
Next level CX
The opportunity, threat & mitigation



The opportunity
Using data to drive CX.



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.











The risk
The data threat that is upon us.









Impacts

• Platforms can’t track conversion events

• Campaign optimisation will become less effective

• Tracking performance across channels will be hard

• Audience targeting less accurate

• Retargeting will become more challenging

• Trend analytics will become unreliable



The mitigation
Finding our way out of the cookie apocalypse.



Use server side tracking



Use contextual advertising

• Advertising placement based on page content

• Relevant ads without giving up privacy

• Gives advertisers control over where they appear

• Narrow reach



Use first party data

• You’ll be surprised at what data you might have

• 1st party data can reduce the need for 3rd party data

• 1st party cookies give you your own data

• Use contextual mapping to fill the gaps



CRM
Your first party data source.



Identity

Qualitative

Descriptive

Quantitative

Factual ‘unique’ information - name, 
age address, location, contact details & 

other personal identifiable information.

Meta content – family, socio-economic, 
demographic, preferences, loyalty, 
likes, & dislikes.

Hard data - quotes, bookings, payments, 
clicks, visits, searches, contact, messages.

Soft data - reviews, opinion, motivations, 
NPS, complaints & feedback.



Identity

Contact 
details Age Relationship 

status
Employment 

status



Descriptive

Brand 
preference

Hobbies & 
interests

Travel 
preferencesFamily details Loyalty & 

membership

Branch 
preference

Preferred 
agent



Qualitative

Past 
complaints

Past 
cancelations

Service/ 
support 
tickets

Reviews & 
surveys



Quantitative

Past quotes Past bookingsPast 
itineraries

Upsells & 
add-ons

Event 
attendance

Call 
attribution

Social media 
activity

Website visits, 
clicks & 

searches

Mobile App 
activity

Geo-location 
data

SMS, DMs & 
messaging

Email 
messaging

Web form 
submissions

Campaign 
email open & 
clickthrough

Campaign 
landing page 

visits

Paid Advert 
clickthrough

Search 
engine search 

terms

Referring 
website



Conclusion

• Personalisation is a key tool for improving CX

• Privacy changes are removing one of our easiest 
routes to data that can drive personalisation

• We need to adapt

• Your CRM needs to sit at the core of this – it is the 
home of first party data! 



Thank you!
Questions welcome.


