20 Questions to Help You Identify the Root
of Your Personalization Problems
If you're struggling with personalization, here are 20 questions to ask yourself to help identify
where the problems are so you can determine the right solution for your long-term success.

1. Do you have clearly de ned personas in place?
According to Stephen Zoeller's marketing blog, 83% of B2B marketers expect to
use Personas in the near future. And 63% of marketers create content by buyer
persona; 38% by vertical; 30% by geography; and 30% by account or customer.1

2. Do you have su cient content for each persona you are
targeting?
“Imagine having 700,000 customers, 878 products on offer, 130 promotions running, and
50 different content communications. You would already be looking at 35 billion+ unique
possible conversations you could have with your customers. The answer to that is, of
course, with the help of technology.” Regan Yan, CEO of Digital Alchemy.2

3. Do you have su cient staff to support your
personalization efforts?
According to Gartner, 74 percent of marketing leaders report they struggle to
scale their personalization efforts. This is largely do to insu cient staff.3

4. Does your team have the right skill sets (data
management, content creation, analytics and technology)
to support your personalization efforts?
"To personalize effectively, marketing leaders must hire, train and develop key competencies
for personalization including: the ability to understand consumers’ micro-behaviors; know
individual consumer preferences for trigger-based messages; produce content that can be
versioned to meet a wide variety of consumer pro les and triggers; learn to mine nontraditional
data and apply creativity to analytics; and share decision making with other disciplines.”
Gartner’s State of Personalization Report 4

5. Do you have clear personalization goals outlined?
"Personalization shouldn’t be viewed as a separate initiative from the rest of your
marketing and customer experience, so it shouldn’t be too di cult to determine your
goals. Your personalization goals should be an extension of your business goals.
Increasing conversions, decreasing bounce rate, driving upsells and increasing
retention are all common goals." Evergage 5

6. Do you have KPIs in place to track and measure the
success of your personalization efforts?
“Insights-driven businesses bring insight, not just data, into every decision, and they
know exactly how to use them for greatest advantage across the entire customer life
cycle. For these rms, digital insights and what they do with them are their secret
weapons to disrupt your market and steal your customers.” — Brian Hopkins, Ted
Schadler, and James McCormick, Authors of Forrester’s report, The Insights-Driven
Business 6

7. Does your digital experience ecosystem include the right
mix of technology to support personalization across multiple
channels? (Digital experience platform, hybrid/headless CMS, content-as-a-

service, personalization engine, fragment creator, touchpoint editing, analytics/KPI
dashboards, testing/optimization, data enrichment platform, translation management, AI
automation)
According to Gartner, Through 2022, 80% of marketers will continue to struggle to
seamlessly connect more than three channels of the customer journey. What's needed
is a digital experience platform which Gartner de nes as an integrated set of core
technologies that support the composition, management, deliver and optimization of
contextualized digital experiences.7

8. Can your digital experience ecosystem respond to
market changes at speed or does it take time to turn the
ship?
According to Michael Gerard from e-Spirit, "A continuing trend into 2020 will be the
deployment low code/no code software into the realm of non-developers, thereby
giving us ordinary people (or citizens) the power to create more innovative digital
experiences for our customers at a more rapid pace. This evolution will enable business
users to modify the most mundane aspects of customers’ digital experiences as well as
drive DX innovation without having to rely 100% on developer resources which are
always in short supply."8

9. Can you get real-time actionable insights from your
personalization efforts?
"Personalization is impossible if marketers don’t have the means to understand the
needs of high-value customers on an ongoing basis. So top marketers are developing
systems that can pool and analyze structured and unstructured data, algorithms that
can identify behavioral patterns and customer propensity, and analysis capabilities to
feed that information into easy-to-use dashboards...Making this technological leap
forward requires marketing and IT to join forces." McKinsey & Company, The Future of
Personalization--and how to get ready for it.9

10. Is your digital experience ecosystem su ciently agile
so you can add new channels/tools/devices as they are
introduced to meet evolving customer expectations?
"While the share of global sales that move through the ecosystems is still less than 10
percent, we predict it will grow to nearly 30 percent by 2025. As devices proliferate, they
will need to work with each other and use platform standards." McKinsey & Company10

