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Expectation vs. Reality

In today’s world, customers expect brands to know who they 
are on an individual level, and serve them offers, 
engagements, and content that pertains to their personal 
experience with the brand. To be specific, “74% of customers 
believe personalised promotions would encourage them to 
purchase relevant products they’ve never purchased before,” 
according to MarketingTech. Simple as that, right?

Brands know this, and they also know they have to deliver 
or risk losing business to competitors and leaving significant 
money on the table. And yet, many of them continue to 
struggle to orchestrate customer interactions across channels 
or understand the customer journey. Most organizations have 
customer data stored in multiple databases for every channel 
and device, which results in multiple profile fragments for 
a single customer. The consequence is inconsistent, static 
marketing outreach and generic customer experiences that 
only leads to increased customer churn. 

So, how does one drive customer loyalty through personalized 
engagement? Delivering a seamless, highly personalized and 
data-driven experience sounds easier said than done. In fact, 
according to eMarketer, 63% of respondents said data-driven 
personalization is a difficult task to execute. However, we’ve 
luckily been through this before with some of the world’s most 
iconic brands, so let’s review a few steps of how you can get 
there too. 

INTRODUCTION

https://www.emarketer.com/content/why-marketers-struggle-with-data-driven-personalization?ecid=NL1001
https://www.marketingtechnews.net/news/2019/jan/28/how-businesses-can-enhance-customer-experience-through-digital-stay-ahead-curve/
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FOUR STEPS TO DRIVING 
INCREMENTAL CUSTOMER 
BEHAVIOR 
Step One: Identify customer behavior 

Many of the problems and barriers that prevent a brand from 
meeting customer expectations start with data silos and 
bottlenecks across the different systems that a brand uses for 
customer engagement.

If you’re a marketer at a B2C brand, collecting customer data 
is probably not your problem. In fact, you might be collecting 
more data than you know what to do with, or more aptly, 
more data than you have the ability to do anything with. It’s 
there, but it’s stagnant and untouchable, which means it’s not 
bringing much value to the organization. That latency results 
in bad customer experiences, missed opportunities and lost 
revenue. What’s the alternative? A dynamic, single view of the 
customer. This can be achieved by implementing a customer 
data and engagement platform. Your customer data gets 
pulled together from online, in-store, mobile, email, etc, into a 
single actionable profile, so you know who your customers are 
on a 1:1 level and have the ability to reach them at every step 
of their journey.

Step Two: Make it actionable

Having your data in one place is one thing, but as a marketer 

you need to take this data you’ve collected and put it into 
context; it needs to be actionable in order to be able to 
effectively engage with your customers. 

Most marketers are already collecting a lot of information 
about their customers, which is an essential part of customer 
engagement. However, it’s about getting to the next level by 
using the collected data to provide an experience that will 
make your customer come back more often and spend more 
when they do. According to Forrester Research, organizations 
that use data more effectively to gain business insights, grow 
more than 30% each year. 

It all starts with communication, and in this case between 
the systems gathering the customer behavior. Systems that 
communicate effectively transform data from siloed, disparate 
profiles to a unified, singular profile for each customer. You 
need to know the customer’s behavior online vs. in store vs. 
your mobile app, because without this full picture, you’ll end 
up delivering an irrelevant experience. 

Gaining that context requires all of the customer data from 
disparate systems to be accessible from this single record 
we’ve been mentioning. Some companies are already there, 
while others are relying on their IT teams to champion this 
initiative, and most are far off from achieving this 360-degree 

view. No matter the stage, something like a customer data and 
engagement platform can help you by integrating with your 
existing systems to unify this disparate data into one place, 
while also giving your IT team the time back in their day. 

When considering a customer data and engagement platform, 
it is important that marketers understand how this tool can 
make their life easier and provide value by bringing together 
important efficacy data. A McKinsey and Company study found 
personalization can provide 5-8x the ROI on marketing spend 
and lift sales by 10% or more. 

