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Seize Every Mobile Moment 
in the Consumer Journey
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Applying Real-Time Interaction Management (RTIM) to Connect 

with Consumers and Influence their Buying Choices
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They can tell the rest of the 
world where we are, who we 
are, and what we are doing. 
As the primary devices 
for internet usage, mobile 
phones are increasingly 
being used to shop—which 
means that customers 
can now access a brand’s 
ecommerce platform from 
anywhere, including from 
within the walls of their brick 
and mortar locations.

Some domains, like restau-
rants or travel, focus 
primarily on real-time mobile 
interactions to provide the 
right information at the right 
time and in context. Between 
commerce and marketing, 
brands want to attract 
consumers with improved 
convenience, well-targeted 
incentives, and an overall 
better user experience.

IoT is the counterpart of 
mobile computing, with 
devices that connect smart 
phones with the physical 
space, taking the data 
generated through customer 
connections back to the 
cloud where it is processed 
for insights. IoT will exponen-
tially increase the number of 
data points that can be tied 
to a consumer for under-
standing context—and it's 
also where consumers are 

being sold Real-Time Inter-
action Management (RTIM) 
as part of the value prop. For 
example, if a coffee maker 
knows when to place an 
Amazon reorder, the value is 
clear for both the customer, 
who never runs out of coffee, 
and the business, who can 
rely on recurring orders. 

So how can marketers exploit 
these technologies to remain 
competitive and relevant in 
every possible moment in 
the customer journey? In this 
white paper, we’ll explore key 
strategies and best practices 
for applying RTIM to connect 
with consumers and influence 
their buying choices.

M O B I L E  D E V I C E S  A R E  A 
D I G I T A L  E X T E N S I O N  O F 
O U R  L I V E S — A N D  T H E  L I V E S 
O F  O U R  C U S T O M E R S .

Real-Time Interaction 
Management (RTIM) 
Applied to Mobile

The capability of providing an 
optimized response in real time to a 
customer event is known as Real-Time 
Interaction Management. Forrester 
has defined RTIM as: "Enterprise 
marketing technology that delivers 
contextually relevant experiences, 
value, and utility at the appropriate 
moment in the customer life cycle via 
preferred customer touchpoints."1

The main applications of RTIM today 
are in the generation of contextually 
relevant and personalized messages 
and offers, within the context of a 
customer interaction. That interaction 
can be of many types:

• Detection of a customer event: user 
registration, profile update, entering a 
store, extensively browsing a product 
section on a site

• Contact with a customer service 
representative

• Making an online purchase

• Failing to make an online purchase 
(cart abandonment)

“Forrester Brief: Demystifying Real-Time Interaction Management”, February 20, 2015
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Loyalty and offer management programs are popular RTIM starting points for brands, as they 
are a mechanism that encourages people to identify themselves across multiple channels, which 
will allow more data and activity (i.e., more context) to be tied back to a single profile. Customer 
events can be used to increase loyalty points. Similarly, offers leverage events to boost the user's 
position in the conversion funnel. 

RTIM  IS  TABLE  STAKES

Consumers expect brands to deliver the 
right message at the right time in the 
right channel. If a brand isn’t doing this 
in real time, they are already behind.

RTIM  BEST  PRACTICES

Full Integration Across Channels 

in Real Time 

Obvious though it may be, 
integration with all relevant 
customer touchpoints is the most 
essential requirement. Without this 
foundational piece in place, brands 
cannot succeed at RTIM. 

Integration into Data Sources that 

Can Provide Context

Successful real-time interactions 
require integration with data sets 
that could be external to a brand but 
help inform context. For example: 
by ingesting data on the weather in 
every US ZIP code every 15 minutes, 
a coffee chain could determine which 
drink to showcase depending on 
whether it’s hot or cold out. 

CONT EXT:  W HAT MOST  RT IM 

ST R AT EGIES  ARE  MISS ING

Connecting purchases back to a single 
user profile is useful, but understanding 
some basic context provides additional 
power. For example: Joan regularly 
shops online for herself and her family, 
which includes her husband and 
college-age sons. In late summer, 
it would probably make sense to 
present her offers for college-related 
items, as opposed to fall wardrobe 
ideas for herself.

