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Questions we will tackle… 

• Why it is crucial to be on a “first-name basis” with your clients 

• How to build your approach for omnichannel personalization 

• Utilizing AI, Data & Analytics for personalization 

• Personalization and Automation as a winning strategy 
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What “knowing their name” means in the digital age? 

Personalized: 

1. Communication: customer care, on-site & 

marketing 

2. Content & customer experience  

3. Product or service offering  

4. Promos & recommendations  

“Norm!” 

 

“We saved your favorite seat and put on 
the sports channel for you, Norm!” 

“How about the usual, Norm?” 

“How would you like to try our new beer, 
Norm? I’m sure you’ll like it!” 
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We live in a world full of “Norms” 

Source: Salesforce/Evergage 
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What is the impact, if any, of personalization on advancing customer 
relationships? (2018-2020) 

No Impact Slight Impact Moderate Impact Strong Impact Extremely Strong Impact

https://www.evergage.com/wp-content/uploads/2020/04/Evergage-2020-Trends-in-Personalization-Report.pdf
https://www.evergage.com/wp-content/uploads/2020/04/Evergage-2020-Trends-in-Personalization-Report.pdf


Omnichannel 
personalization 



“The Omni-Channel  
Consumer”? 

What is this weird creature… 



Digital has changed what consumers want… 

…what we expect 

Fast, easy  
experiences,  
 
right here,  
right now! 



The “new consumer” adopts a completely 
new shopping behavior and relationship with 

retailers & brands. 

(S)he has become the 

Omni-Channel Consumer 



The omni-channel consumer comes in  

contact with your brand 

EVERYWHERE 

ANY TIME 

expecting a 

SEEMLESS EXPERIENCE  



Rethink your business from your customers’ perspective. 
 
 
 What do people expect from you and how do they 

perceive your brand? 
 

 What makes them love your brand and what constitutes 
a great experience with your products? 
 

 In the end, who are your customers and what makes 
them “tick”? 

1. Become (More) Customer-Focused 



1 
Map where customers come in touch 

and exchange value or information with 

you 

 

Distinguish between online and 

offline 2 

2. Map Customer Touchpoints  



• Website 

• Retail locations 

• Loyalty club 

• Customer Service / Call centers 

• Advertisements 

• Blogs and e-books 

• Promotional Events 

• Products 

• Billboards 

    … 

1 
Map where customers come in touch 

and exchange value or information with 

you 

 

Distinguish between online and 

offline 2 

2. Map Customer Touchpoints  



3. Understand your Customer’s Journey 

Customer Journey in regards to touchpoints only 



3. Understand your Customer’s Journey 

Customer Journey in regards to customer experience 



4. Integrate your technologies 

Source: fitsmallbusiness.com 
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We have about half of our channels connected

We have a few channels connected

We don't have any channels connected

Which of the following describes your company’s approach to omnichannel 
personalization? 

Source: Salesforce/Evergage 

https://www.evergage.com/wp-content/uploads/2020/04/Evergage-2020-Trends-in-Personalization-Report.pdf
https://www.evergage.com/wp-content/uploads/2020/04/Evergage-2020-Trends-in-Personalization-Report.pdf


Source: Qlik 
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of the information 

Identify patterns and strategize 
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1.Data Collection 

Process 

1.Registration: a) Set validity rules for data entry b) make customer identification attributes mandatory c) set rules for 

handling duplicates 

2.Enrichment: Add new fields & exploit customer re-visits to enrich customer records 

2.Database Quality 
1.Data standardization: Correct existing customer records   

2.Unification: Merge existing customer records under specific rules based on customer identification attributes & after 

completeness of data standardization 

3.Data Mart 
Create a single structured and detailed set of customer attributes (KPI’S) stored in a database table which serves as the 
data infrastructure for personalization applications 

4.Core Analytics 
A non time consuming & multi-factor reporting process that can handle big data & service needs of monitoring 

customers & marketing activities  

5.Predicitve Analytics 
Algorithms that ‘ learn ‘ from past data , make predictions for current/new cases & automatically find significant patterns 
i.e. RFM & behavioral segmentation, basket analysis, cross sell modelling, attrition modelling 



Personalization + 
Automation 



Execute our PERSONALIZATION approach 

Gather the information that we need Analyze & make sense  

of the information 

Identify patterns and strategize 

Source: Qlik 

https://www.qlik.com/us/data-analytics/data-insights


Three Data-Driven Personalization Approaches 

Rule-based 
Targeting 
Segmenting specific 

groups based on their 

actual or predicted 

behavior and present 

them with relevant 

content, product 

recommendations, offers 

and more. 

Triggered 
Messaging 
Tailor-made and 

personalized messages 

based on a specific 

action performed by the 

customer E.g. cart 

abandonement, first-time 

registration etc 

Machine Learning/ 
Algorithmic 

Extremely personalized 

experiences based on 

algorithmic process of 

large amounts of 

consumer data and 

continuous “learning” 
and improvement of the 

process. 
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Automation 





Source: Sephora 



Abandoned  

Cart 

Emails 





Don’t “over-automate”, but do it right! 



Stefanos Prokos 

Associate Partner | Business Consulting, EY 

Stefanos.Prokos@gr.ey.com 

 

Happy to connect on LinkedIn! 

Thank you! 

mailto:Stefanos.Prokos@gr.ey.com
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About EY 

EY is a global leader in assurance, tax, strategy, transaction and consulting services.  

The insights and quality services we deliver help build trust and confidence in the capital 

markets and in economies the world over. We develop outstanding leaders who team to 

deliver on our promises to all of our stakeholders. In so doing, we play a critical role in 

building a better working world for our people, for our clients and for our communities. 

EY refers to the global organization, and may refer to one or more, of the member firms of 

Ernst & Young Global Limited, each of which is a separate legal entity.  

Ernst & Young Global Limited, a UK company limited by guarantee, does not provide 

services to clients. Information about how EY collects and uses personal data and a 

description of the rights individuals have under data protection legislation are available via 

ey.com/privacy. For more information about our organization, please visit ey.com. 
 

About EY's Consulting Services  

In Consulting, we are building a better working world by transforming businesses 

through the power of people, technology and innovation. 

 

It's our ambition to become the world's leading transformation consultants. 

The diversity and skills of our 70,000+ people will help EY clients realize 

transformation by putting humans at the center, delivering technology at speed and 

leveraging innovation at scale. 

 

These core drivers of ‘Transformation Realized’ will create long-term value for 

people, clients and society. 

 

For more information about our Consulting organization, please visit 

ey.com/consulting. 
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