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Historically, data acquisition and data 
management have supplied key insights into 
consumer behaviours with the goal of new 
opportunities in mind - a standardized 
practice with no special focus on using that 
data to create custom or unique experiences. 
Cookie reliance and Google Analytics have 
helped brands learn about their customers 
without the burden of garnering it 
themselves, with little to no strategy applied. 
Amidst COVID19, some brands were using 
data to drive growth, expanding tactics, and 
learning more about their target consumers 
out of fear of disruption and the unknown 
brought on by the pandemic. Others left a 
gap for data-generated revenue to fall 
through the cracks.
Now, the days of multiple sources for 
insights and cookie-driven performance for 
media and CX are ending. In part, this is due 
to the introduction of a cookie-less world and 
broader enforced data privacy policies. 
Brands are now required to revisit the way 
they capture usable data in-house and 
determine innovative ways to monetize it. 

The Situation: Customers have 
increasing demands and expectations 
on their shopping journeys as we 
transition towards a stricter data 
privacy environment.
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The digital world of commerce and 
performance marketing is evolving and 
entering a phase where: 

cookies are outlawed
privacy is critical
the pool of data formerly at our fingertips 
gets monetized without any pass-through. 

A cookie-less world is expected to be in full-
blown implementation in 2023, according to 
Google. Retailers and big brands continue to 
look for improved methods of capturing 
owned data. In tandem, they are investing in 
expansive automation, AI and new 
capabilities to uncap opportunities to convert 
new customers and increase customer 
retention.
In parallel, shoppers are connecting with 
brands through a variety of touchpoints: 

targeted performance ads
media channels
social commerce 
brand-owned properties and websites. 

With the progression of technology and 
automation, we are witnessing an emergence 
of data-driven engagement tactics that 
elevate and increase customer flow. The 
intrigue of personalization continues to 
change and influence how customers aspire 
to engage with brands. This applies from 
above-the-funnel tactics like social and 
programmatic ads or any pre-click initiative 
to the moment where a customer gets 
engaged and is re-directed to a brand’s page 
as they move down the funnel to the decision 
of purchase.  
Consequently, the expectations and demands 
from customers, inclined towards higher 
relevancy to their habits and behaviours, 
arise. They expect their shopping 
experiences to be precisely in line with what 
they want, what they need and ultimately 
what they demand in an organic, seamless, 
and frictionless manner. 
For brands, it is becoming critical to include 
personalization not only in the way they 
engage with customers to generate 
awareness and attention but also in the way 
they create and deliver experiences post-click 
and on-site. It is a pivotal moment as 
adaptation and consistency online and offline 
will be important in connected commerce 
today and in the future. 
To successfully achieve this, it’s crucial that 
brands understand the benefits of 
personalization and how to execute it by 
capturing, organizing, and leveraging data.



Personalization, also known as one-to-one 
marketing, is the practice of delivering a 
customized and relevant message to 
customers towards the right product or 
service, at the right price, at the right moment 
and at the right time, within every step of 
their journey. 
If we look deeper into recent behavioural 
reports, 90% of consumers find 
personalization appealing, and 80% say they 
are more likely to buy from a brand that 
executes this in a perceivable manner 
(eMarketer, 2022). Additionally, it is important 
to keep in mind that it plays a critical role in 
elevating the customer experience and 
conversion when shopping online. 

Personalization is proven to 
drive key efficiencies and 
growth: 

It can reduce acquisition cost by as 
much as 50%
It can contribute to revenue lift by 
5 to 15%
It increases efficiency of marketing 
spend by 10 to 30% 
It influences increasing basket size 
revenue and reduction of bounce rate.
It increases the lifetime value of a 
customer and its loyalty 

The goal of personalization is to ensure 
brands deliver genuine value and relevance.

