0 Robosoft Technologies®

EMOTION ENGINEERING & DESIGN

Maximizing Your Retail Success
Hyper Personalizing CX using Data Analytics

Do you recall that delightful moment when you walked into a store, and the person at the
counter remembered it was your birthday because you mentioned it a year back? What a
fantastic way to kick off your day. Knowing you have a complimentary treat waiting for you! In
the past, getting such personalized service required considerable effort to gather customer
details and create tailored offers. But times have changed. Nowadays, we're bombarded with
notifications, texts, emails, and all sorts of aggressive marketing tactics.

Many think this is personalization, but they are wrong. Personalization used to be a strong
strategy. Now it's trivial. However, retailers need to step out from such marketing and go
towards hyper personalization.



According to the State of Mobile Apps 2024 report by Data.ai, globally, there has been an
upsurge in annual download growth for supermarket & convenience store apps by 9% and
retailer store apps by 7%. Despite the undeniable benefits of hyper personalization in retail,
many businesses find themselves grappling with a Critical Challenge: Poor Data Analysis. This
eBook is our effort to help you take the first step towards hyper personalization in your retail
venture.

Through this eBook, you'll learn:

@ How usual personalization is different than hyper personalization
@ You'll visualize a sample customer journey and a use case
@ Data-centric hyper personalization in retail

@ How should brands think about personalization maturity

@® Implementation challenges and our approach

As you keep reading, you'll also learn the steps to leveraging customer data using hyper
personalization. |t will be the most valuable section for you, so don't miss it.

Understanding personalization
& vs hyper personalization

Personalization is about customization based on broad customer segments or predefined
criteria. For instance, sending out birthday emails with a generic discount code or
recommending products based on a customer's purchase history falls under personalization.
It lacks the depth and precision that today's consumers crave.

On the other hand, hyper personalization takes personalization to the next level. It goes
beyond surface-level data to deliver truly individualized experiences. Instead of relying solely
on past behavior or demographics, hyper personalization leverages real-time data,
contextual insights, and predictive analytics to anticipate customer needs and desires in the
moment.


https://www.data.ai/en/insights/market-data/state-of-mobile-2024/
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Fig. 1: Personalization vs hyper personalization

In hyper personalization, you know a lot about your customers. When they visit your store,
their use of your app and loyalty card, and even their engagement with social media. And at
each touch point, you learn more. Let's say your customer is browsing your site. They already
looked at a couple of items, but a colleague interrupts — and that moment is gone. But what if
there was another way?

Hyper personalization lets you take the historical data you have about your customer's
purchases, preferences, and interactions and combine it with information you just collected
and use it all to intelligently update your view of them in real time. Then, using this updated
view, you can make your next interaction more relevant and personalized, increasing the
chance of a conversion like this.

Let's understand this by another example. Imagine your customer clicks on one of your ads on
social media. From that interaction, you learn more about them, and they receive a coupon
for a 10% discount if they act within seven days. Now, when they're near one of your stores a
couple of days later, you message them that the item they clicked on is just 500 feet away.

Wouldn't this be the perfect time to use their discount? With hyper personalization, you and
your customer benefit. You can send tailored messages in real-time, and your customer gets
better service and saves time.




A typical customer journey

Let’s consider ‘John Doe’ as our customer. John is a regular visitor to a well-known footwear
retail brand, both online and in person. When he explores the retailer's website for running
shoes, he's greeted with customized options tailored to his past purchases, similar customer
preferences, and trending weekend styles. John selects and completes the purchase. In
traditional personalization, most conversation ends here.
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Now, imagine a hyper personalized digital purchasing experience for John.

A mere two days following his purchase, John receives an email with a fithess theme. Curious,
he clicks through to discover a video offering valuable insights on avoiding running-related
injuries. A week later, he receives a personalized WhatsApp message encouraging him to
utilize the retailer's mobile app, enticing him with an exclusive 20 percent discount on workout
attire. Despite not having previously bought such items, John is enticed by the offer and
proceeds to purchase a new tank top and shorts. What started as a simple purchase of
running shoes became a much more engaging and tailored digital experience for John.



