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Personalized engagement is increasingly important to 

marketers as consumers demand tailored experiences. 

Yet, according to eMarketer, 63% of respondents surveyed 

said that data-driven personalization is a difficult tactic               

to execute. 

Marketers have started to take the critical first step to 

tackling the problem: implementing technology that allows 

them to unify customer data from various systems, such 

as email service providers, data warehouses, ecommerce 

platforms, and other customer touchpoints, merging 

into one unique profile for each customer. However, 

simply implementing a data management tool, such as 

a customer data platform, does not achieve the level of 

personalization marketers need to engage and upsell 

customers -- marketers need more. 

Increasing loyalty and engagement rates can’t be done 

with unified customer data alone. In order to grow the 

bottom line, marketers need to activate customer data 

and use it in a way that guides customer behavior to 

help reach important KPIs, such as increasing sales on a 

particular product, or reactivating customers who haven’t 

made a recent purchase. 

With a powerful customer data management system at 

its foundation, SessionM extends the value of customer 

data management by offering a proprietary rules engine 

to  trigger engagement both through the platform or 

externally to third parties.

MARKETERS NEED MORE

According to Gartner’s Market Guide for Loyalty 
Management, two-thirds (67%) of marketers 
surveyed are pursuing personalization.

http://www.sessionm.com


3

REAL-TIME SEGMENTATION 

WITH DYNAMIC AUDIENCES 

Create dynamic audience segments based on calculated 

metrics or behaviors that update in real time as customers   

take action. The SessionM platform predicts certain metrics, 

such as customer lifetime value and risk of churn, and 

calculates historical metrics like recency, frequency and 

monetary spend for each customer. As customers take action 

(or inaction), they can qualify in and out of specific audience 

segments in real time. 

For example, create a dynamic audience of customers who 

made their last purchase between 30 and 60 days ago, and 

deliver a discount on their next purchase. Continuously run 

this promotion and measure the lift from different offer types. 

When a customer makes a purchase they are automatically 

disqualified from the segment going forward, customers who 

haven’t made a purchase in over 60 days will also flow out of 

the segment. 

In addition to dynamic audiences, static audiences can be built 

to enable marketers to freeze a defined audience at a moment 

in time. For example, all customers who made a purchase over 

$50 in the last week. Once generated the snapshot can be 

used for messaging or promotional campaigns. 

GUIDE CUSTOMER 

BEHAVIOR TO REACH KPIs
SessionM has powerful campaign management capabilities, 

enabling marketers to activate targeted segments quickly and 

effectively. With a flexible behavior builder, marketers can set 

up a variety of campaigns to motivate customers to take 

specific actions. 

Set rules based on a number of behaviors, such as making 

three transactions in a week, spending over a certain 

threshold or purchasing a specified combination of products. 

Add additional requirements for behaviors, like purchase must 

be made at a specific location or during a specific time of day 

to drive sales in certain locations or to daypart promotions. 

Provide compelling rewards for completing a defined 

behavior or series of behaviors. Outcomes such as offers, 

loyalty points or the triggering of an additional event such as 

an email or SMS message can be delivered to the customer. 

DATA-DRIVEN LOYALTY FOR 

SMARTER ENGAGEMENT
Loyalty is the outcome of knowing who customers are across 

all channels at all times, being able to meet and anticipate 

their needs and provide them with a personalized experience. 

With data and engagement at the core of the SessionM 

platform, marketers can begin to rethink their loyalty strategies, 

and deliver a best-in-class program with personalized 

experiences and offers for individual customers based on their 

preferences. Point systems and tier levels can be based on 

each customer taking specific actions and purchasing certain 

products that unlock exclusive rewards. 

There are many loyalty programs across all industries, and 

the majority of them offer a similar value proposition. The 

competition for customer attention and share of wallet isn’t 

just against other companies in your industry, but instead 

against the customer experience afforded by each brand 

your customer interacts with. Leverage a differentiated 

loyalty program built within the SessionM Platform to capture 

important customer data, and activate it across channels for 

more personalized, impactful marketing.  

In the Dentsu Aegis Network, CMO Survey 2019, a reported 

"77% of CMOs regard CRM and loyalty programs that 

anticipate future customer needs as critical to future 

business success. Just 48% believe they are currently doing 

this well.”
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