Deliver Personalized Experiences 

Across Channels

The ability for an RTIM system to 
integrate across email, SMS, push, 
and mobile inbox is a good starting 
point, but also requires that the opt-in 
state for each of those channels is 
communicated and respected through 
your system. 

For example: a brand knows that 
a customer buys the same pair of 
basketball sneakers each season, so 
they email the customer an offer with 
a discount on a pair of basketball 
shorts. However, if the RTIM system 
observes that the customer has 
broken a geo-fence at a specific store, 
and the brand’s offer management 
system is inventory-aware, the brand 
can send an offer that’s very unique 
or specific to the customer in that 
moment at that time. 
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Once a brand has identified and associated information across channels to tie back to a profile, 
they can use predictive analytics to determine in advance what they think a customer is going 
to want, then be able to communicate that to them. Like the example above, once a brand has 
observed a customer’s purchase pattern, they can identify that someone who buys basketball 
shoes has a propensity to buy basketball shorts, and they can take it a step further with 
contextual awareness of a specific store’s inventory level at an exact moment in time. 

F U N C T I O N A L  C A P A B I L I T I E S 

R E Q U I R E D  T O  S U P P O R T  R E A L -T I M E 

M A R K E T I N G  S C E N A R I O S

UNIQU E ID EN TIF ICATION 

OF  A  CU STOME R ACROSS 

CH AN N ELS

Improve the customer experience 
across devices with identity 
management, which securely identifies 
customers and reduces friction in the 
registration process. Gigya and Janrain 
are examples of technologies used 
for that purpose, enabling customers 
to use their social login from Facebook 
or Google. Customer identification is 
the first step when interacting with 
anything related to a brand. The basic 
profile with personally identifiable 
information such as phone number, 
device identifiers, opt-in status, email 
addresses, username, and password 
is captured in this layer, and possibly 
augmented with collected basic 
demographic data such as gender 
or age. 

CONT EXT  MANAGEMENT

Forming and using a rich user context 
will trigger relevant interactions. By 
capturing the user’s context—before 
and during an interaction—and 
interpreting it in real time, the brand 
generates high-value and impactful 
conversations that will boost the 
consumer’s interest and conversion.

ENRICHED CUSTOMER 

360°  DATA 

Customer 360° data is comprehensive, 
aggregated historical data about all 
interactions between the consumer and 
the brand. It is enriched by product 
or brand environment data (store or 
restaurant locations) so that mapping 
can be discovered between product and/
or store locations. 

These mappings come from statistical 
analysis of purchase or browsing data 
and identify any propensity or affinity 
between the consumer and products. 
For example, a propensity insight would 
be that at a given time of week, a 
particular consumer likes to buy a large 
coffee from a restaurant chain. In the 
process, affinity data says that a coffee 
at a given time of day is often purchased 
with a full breakfast meal. A decision 
engine will then produce an offer for free 
coffee at a certain time for this customer. 

P ERSONALIZATION ENGINE 

Content and, by extension, offers are 
assigned to customers as a function 
of persona analysis. The combination 
of persona-based personalization and 
relevant context triggers the visibility 
of the content or offer by the customer. 
Offer or content assignment and actual 
visibility of these to the customer 
are two separate steps calculated 
in sequence, sometimes almost 
instantaneously. The first step is taken by 
the personalization engine and the latter 
by the decision engine.

AN OFFER  MANAGEMENT 

ENGINE

The engine creates offers, publishes 
them to a Point of Sale or 
ecommerce system for redemption, 
and publishes them to a campaign 
engine or through a mobile app 
that can announce the availability 
of the offer to the customer. That 
announcement is either sent via 
push or email notification or an offer 
wallet in a mobile app. 

PERFORMANCE AND 

SCALABIL ITY

Consumer events are generated in 
very high numbers at a very high 
rate, especially online ordering 
around Black Friday, or several 
times a day for QSR chains. The 
ability to process these events 
in real time, collect user profiles, 
identify their context and apply 
personalization rules—all in the 
blink of an eye—is one of the new 
technical requirements for Marketing 
Technologists. 