Hyper personalized journey

2 days after his purchase

Reading email

SN

/

New user

Engagement type:
Add to cart

Product attribute
Color: Grey

Gender: Men

Style: Tank top, shorts
Category: Training

Time: 2:15 PM

Time: 2:00 PM

Downlaod our
App to avail 20%
discount on

workout attire

Time: 2:10 PM

Engagement type:
View product pages

Product attribute
Color: White, red, grey
Gender: Men

Style: Tank top, shorts
Category: Training

@ Finishes onboarding
©B  Time: 2:20 PM

v

. Compl?‘fes the ’
purchase i



Data points from the above example:

@ Product Category: John is interested in Sportswear.

Time Spent Browsing: John's high purchase intent is evident from his

10-minute browsing in this category.

@ Product Search Behavior: John filters by brands and size preferences.

Real-time Price Response: John attempts to purchase at a discounted

price.

&

Historical Marketing Response: John has previously interacted
with similar push notifications, such as "shoes on sale."

Use case: ‘Naked Wines’
personalized recommendations

Naked Wines, an online wine retailer
operating in the US, UK, and
Australia, partners with independent
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https://www.nakedwines.com/

They use this customer data to refine their recommendations. Plus, they personalize emails
based on your feedback and purchases, sending you offers that match your taste and budget.

In 2020, Naked Wines launched an app with three key focus areas:

@® Improving personalized shopping experiences
® Implementing advanced CRM and CMS tools for better customer communication

@® Making shopping easier and faster

Results:

@ Established remote customer service with over 90% positive feedback

® Maintained high wine quality with a 91% average buy-again rating

Although Naked Wines isn't as big as Amazon or Netflix, the use case shows that effective
personalization is achievable with the right approach to customer data.

How can retailers adopt
@ hyper personalization based
ondata?

The retail game is all about attracting as many repeat customers as possible. How is that
possible? Simple. Give consumers more of what they want. When they want.

Apparently, for loyal customers, you need to deliver exceptional experiences even outside the

store too. To do this, you need an experienced digital transformation partner who can leverage
your data. That will shift your digital strategy to.....

Hyper personalized digital journeys like:

@® Sending relevant offers and promotions based on previous purchases

@® Giving away more personalized loyalty rewards

Let's explore three key strategies retailers can adopt to leverage data for hyper personalization:


https://www.annualreports.com/HostedData/AnnualReportArchive/n/LSE_WINE_2021.pdf

@ 1 Increase conversion rates using relevant messaging

Let's say you're sending out thousands of emails every month, but most of them just end up
being ignored. That's because they're not personalized to each customer you're sending them
to. With data analytics and hyper personalization, you can send out messages across different
channels like email, SMS, and push notifications. But here's the thing: more messages don't
always mean more people buying your stuff. What really works is creating personalized journeys
for each customer. So, how do we do that?

First, we group our customers based on what they do online and in-store. Then, we use that
information to send them messages that match their interests. For example, if someone usually
buys just one sandwich, we might offer them a free drink with their next purchase. When we use
data like this, we can see a big jump in how many people buy our products. And that's how we
turn our marketing into sales. That’s how we’'ll see significant improvement in conversion rates.

Serve customers lightning-fast with smart data connections

To simplify the process for customers starting their online journeys, your digital transformation
partner needs to connect data from various systems and third-party apps. This will involve
setting up a layer of API-led integration between these data sources. Allowing authorized users
to have a complete overview of customer accounts, including past purchases, rewards history,
and customer service inquiries, all on one screen - a Dashboard. This equips service teams with
a system to handle cases more efficiently. With API-led integration, your retail business can
address customer needs and roll out creative offers quicker than ever.



Leveraging Al for personalization

As the saying goes, people will forget what you said or did, but people will never forget how you
made them feel. Al personalization enables businesses to create unique and memorable
customer experiences tailored to every individual.

By analyzing vast amounts of customer dataq, including behaviors, preferences, and interactions,
Al can anticipate and fulfill consumer needs and desires. This approach moves away from
generic personalization, ensuring that every engagement leaves a positive and
hyper-personalized impact.

