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01 Good data, Bad data
Think you know your customers?



Despite all the talks around innovation, 
we must face the hard truths about the 
state of our efforts.

of consumers agree 
“companies do a good job 
understanding me as a 
person.”

29%
of online adults say that 
“brands make me feel 
valued.”

13%
of online adults say that 
“emails are relevant and 
well timed to my needs.”

5%



Think you know your customers?





$189B!!!





Disruptive Innovation Theory 
by Clayton Christensen

“Customer don’t really buy 
products. They “hire” them to 
get a job done.”



ü Instant access from home
ü Smart recommendation system
ü Only subscription fees, no late 

fees
ü Available on any smart device

• Time-consuming store visits

• No catalogs, no 

recommendations

• Late fees, late fees, late fees

• Requires expensive VCR 

machine

Help me unwind after work



Organizations don’t have a 
personalization problem. 
They have a data problem.
Brendan Witcher
VP and Principal Analyst, Digital Business Strategy

Forrester



Unlock true customer understanding 
using the 6C Strategy

Characteristics Considerations Curiosities

What are the 
objective/subjective 
definitions that apply?

What is the intent to 
buy/accomplish at this 
moment?

What product or 
service 
attributes/options that 
matter most?

Source: https://www.forrester.com/blogs/unlock-true-customer-understanding-the-power-of-what-and-how-data/

Conditions

What experiential 
components would be 
positive/negative?



“Trapped 
Travelers”
Visitors who have a higher 
Flight search rate, but lower 
session CVR compared to 
other segments



“Trapped 
Travelers”
Consideration Research phase

Curiosity Price

Condition Discounted price

Context High flight-search rate, 
low session conversion 
rate



“Trapped 
Travelers”

v1

Test Hypothesis

Display Special Offers sign up 
link will appeal to their needs 
for price comparison and 
promotion

+1924% improvement in 
Special Offers sign up rate

(Statistically significant)

v2



Unlock true customer understanding 
using the 6C Strategy (cont.)

Context Conceptions

What 
situational/historic data 
creates important 
nuances?

What would create a 
positive/negative 
influential emotion?

Source: https://www.forrester.com/blogs/unlock-true-customer-understanding-the-power-of-what-and-how-data/



02 Harmonize, 
Understand, 
Personalize

The 3-step process:



_
1
8

Marketing Channels

Ecommerce

Proprietary Data

CRM Data

Location Visits

Data Consent 

Search Results

Experiments

Website Visits

Media Engagement

Downloads

Digital Analytics

Introducing 
the 
Optimizely 
Data 
Platform



Step 1: Harmonize Customer Data



How to ingest data into the 
Optimizely Data Platform

App Directory
(70+ pre-built 1-click connectors)

Connect Platform
(build your own connectors)

NEW

Web SDK REST API Graph QL AWS S3 
upload File upload

STEP 1: Harmonize Customer Data



Step 2: Understand your data

Get a unified 
profile view



Step 2: Understand your data
Customer Attributes Channel reachability

Event 
Timeline



Step 2: Understand your data

Get a unified 
profile view

Get auto-generated 
customer observations 
and insights



Step 2: Understand your data
Customer Attributes

Event 
Timeline

Data Science

Data Enrichment Channel reachability



Step 2: Understand your data

Get a unified 
profile view

Get auto-generated 
customer observations 
and insights

View company 
dashboards and 
build your own 
business reports



Real-time activation Segment sync
Personalized 

browsing experience
Experimentation 

targeting
Personalized 
advertising

Personalized 
messaging

Step 3: Activate a personalized 
experience, everywhere!

Customized 
Commerce

Configured 
Commerce

Content 
Management 
System

Web 
Experimentation

Feature 
Experimentation



Not-For-Profit builds a case for a 
Customer Data Platform implementation

Social

CRM

Website engagement

Commerce

Donations (CSV) Data 
Platform
(ODP)

Personalized 
donation price points

Personalized 
messaging

Personalized 
advertising



03 Deep Dive
Optimizely Connect Platform



REST API

What is the 
Connect Platform?
• Single point of integration for Optimizely’s 

DXP and 3rd party platforms
• For Customers: Single place to discover, 

install, and manage integrations across the 
whole suite 

• For Partners & Developers: Streamlined 
path to develop and deploy integrations to 
the Optimizely ecosystem 



When to use Optimizely 
Connect Platform

Transform data 
from a third-party 
service and import 
it into ODP

Periodically fetch 
a batch of data 
from a third-party 
service

Expose a webhook 
and register it in a 
third-party service 
to retrieve events

Import / Export a 
customer defined 
segment of users 
from ODP to a 
third-party service



Setting up the 
OCP CLI
Prerequisites

• You need the API key from your invitation 
email.

• The OCP CLI requires the Node.js 18 and  
Yarn.



Validating your 
OCP token

• ocp account whoami



Scaffold your 
app

• ocp app init

TODO: Screenshot



The Structure of an OCP App

app.yml assets

• includes the 
definition of your 
app 

• Logo.svg 

• directory/overvie
w.md

• docs/index.md

forms

• settings.yml

• content-
settings.yml

• content-
template.yml

src

• channel/

• lifecycle/

• liquid-extensions/

• functions/

• jobs/



Prepare App

• ocp app prepare



Publish and 
Install App

• ocp directory publish marketing_app@0.0.0-
dev.1

• ocp directory install marketing_app@0.0.0-
dev.1 <tracker-id>



And we’re listed and installed



04 Let’s see it in action
Demo



Customer 
Engagement 
is Omni-
Channel

- Salesforce Reseach



93%
Customers are likely to 
make repeat purchases 
with companies that 
offer excellent customer 
service.

- HubSpot Research



Demo Time!



Any questions?



The Four Pillars of Personalization

Data

Technology

Strategy

Testing

Integrating good data for the purposes of personalization

Personalization: How to win with your content

Elevating your personalization strategy: A framework for success

Personalization at scale: How Calendly leverages personalization for 
their 20 million users
Thursday, 11am

Thursday, 11am

Thursday, 3:15pm

Wednesday, 3:45pm



Thank you!


