
Customer POV: What is the value of personalization?

‘Hello $FirstName’
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Most used buzzwords by tech vendors
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The hype
is on!



What is 
Personalization?



Three types of marketers 
benefiting from personalization

6

1. Performance marketers
2. Marketing Automation specialists (CRM)
3. Platform specialists (web + app)
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Personalization is an umbrella term

Personalization

Segmentation

Individualization

Targeting

Exclusion

Parametrization

Triggered communication
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The practitioner’s definition of personalization…

Personalization is a distinct communication tactic that 
aims to create better immediate and future business 
value by showing or hiding specific content to recipients 
in a way that is expected to align with insights into their 
explicit or inferred preferences.
Houlind & Riemersma, Omnichannel Institute, 2023



The Value of 
Personalization



What is a ‘Message’?

A Message is a central proposition in a 
piece of communication to a customer.

A message could be:
• An offer - (3 for 2 on L’Oreal)
• A proposed action - (Install the app)
• Information - (We’re closed Monday)

Think broader than economic motives!

Source: Forrester Research



How can a message create 
value?
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An example of Hyper Personalization à CX



Example: Matas Plus

A trial is initiated – but not approved

Reminder flows help the customer accept

Customers that would benefit from Matas Plus are asked at PoS

The customer earns double points and gets Free Shipping



+50% +13% +21%

Helping loyal customers à Even greater loyalty

Increased conversion to full 
PLUS membership

Sales uplift Purchase frequency

If customer don’t get value – Matas will cancel it!