McKinsey Research, 2021

https://chart-na2.emarketer.com/251672/impact-of-customer-experience-on-purchasing-behaviors-of-internet-users-select-countries-july-2021-of-respondents
https://businesschief.com/technology-and-ai/mckinsey-prioritise-personalisation-for-10-15-revenue-lift


+15%

Personalization 
can increase 

revenues up to 

To properly serve this level of 
customization, there is the necessity to 
leverage the notion of meaningful data.
Leaders at Google have mentioned that 
retailers have a good reserve of first-party 
data but that they almost always aren’t using 
it. In many cases, organizations do not have 
the resources, nor the skills, to assign proper 
analysis that can nurture the rich pool of data 
into the ability to develop, test and learn 
actions to better understand how to use it. 
In addition, the data element is too often 
looked at from the lens of how data triggers 
can be applied for content altering media 
ads. However, there are two large parts data 
can influence. First, it’s a critical element in 
the upfront segment for audience creation 
that the personalization will be delivered to. 
In addition, at a more granular level, data 
triggers can play a critical role in delivering 
further personalization in time. 



Some brands and eRetailers have initiated 
their personalization strategy and are 
delivering exceptional results through 
formatting, analytics segmentation, 
automated personalized eMerchandising, and 
many other applications. 
However, too many are missing out on the 
depth and breadth of ways to personalize. 
This could be due to: 

lack of subject knowledge
limited resources
privacy boundaries 
lack of first-party data 
under-utilization of cookie-less third-party 
datasets

It’s clear that with cookies being put aside, 
there is suddenly a ferocious pivot from 
brands in being hesitant to consider 
collecting and using first-party data, even 
though it’s a wanted currency as they seek to 
continue to message or retarget. 
However, it’s important to keep in mind that 
first-party datasets can be used as the seed 
to model incredibly relevant third-party 
datasets, which will become very important in 
a cookie-less environment.
Looking ahead, these are much needed in 
order to target efficiently, map back for 
performance measurement and deliver 
precise personalization. 

Data is 
the Key to 
Personalization 

As an example, at Reprise, we partner with 
Kinesso, our marketing intelligence engine 
within IPG, to leverage and combine both first-
and third-party data to build high-value 
audiences (HVAs), inclusive of media 
behaviours. 
This allows the design of customer journey 
maps, which illustrate need states, media 
behaviours and content preferences of 
identified prioritized HVAs. By creating a data-
fueled path-to-purchase, we can identify 
milestone behaviours that can act as 
accelerators to the strategy, including critical 
feed that can nourish personalization tactics.
We join this to our proprietary eCommerce 
evaluation tool known as FLOW Audit, where 
we evaluate more than 400+ data points 
distributed across every key moment of the 
path-to-purchase and from the lens of media, 
content and experience. By doing this, we can 
connect the mapping exercise with the moment 
and the elements that create friction, and that 
must be addressed to increase customer flow 
until the moment of purchase. This allows the 
diagnosis and recommendation of a variety of 
solutions, inclusive of personalization, adapted 
to HVAs’ specific journey in all spheres of the 
eCommerce ecosystem.
Brands need to recognize that fundamentally 
there is an exchange of values between data 
and personalization – when brands deliver 
personalized experiences, consumers are more 
likely to share personal information as there is 
a benefit to them. Therefore, it is important to 
deliver a consistent and customized brand 
experience no matter what, when and where 
they choose to shop. 



Now is the time for brands to tap into 
personalized formats and special features 
and not only from a programmatic and 
creative ads lens. It can and must be 
extended to transform their on-site 
experience with creative options such as: 

personalized menus
eMerchandising management 
loyalty programs  
tactics like predictive analysis applied to 
suggestive selling, cart add-ons, add-on 
promotions, personalized defaults, etc.  

So, there is a need to prepare and invest in 
machine learning to meet the customer at 
every point of engagement. To do that, 
advanced brands are maximizing impact with 
their eCRM, martech and AI.



