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Unified Data & Insights

PERSONALIZED EXPERIENCES
Delivering the right experience at the right time to every customer in the right context and channel

• Real-time 360 customer data & signals

• Responsible data management

• AI/ML predictive models/algos

Content & Collaboration

• Streamlined content creation & workflow

• Modular content, intelligently assembled

• Seamless content re-use 

Orchestrated Journeys

• Coordinated cross-channel journeys

• Real-time, behavior-triggered, contextual

• Advanced decisioning/next best experience 

PERSONALIZED EXPERIENCES
Delivering the right experience at the right time to every customer in the right context and channel

Org & Operating Model
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Personalization is delivering a tailored, relevant experience 
to the right customer on the right channel

Personalization at Scale is being able to do that for 
every customer on every channel in real time
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Gift cards

Jewelry

Food / beverage

Personal goods

Clothing / apparel

Home appliances / tools

Toys

Sporting / fitness equipment

Electronics

Entertainment content

Automobile

Other category not listed here

Events / experiences

Subscription services

Travel

Browse and buy in-store

Browse online and buy in-store

Browse and buy online for in-store /
curbside pickup

Browse in-store and buy online for
delivery

Browse and buy online for delivery

Other
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Charged incorrect price for product

Package / bag is missing some products purchased

Product is defective / does not meet quality bar

Wanting to cancel / get refund on a purchase

Seeing if an exception can be made to a policy

Wanting to modify a purchase (e.g. change items, date, etc.)

Wait time much longer than expected

Seeing if there is space / availability at location

Checking on status of a purchase

Finding out what a policy is

Resolving account issue (e.g. login, rewards balance, etc.)

Wanting to give positive feedback about experience

Finding out basic store details (e.g. operating hours, location, etc.)

Wanting to give negative feedback about experience

Go to an employee in-person at store Go to brand's website / app Call brand's customer service on phone

Post / message brand on social media Other
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