11. Can you edit and preview the channel experience for
each piece of personalized content before published to
ensure good customer experiences?
Touchpoint Editing, necessary to good customer experiences, "is the prebuilt capability
for marketers and other business users to preview and edit content in the context of
any channel easily and intuitively—without the need for a complex CMS integration by
IT—giving them complete control for delivery of highly individualized customer
experiences at every touchpoint." Michael Gerard, CMO for e-Spirit11

12. Can you deliver personalized experiences that
become increasingly more targeted with each sequential
touchpoint along the customer journey?
"A good personalization framework focuses on two areas: who and where, or audience and
context," according to Zach Van Kerrebroeck, account executive at StackAdapt. “Marketers
often struggle with reaching the right audience and knowing where to start is challenging,
especially in digital campaigns. That's where sourcing good data and knowing how to
leverage it is key.”12

13. Do you have a holistic view of your customers so your
can accurately target them?
A 2019 Forrester Consulting study found only 10 percent of respondents said they were
very con dent in their brands' ability to build a 360-degree view of their customers.13

14. Is your customer data reliable and accurate?
58% of consumers admit they have broken ties with a brand over bad personalization
according to jebbit. Marketing Sherpa asserts that 2.1% of contact data goes bad every
month. AI can help, "But AI doesn’t operate in isolation; far from it. Instead, it requires
clean inputs to achieve clean outputs. To deliver consumers the right products at the
right time, businesses need to curate millions of data points.” asserts Mykolas Rambus,
GM of Equifax Data-driven Marketing. AI-powered personalization engines and
Customer Data Platforms can do the hard labor for you, eliminating the data crunching
and time involved in this herculean task.14

15. Do you know which data points are most valuable
to your omnichannel personalization efforts?
Ed Marsh, CRO for IntentData, nds most companies struggle with either not having the
right data, or not using the data they have. Further, most companies try to personalize
with a slight variation based on industry or persona, and it ends up too stiff and canned.
Real personalization, he said, has to incorporate information about the person, their
stage in the buying journey, their rmographic background and even what their
colleagues are doing as well. “That means,” Marsh added, “having the right insights into
account and individual activity, including granular detail that provides contextual
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clues.”15

16. Is your data structured and free of duplicates to avoid
skewing its meaning?
Effective personalization requires good, structured data. 47% of marketers nd that
data is siloed and di cult to access. While 20% don't have the internal knowhow/capacity to extract insights according to Marketing Charts.16

17. Does your organization have data governance guidelines
in place to ensure ongoing data integrity?
"Organizations need to go out of their way to make clear that they take data privacy
seriously, by being transparent about how data will be used, limiting processing of
personal data to what is necessary, protecting data against theft, and granting
customers the right to be forgotten. Data governance and privacy policy considerations
must become part of a marketing organization’s standard operating model rather than
an incidental management issue. Privacy issues lie at the heart of the trust between
customer and brand. Companies need to get it right." McKinsey & Company17

18. Do you adhere to data privacy laws when capturing user
data intended for use in personalizing content to mitigate
risk?
Data protection laws are expanding globally, according to ConsumersInternational.org
which currently cites more than 100 countries around the world which now have data
protection laws in place. As customers shop beyond the borders of home, it is
becoming critical that brands gain consent from consumers when collecting and using
data. Gartner recommends that you know your customers' privacy appetite and treat
information as a strategic asset to prevent risks.

19. Are you following personalization best practices to
ensure your company's success?
"Blending technology and humans to create lasting and meaningful experiences is a
ne art. It's complex, continuous and intentional--but it's all vital," according to Muse
Hanhan, Genesys. Don't try to reinvent the wheel. Learn from the organizations that are
already getting personalization right when trying to take your personalization to the next
level.18

20. Is your company committed to investing in the success of
personalization over time?
Personalization requires a long-term commitment. It is not a one-and-done solution that
can be purchased out of the box. In many ways, we're just getting started. Privacy and
data considerations, analytics, technologies, channels, etc are all still growing and
maturing. "Developing a personalization capability is a journey to get to the full suite of
capabilities needed for true dynamic personalization. Often, the hardest part is getting
started." McKinsey & Company, The future of personalization--and how to get ready for it.

LEARN MORE
See Personalization in Action -- SCHEDULE A DEMO TODAY!
Download a complimentary copy of the Gartner report
'Hybrid Headless Content as a Service Is the Future of Digital Experiences'.
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