At the heart of any eCommerce technology 
is an eCRM solution. eCRM provides the 
essential framework for first-party customer 
data collection, customer nurture, channel 
management and purchase fulfillment. 
eCRM integrates each of the following 
directly into the eCommerce experience: 

email
SMS
social 
fulfillment
product and content personalization
audience and customer journey 
management.

eCRM tools like Salesforce Marketing Cloud 
are used to build and increase the level of 
content personalization for an individual as 
they engage in the eCommerce user 
experience. Essentially, every time an 
individual enters the customer journey, more 
granular personalization is directly built on 
their past engagement or on affinity groups.
There are two types of users/ individuals: 

Non-known user: Session-based data in 
which we can serve personalized content. 
Known user: User-based data in which we 
can serve personalized content.

Brands can apply personalization across the 
FLOW process in three distinct eCRM cycles: 

Early lifecycle
Mid lifecycle
End of lifecycle.  

eCRM Elevates Personalization: 
Integration of eCRM Solutions and 
Technology 

All three stages include serving targeted 
messaging on chosen channels and custom 
content based on both pre and post-click stages 
of the path to purchase.
All three cycles have two types of 
personalization targeting:

Individual personalization: Sessions or user-
based data. 
Affinity personalization: Group sessions or 
group of users-based data. 

Both sets of data ultimately create personas with 
characteristics and behaviours of the targeted 
user(s) to create customized messaging and 
content. Here’s a list of eCRM personalization for 
your brand to consider:

Channel promotion: Promotional email 
channel that allows us to nurture prospects 
and customers across the buying cycle.
Channel fulfillment: Functional email and 
SMS-based fulfillment that allows us to 
manage your customer orders and purchases.
Audience personalization: Session and first-
party data personalization via email, web and 
across shopping experience.
Mobile & SMS: Mobile integration capability 
that allows us to communicate directly with 
customers via SMS.
Social channels: Social studio allows us to 
integrate your audiences and campaigns into 
your social media accounts.
Data & Audience Allows us to use first-party 
data to create relevant look-a-like audiences 
for multi-channel activation. 
Journey & Workflow Management: Allows us 
to create complex multi-channel customer 
journeys across channels and customer 
buying stages.



Let’s explore a few examples of real-time Personalization:

.

Applying 
Personalization

Depending on where your platform is on a 
scale of capabilities, maturity, and richness 
of data, will determine your ability to execute 
personalized experiences and provide a 
scope of the extent to which you can apply 
personalization practices to your CX.
Building personas is a great first step –
identifying the micro-clusters of consumer 

types that allow you to identify key insights 
into behaviours, likes, preferences etc. 
Using those insights to develop shopper 
journeys that are personalized, your 
consumers will experience finding items of 
relevance faster, engage in preferred content 
more often, leave with a positive outlook and 
return to your brand. 

Saks Fifth Avenue
Saks chose to deliver the option of personalization through formatting 
the navigation and journey structure. Consumers can choose to see 
what is curated for them by Saks or search/shop other sections and 
products, giving the ultimate choice to the consumer.

Link to Saks Fifth Avenue

https://www.saksoff5th.com/account/login
https://www.saksoff5th.com/account/login
https://www.saksoff5th.com/account/login


Applying Personalization

Fabletics
Data capture is key for this direct-to-consumer (DTC) subscription-based 
brand. A significant amount of data is acquired on first engagement – style 
preferences, sizes, colours, usage and more – allowing the CX to begin at a 
very intimate level of personalization for first engagement. You don’t need 
to use a subscription model to adopt this strategy if you make it enjoyable 
and brand appropriate.

Loyalty Programs and Personalization                                                   
No other data capture program is better suited for personalization than loyalty programs. Rich data 
and tech meet to optimize CX in an almost effortless way, serving up consumer experiences tailored 
to their every need and want. 
In Canada, Shoppers Drug Mart/Loblaw operates the PC Optimum program through desktop and a 
mobile app, producing a streamlined cross-device loyalty program that drives their personalization 
efforts.