Step Three: Apply rules of engagement

Deploying a campaign is not a simple task. Marketers have to 
ask analysts to query a database and generate a list. The list 
is sent through batch files to different partners. Then finally 
the campaign goes live. At this point (many weeks later, the 
customer list is outdated and the campaign is irrelevant. 

In contrast, with a dynamic actionable profile, marketers can 
leverage any point of context from a customer’s profile to 
market to individuals based on life-cycle events and real-time 
events that may signal a possible upsell, cross-sell or retention 
opportunity. 

https://www.forbes.com/sites/forbestechcouncil/2019/02/13/how-to-avoid-drowning-in-data-with-an-information-driven-strategy/#4c1fa04d4a22
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/personalizing-at-scale
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For example, a lifecycle management campaign could 
be triggered around a key customer event like making a 
first purchase or being inactive for 30 days. Other rules of 
engagement might include actions individual customers take 
like opening an app, walking into a venue or abandoning a 
shopping cart. You could also set up a promotion that unlocks 
eligibility for an incentive or experience based on a customer 
taking a specific series of actions.

Step Four: Execute the next best ____.

You’ve identified customer behavior. You’ve put it in context 
by unifying it in a single profile for each customer. You’ve 
determined which points of context from a customer’s profile 
indicate possible upsell, cross-sell or retention opportunities. 
Now it’s time to deliver the next best engagement to ultimately 
keep the customer engaged, and drive their loyalty. 

Every customer is different in the way they have interacted 
with your brand across channels. In addition to your collected 
insights, use rules, machine learning and overall marketing 
feel to determine the best response. For one customer it’s an 
offer, while for another it may be a participation challenge. Or 
it may be a piece of content rhapsodizing a particular product 
because your data indicates the customer is not quite ready 
to buy just yet. Therein lies the value of being able to engage 
across any channel with any format at any time. The offer or 
engagement matters in itself, but it also comes down to when, 
and how it is delivered, to influence customer behavior and 
enhance their experience. 

Curious for more examples? 

Offers 

Marketers can leverage individual customer data such as 
point of sale transactional and preference data, among other 
information like activity and message engagement to predict 
product preference ratings for each customer individually. 
With access to a 360-degree view, marketers can use this 
information to deploy targeted offers and rewards through 
any channel - a mobile app, inbox, email, push notification and 
mobile app notifications. Having an integration into your POS 

system allows you to deliver unique offers seamlessly at the 
point of sale. 

When a customer redeems an offer, the individual’s profile is 
updated to inform future offers. These transactions can also 
improve next-best offer calculations and individual customer 
LTV calculations.

Rewards & Points 

Awarding customers with rewards and points should not be 
limited to transactional behaviors alone. Use pre-defined 
behaviors such as purchase recognition or usage frequency, 
or non-transactional earning opportunities like birthdays, app 
launches or program enrollment to deliver points and rewards 
as those behaviors occur. 

Promotional Codes & Refer-A-Friend 

Retain and reward your best customers while they help you 
acquire more like-minded customers through a refer-a-friend 
program. Send promo codes to acquire new customers via a 
refer-a-friend program or create unique vanity promo codes to 
retain your best customers. 

To maximize LTV for each customer, future engagements have 
to start with recognizing past ones and building off of them. By 
organizing more data in real time, and acting on it at the right 
time, you’ll have your customers spending more time with your 
brand and less with your competitors. 

It’s the age of data, and we know you’re collecting it. It’s 

making it actionable and operational so that marketers can 

use it to deliver better customer interactions, that’s the 

challenge. The most crucial piece of data-driven loyalty is 
tying together your silos into one coherent operational profile 
for each customer– not multiple profiles of the same customer. 
Making singular, actionable customer profiles a reality requires 
marketers to make an investment in technology. 

Ready to learn more about a technology that can help you do 
all of that? 

For more information on SessionM, visit www.sessionm.com or 
email us at marketing@sessionm.com 
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SessionM

SessionM is a customer data and engagement 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 
headquartered in Boston with offices around the globe.

Contact:  
SessionM 
2 Seaport Lane 
Boston, MA 02210 
www.sessionm.com/ 
marketing@sessionm.com

ABOUT