With Data Analytics tools, we can use Al to target specific groups of people and send messages
when they're most likely to act. For example, if we notice certain customers only shop at the
beginning of the month, we can tag them as 'Salary Day Shoppers.' This makes it super easy for
marketers to group them and send messages that speak directly to them.

Rather than bombarding everyone with promos anytime, we can tailor when we send messages

based on customers' actions. So, if someone usually orders Burgers' around 8:00 p.m. on
Fridays, we can shoot them a reminder with a special deal through the app that same evening.

71 How should brands think about
personalization maturity in
retail?

Today, many retail brands are considering their personalization maturity in different ways.
Mature retail companies prioritize enhancing customer experience as a key strategy.
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The retailers who ask: How can we make our data more accessible so teams can act faster? How
do we leverage our data to personalize every customer interaction? And how can we engage
customers instantly through digital channels? Are considered highly mature. This focus on
customer experience is pivotal for driving business growth. It's a significant leap for companies,
which is why we encounter fewer retailers at this advanced stage. However, those who embrace
it are seeing remarkable results.

Retailers have an opportunity to enhance their personalization maturity. This includes extending
beyond email and placing more emphasis on enhancing the website experience, ensuring
customers enjoy consistent experiences across various devices such as mobile and desktop.

Additionally, it involves implementing essential aspects of paid search marketing,
acknowledging and rewarding loyal customers, adopting dynamic merchandising techniques,
and deploying retargeting strategies—all while laying the groundwork with a solid data
foundation.

Hyper personalization
implementation challenges

Hyper-personalization opens doors to significant revenue growth and enhanced customer
engagement. However, retailers encounter three primary challenges when initiating
personalization:

Data preparation:

A significant hurdle we face involves gathering all pertinent data dispersed across
various sources. Real-time integration with these source platforms presents

° numerous obstacles, including legacy system constraints, a shortage of expertise,
. internal department policies, staff readiness, and more.

Developing machine learning and Al models:
@ Artificial intelligence and machine learning are crucial for success in the realm of
- hyper-personalization. However, developing these models necessitates access to
e costly resources such as data scientists, analysts, and infrastructure. Moreover,
selecting the correct direction and strategy is paramount, as we've witnessed many
such endeavors fail despite substantial investment.

Balance and scale personalization:

Excessive personalization brings discomfort to the customer mindset, and lower

level of personalization may impact the interest of a customer. Balancing the level of
] personalization so it does not look over killing, is an important aspect. At the same
time scale, the solution and approach to growing customers are equally important.



Measure success and bring the cross functional team together:
ﬁ The introduction of machine learning has sparked numerous questions, particularly
regarding success criteria, such as determining when we've effectively implemented

. a hyper personalized experience and calculating the return on investment.
: Cross-functional teams frequently encounter conflicts when it comes to embracing
. this approach and grasping the significance of these concepts.

Our hyper personalization approach

Robosoft Technologies specializes in data and analytics solutions for global retailers. We've
been a trusted digital fransformation partner for many retail customers. To name a few - Sally
Beauty, Target, SnapDeal, and JCPenney.
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Manish Kumar Babul
Head of Data & Analytics at Robosoft

Our approach begins with an exploratory phase, wherein client
teams and Robosoft personnel collaborate to diagnose the current
situation. This phase entails interactive workshops, interviews,
analysis of sample data, and firsthand experience with the current
website/apps to gain insight into customer experiences.

This process yields numerous insights, including:

Who are the customers?
Different hypotheses the client has

Product life cycle and its USPs

Customer journey on the platform

Data availability

Current level of personalization and recommendation engine
Product and client objectives

Performance scale and complexities involved

Integration available and needed

Exploration assists us in providing and suggesting pathways for implementing
hyper personalization.

Platform-based:
Where you use our pre-built platform that seamlessly integrates data from various

sources and applies pre-trained algorithms to customize customer experiences. The
platform is primarily focused on the five modules -




Customer SVOC

The Customer 360 provides an ever-evolving front-facing view of the customer.

Recommender System
Multiple recommender algorithms, learning systems, marketing-friendly use cases,
and multiple deployment options.