Scalability and performance for 
RTIM is not to be underestimated 
and should be a primary solution 
selection criterion. Proof of concept 
with a performance test up front is 
also highly recommended.
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1  CR E ATE  A  REAL-T IME  V IEW OF 

T HE  CUSTOMER TO ENABLE 

PERSONAL IZATION IN  SYSTEMS 

T HAT  IMPACT  CUSTOMER 

EXPERIENCE 

2  MANAGE OP T- IN  AND MARKETING 

PR EFERENCE COMP L IANCE 

AC ROSS  CHANNELS  AND SYSTEMS

3  EL IMINATE  L ATENCY RESULT ING 

FR O M MOVING DATA IN  BATCH 

AC ROSS  SYSTEMS 

  

4 ENSURE  AUDIENCE  L ISTS  ARE 

UP  TO DATE  AS  CUSTOMERS 

TAKE  ACTIONS  

5  DEPLOY DATA INSTANTLY  FROM 

ONLINE  AND OFFL INE  SOURCES 

TO ALL  EXTERNAL  SYSTEMS 

6  REDUCE MARKETING’S  REL IANCE 

ON IT  DEPARTMENTS  FOR ACCESS 

TO CUSTOMER DATA

  

C H O O S I N G  T H E  R I G H T 

R T I M  T E C H N O L O G Y

Most organizations have multiple systems that are disconnected from one another, resulting in data silos 
and many partial customer views. These data silos are typically not integrated with systems of engagement, 
which means that the customer profile is not immediately operational. 

In this scenario, acting on customer data is a manual, time-consuming process that requires marketers to 
query the database, generate a list, and then traffic that list via batch file to different messaging platforms. 
This can take days or even weeks, which means that the list is usually out of date by the time the campaign 
goes live. 

In addition to giving all relevant parties in your organization control of the customer data they need, best-in-
class RTIM providers make that data actionable. Below are some key features and benefits to look for when 
evaluating RTIM technology: 

RTIM technology that meets the above criteria opens new possibility for customer interactions that enhance 
the perception of the brand and its value to the consumer. Interactions become more relevant and personal 
and lead to increased customer loyalty and visit frequency. 



6

GET  IN  TOUCH

To learn more about how  
organizations undergoing digital 
business transformation can  
benefit from our unique combi-
nation of industry and innovation 
expertise, please contact us at  
info@sapient.com.

Publicis.Sapient, the Digital Business Transformation hub of Publicis Groupe, is 
purpose-built to help clients reimagine their business for the digital age, helping 
ensure what they do has a material impact on their business performance and 
the experience of their customers. Publicis.Sapient houses SapientRazorfish and 
Sapient Consulting — bringing leading digital pioneers, experienced consultants, 
cutting-edge technologists, and industry experts to partner with our clients.

About  
Publicis.Sapient

Copyright 2018 Sapient Corporation

SessionM is an RTIM platform 
empowering the world’s most 
innovative brands to forge stronger 
and more profitable customer 
relationships. The platform scales 
for the enterprise, globally.

SessionM is funded by General 
Atlantic, Salesforce Ventures, 
Charles River Ventures, Highland 
Capital, Kleiner Perkins Caufield & 
Byers, Causeway Media Partners 
and Commerce Ventures.

For more information on SessionM, 
visit www.sessionm.com.

JOHN HU T CHIS ON 

John has over 18 years of 
experience delivering SaaS 
solutions to enterprise 
clients with complex 
ecosystems including 
implementations for some 
the largest brands in the 
world including AT&T, 
L’Oreal, Purina, Kimberly 
Clark, Coke and Starbucks.

ANDRE ENGBERTS 

Andre is a Senior Director of 
Technology at SapientRazorfish 
where he leads teams on 
Marketing Technology 
and Commerce projects 
for large clients across 
different industries.Andre’s 
experience includes digital 
enterprise strategies, system 
implementation and integration. 
This broad spectrum of 
activity enables Andre to 
define achievable strategies 
and deliver according to the 
proposed vision.

Andre holds an Engineering 
degree in Electrical Engineering 
and an MS and PhD in Computer 
Engineering from the Illinois 
Institute of Technology.

A B O U T  T H E  A U T H O R S