Link to Fabletics

Link to PC Optimum

https://style.fabletics.ca/dms42694/?bp=0&code=455280&gclid=CjwKCAjw7IeUBhBbEiwADhiEMQmIsSU48ck5d4L8-3cFR-c28eTmnmxMbKhWJw1kydr0Mz6iFJ26hhoCSfkQAvD_BwE&gclsrc=aw.ds&utm_medium=search_branded&utm_source=google
https://style.fabletics.ca/dms42694/?bp=0&code=455280&gclid=CjwKCAjw7IeUBhBbEiwADhiEMQmIsSU48ck5d4L8-3cFR-c28eTmnmxMbKhWJw1kydr0Mz6iFJ26hhoCSfkQAvD_BwE&gclsrc=aw.ds&utm_medium=search_branded&utm_source=google
https://style.fabletics.ca/dms42694/?bp=0&code=455280&gclid=CjwKCAjw7IeUBhBbEiwADhiEMQmIsSU48ck5d4L8-3cFR-c28eTmnmxMbKhWJw1kydr0Mz6iFJ26hhoCSfkQAvD_BwE&gclsrc=aw.ds&utm_medium=search_branded&utm_source=google
https://www.pcoptimum.ca/
https://style.fabletics.ca/dms42694/?bp=0&code=455280&gclid=CjwKCAjw7IeUBhBbEiwADhiEMQmIsSU48ck5d4L8-3cFR-c28eTmnmxMbKhWJw1kydr0Mz6iFJ26hhoCSfkQAvD_BwE&gclsrc=aw.ds&utm_medium=search_branded&utm_source=google
https://www.pcoptimum.ca/


We all agree that building a solid best 
practice and foundation of personalization is 
the first step. However, the next phase of 
enhanced customer engagement will offer 
advanced tech that provides: 

Facial recognition and voice recognition 
on site.
An expansion of channel personalization 
and predictive shopping, accompanied by 
real-time promotions and pricing offers 
and content serving based on historical 
and real-time data. 
Instantaneous price tolerance 
assessment. 
Instant measurement of how likely your 
customer will purchase one product over 
another. 
An instant predictive evaluation of what 
price will make them convert, new 
segments and clusters, etc. 

Brand marketers are increasing their 
strategic focus on data, personalization, and 
AI. Unifying data with advertising and 
merchandising allows brands to have a more 
creative approach to personalization, 
resulting in: 

Increased conversion rates 
Higher average basket size or AOV
Higher Customer Lifetime Value (CLV)
Improved brand trust and customer 
satisfaction
Lucrative loyalty programs 
Customer advocacy. 

These approaches make your 
investment in media work 
harder for you!

The Future Through Hyper-Personalization: 
Hyper-personalization and AI/ML generated 
CX delivering real-time engagement.

44% of US marketers have increased their 
commitment to personalization, and 63% 
have invested in data quality.

Link to eMarketer 2022

Link to eMarketer 2022

https://chart-na2.emarketer.com/254131/leading-ways-that-companies-experimenting-with-ai-digital-marketing-according-us-executives-nov-2021-of-respondents
https://content-na2.emarketer.com/ai-investments-taking-over-cx-field


In today’s business climate, both big brands 
and stand-alone retailers are finding that they 
must provide a multi-faceted brand 
engagement, inclusive of personalized 
moments. to deliver a profitable customer 
experience.
More importantly, they must ensure that the 
engagement is: 

Relevant 
Reliable 
Convenient
Meeting each customers’ expectations. 

That is why Reprise Commerce 
conceptualized and designed a proprietary 
approach to eCommerce called FLOW OS, 
which was mentioned earlier in this article.
Additionally, we can leverage our 
Personalization Scorecard, which ranks your 
brand’s CX position against your competition, 
specifically in customized messaging, data 
richness, tech capabilities, relevancy of 
messaging, timing, channels, offer structure 
and more – sparking a digital connection 
with data as the starting point. Our business 
focuses on unifying the media performance 
and strategy within the customer path to 
purchase. 
To address the notion of customized content, 
we utilize a tool called Precision Content 
Engine to build custom ads for every 
individual, ensuring we deliver the right 
content to the right consumer on both media 
and on-site experience placements. 