Predictive Scoring

Out of the box propensity scores, “likely to buy in the next 15 days”, “likely to buy
this product category”, gain curves.

Smart Campaigns
Segment-of-one personalization and Recos, Auto-prioritization models,
incrementality measurement.

Insights
Customer and Campaign insights, Incrementality and ROI tracking, KPI tracking,
analysis, and perspectives.

Platform is suggested if we find the use cases are covered by the platform and no major
customization is required.

Customized development:

In situations where data availability is limited, integration complexities arise, and
there is a diverse range of customers and products, a comprehensive custom
development approach is recommended.

The primary objectives are to enhance First to Repeat (FTR) rates and drive
incremental revenue for the client. The process begins with the Analysis phase,
during which the team dedicates approximately 2-3 weeks to scrutinizing the
existing data, conducting tests, and identifying integration needs, data quality
issues, and machine learning model requirements. Following this, the team outlines
the timeline, project plans, and data prerequisites.

13



Both methodologies are overseen and implemented by seasoned professionals
and data scientists with over 15 years of experience across various domains. It's
essential to recognize that hyper personalization is a journey rather than an
immediate solution for platforms or applications.

The initial development and strategies enable us to automate many intricacies.
Still, client involvement is crucial to continue this journey and fine-tuning,
upgrading, and enhancing models, data quality, bias, and personalization
equilibrium. While you can anticipate initial results within 6 to 13 weeks of the
project, ongoing collaboration ensures sustained success in the long term.

Key takeaways:

Hyper personalization is a continuous journey, not an instant fix for platforms or
applications.

Retailers should move beyond generic personalization towards hyper personalization
using real-time data and predictive analytics for tailored experiences.

Naked Wines, though a smaller player, excelled in digital experiences with a
hyper-personalized recommendation engine, boosting customer satisfaction and
conversion rates.

Retail brands must adapt to evolving customer needs and reassess their strategies to
achieve higher levels of personalization maturity.

Those asking how we can make our data more accessible and how we can engage
¥~ customers in real-time through digital channels are at the advanced stage of
personalization and seeing remarkable results.

Retailers can choose between platform-based solutions or custom development for
effective hyper personalization implementation.

Conclusion

Improving Customer Experience (CX) should be a key focus of your retail
strategy in 2024.

As a retailer, you might wonder how much to invest and whether to handle improvements
in-house or through partnerships. Is teaming up with a Data Analytics and Customer
Experience (CX) expert a cost-effective move?



A typical retail hyper personalization project could range from $100,000 to $130,000, covering
key components such as project management, data integration, machine learning model
development, marketing campaign setup, and analytics dashboard implementation. The
project timeline is estimated at 3 to 6 months, depending on project complexity and data
readiness. These costs can vary based on project scope and customization needs.

While partnering with external experts may involve upfront expenses, it can lead to long-term
savings by avoiding the need to build and maintain internal capabilities from scratch.

Many retailers rushed towards digitalization during the pandemic; the most successful brands
are now refining their ‘Customer Digital Journeys.’ They're replacing temporary solutions with
more sustainable options to support long-term growth and innovation.

Manish Kumar Babul Vivek Patil
Head of Data & Analytics, Senior Content Writer,
Robosoft Technologies Robosoft Technologies

About Robosoft

Robosoft Technologies is a full-service digital transformation partner. We are trusted by large
global enterprises as well as ambitious start-ups, and mid-size companies. We worked with
Warner Bros. Discovery, HP, ESPN, Invesco, Viacom, McDonald's, Disney, PGIM, HSBC, and
many more to craft delightful, intuitive digital experiences enjoyed by millions globally

Our strengths are crafting end-to-end solutions for websites, mobile apps, cross-platform
digital experiences, and building integrated systems. Our services include Digital product
strategy and design thinking-led workshops, Customer Experience Design including seamless
UI/UX across devices & platforms, Application development & maintenance across mobile,
web & tablets, Testing-as-a-Service, Custom Software Development, Data Science and
Analytics, SAP strategy & implementation and Cybersecurity.
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Retail Transformation and Consumer Solutions

We're revolutionizing the retail landscape by focusing on hyper-personalization and dynamic
user experiences.
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