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Driver.







Age of 
manufacturing.

1900 - 1960

Mass manufacturing 
makes industrial 

powerhouses 
successful.

1960 - 1990

Age of 
distribution.

Global connections 
and transportation 

systems make 
distribution key.

1990 - 2010

Age of 
information.

Connected PCs 
and supply chains 
mean those who 

control
information flow 

dominate.

2010 - ????

Age of the 
customer.

Power comes from 
engaging with 
empowered
customers



Web
(B2C, B2B & mobile web)

Call center
(Pre, during & post)

Retail
(Pre & post)

Mobile
(App, mCommerce, social)



Approach.



So, CX...

1.



2.



Personalisation is the art of targeting a 
consumer directly using a customised 

experience based on their unique interests, 
buying behaviour, and demographics -

delivering individual messages, promotions 
and product offerings.

3.



Powered by data you can deliver:

• Website personalisation

• Email personalisation

• Call centre personalisation

• Trend analysis

• Client profiling

Personalise.



CreepyIt is not done
well enough

It is done well 
enough

I do not accept
personalisation

Challenges - creepiness.
Public opinion of personalised advertising in the UK.

21%21%25%33%

Adobe Digital Insights 2016



User profiling.



Scenarios.



Scenario 1:

Aiding the 
booking process.



Client hits a website, 
performs a search and then 

submits an enquiry.

Search and other website data 
is stored anonymously in but 

deanonymised once the 
enquiry is submitted.



Email enquiry reached the 
agent, agent sends out 

further information.

Agent then calls the client to 
progress the sale, using the 

data gathered about 
preferences and which 

products to recommend.



The client makes the 
purchase and the booking 

process is complete.



Automation.
Scenario 2:



Instead of booking, the client 
in question goes quiet.

The system is set up to use 
client preferences/interactions 
to send out personalised offers 

via marketing emails.



The client clicks through to view 
the offer on the website, which 

shows personalised.

The client books via the 
offer online.



Later on, this automatically 
triggers the upsell process based 

on their purchases – maybe 
excursions or drinks packages etc. 

The client’s interactions with 
such offers are tracked, so 

whether online, via marketing 
or call centre, we have a 360 

degree view of clients interests.



During the trip.
Scenario 3:



Client receives pre-departure 
“Enjoy your trip” email with 

suggested activities and offers 
from the previous upsell process. 
This information is also recorded 

so agents have full visibility.

Client returns from the trip. 
They are asked to review the 
trip and to provide feedback.



Based on the feedback, the 
agent can then begin the 

process to sell a similar holiday 
for the same time next year.

The agent then creates a 
task/preference.



The client is then sent marketing 
material to entice the client to 

book again next year.



Study.





Holistic
Deliver Customer Intelligence

• Increased Efficiency - Task, workflow & 

complaints management 

• Empowerment of consultants – client 

information, preferences & activity

• Single customer view to drive:

• Improved customer experience

• Better lead management 

• Marketing & contact  automation

• Personalisation & recommendations





Thank you.
@Richlybaked
@Inspiretec_uk