Leveraging Reprise to Increase 
FLOW Through Personalization 

We make that brand experience relevant to 
the shopper by connecting personalization 
across all devices, channels, and stages of 
the path to purchase. 
That being said, some brands and retailers 
who seem well-versed in personalization at 
first glance are further behind in 
implementing a specific end-to-end 
personalization strategy for the full length of 
the customer journey. With data being under-
utilized, there is a need to align the strategy 
and focus on the personalized customer 
FLOW for optimized monetization. 
You don’t need to start from scratch. Look at 
your existing analytics pipeline and build on 
top of that. Reprise offers expertise in direct-
to-consumer (D2C) eCommerce. Start by 
using the data you currently have to 
supercharge your Flow. And if you’re ready 
for that step into AI, look towards agency and 
tech partners - like us. The rise of AutoML 
has made it easier than ever to apply AI to 
personalization.



Personalize Now! Even if you are new to personalization, there are many ways 
to use data to improve your CX. Reprise will evaluate your current state and 
offer hands-on support for your personalization strategy and roadmap. We’ll 
connect your pre-click and post-click personalization. Remember, 
personalization offers up to a 15% increase in revenue!

Key Recommendations 
and Considerations 

1.

Make First-Party Data Capture a Priority. Don’t get caught unprepared for a 
cookie-less 2023 and beyond. First-party data capture should be embedded 
into your short and long-term business goals. Ensure you have the right teams 
in place to manage and utilize your data.

2.

Let Your Partners and Tech Do the Work. Work with your agency to begin the 
personalization journey. Use your eCRM. Be sure to have expert analytical 
resources to help test, learn and grow your strategy. Establish KPIs that 
deliver on: 

Types of personalization
Channels of personalization
Micro-segments and multiple personas
Message personalization.

3.

Build Micro-segments and lots of them! The more precise the personas, the 
better you can personalize. 4.
See Through a Customer Lens. You’ll be sure to tap more opportunities when 
looking at the consumer perspective. Initiate a FLOW Audit and a 
Personalization Scorecard for the best customer perspectives. 

5.

Plan to Invest more in CX Automation and AI/ML in future for hyper-
personalization and ultimate CX when establishing budgets. 6.



Our point of view on personalization is clear. 
Consumers want more customized shopping 
experiences and they’ll spend more to get 
them. Initiating AI, voice recognition, facial 
expressions - it might sound intimidating, but 
it doesn’t have to.
You don’t require MIT researchers for your 
first foray into personalization. The secret 
resides in the customer journey and data. 
Serving the right customer at the right time 
with the right product also means having the 
right data at the right time. Without data, 
there is no AI. Without data, there can be no 
personalization.

In Conclusion

For more information, 
reach out to the Reprise 
Commerce Team:

Kelly 
Tulett
Sr. Director, 
Direct-to-Consumer

Emmanuel 
Lafleur-Velasco
VP, Head of eCommerce
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Kelly Tulett, Reprise Commerce, Canada 
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Phil McGuin, Stickeyes, UK
Joren Vansevern , Reprise, Belgium

Please visit reprisecommerce.com to 
learn more about additional Reprise 
Commerce's content and experience, 
thought leadership, and in-depth 
business cases.

Make sure to follow us on LinkedIn to 
view our latest updates.

https://www.linkedin.com/company/reprise-commerce/
mailto:kellytulett@reprisedigital.com
mailto:emmanuel.lafleur-velasco@reprisedigital.com
https://reprisecommerce.com/
https://www.linkedin.com/company/reprise-commerce?originalSubdomain=ca

