an OSFA 
technology solution is ironic.

A solution like Plexure’s evaluates all kinds 
of data, both structured and unstructured 
and from multiple sources to extrapolate 
valuable insights and patterns. It can 
seamlessly integrate into your existing 
tech stack to add value to core business 
processes with the purpose of enabling 
you to craft smart and consistent 
marketing campaigns across every stage 
of your customer lifecycle. Putting the 

Let’s connect

Deep customer engagement is possible 
with Plexure. Our solution is scalable, secure 
and fast to deploy. If you’re ready to find out 
how Plexure can increase your profitability, 
customer retention and stickiness, we’d love 
to hear from you.

Request a demo

https://www.business2community.com/marketing/30-amazing-personalization-statistics-02289044
http://www.plexure.com/book-a-demo

