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CUSTOMER LIFECYCLE MANAGEMENT

Progressive
Personalization Playbook

Create experiences that truly enhance people’s lives.

Companies with stellar personalization strategies achieve improved
marketing efficiency, higher digital sales, and long lasting customer
relationships. Achieving personalization at scale requires better
targeting and tailored experiences with both unknown and known

customers.

Hero Digital’s Progressive Personalization Playbook gives you
the tools to align with your customers’ values, help them with their

decisions, and make them feel heard and understood.

In a world of distractions, Hero Digital helps business leaders get
closer to the people they serve and create digital experiences that
truly enhance people’s lives. Dive into this report to engage with

people in meaningful ways across their entire lifecycle.

Hero

DIGITAL
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Personalization isn’t
living up to its potential

The pursuit of personalization has become such a focus for many
business leaders that we often lose sight of why we even want it
and what it means to us. The truth is personalization is an over-

hyped word with a complex paradox behind it.

Hero Digital’s customer experience research reveals that, instead

of personalization, people expect to achieve their goals easily,

without compromise.

HIGH EXPECTATIONS LOW OUTCOMES
71% of customers expect Personalized Experiences ranks
companies to be well informed 44 out of 45 attributes that drive
about their personal information brand advocacy

during an interaction
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Tailored help builds trust

It’s time to move beyond brand stewardship, lead generation, and

sales support. To provide tailored help, we have to be INFORMATIVE,

SUPPORTIVE, and TRUSTWORTHY.

NEITHER
TAILORING TAILORING HELPING
NOR WITHOUT WITHOUT
HELPING HELPING TAILORING
40% --------------------------------------------------------------------------
30%
20%
10%
0%
-10%
-20%

Source: Gartner 2022 Personalization Survey

PROVIDING
TAILORED
HELP
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Hero’s approach

We must get closer to the people we serve and fulfill a purpose.
One-to-one personalization is just a part of the spectrum of ways

for you to connect with your customers.

Achieving relevant personalization at scale requires understand-
ing your customers on a deeper level. People need to see and hear
from you at the RIGHT TIME, with the RIGHT MESSAGE, across every

touchpoint.
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© 2023 Hero Digital. For more information, contact business@herodigital.com, or call +1 (800) 760-4376.
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Gaining relevance as
you progress

Personalization works best when it advances across the spectrum

over time and gains MOMENTUM as it grows.

Through Hero Digital’s progressive personalization process, you
will create personalized experiences that resonate on a human

level and build lasting customer relationships.

PROGRESSIVE
Personalization

IDENTIFY

ORCHESTRATE

ARCHITECT
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Four phases of progressive
personalization

As you progress your personalization strategy, it’s essential to continually refine

your methods across every phase.

o O
[dentify
Define target customer microsegments and journeys.

Architect

Create a content architecture, data strategy, and
testing plan.

§ o
(l\l—b Orchestrate
(N

Deploy tailored content with precision messaging
across multiple channels.

Advance

Optimize with iterative test-and-learn strategies.
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PHASE 1

Identity

Before you begin thinking about content
and data, identify the points in the

customer journey where personalization
creates value. This helps crystallize your

goals and KPIs.
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Understand on a
human level

Define target customer microsegments, personas, and journeys.
Don’t forget to dig into your segmentation model. It’s essential to

examine attitudes, values, and behaviors for each persona.

DEFINE TARGET CUSTOMER MICROSEGMENTS

Achieving the goal of relevance at scale requires better targeting

and tailoring of both unknown and known customers.

Advancing personalization capabilities is not about moving from
mass to l:1—it’s about getting more and more advanced over time

across the spectrum.

Unknown prospects Known customers

o O

N

[dentify
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Y P o O
After you’ve carefully developed each microsegment, walk in your
customers’ shoes. Make sure to understand their pains, goals, and

needs.

Call out where key value exchanges intersect with high-level prod- l d entify

ucts and services, promos and offers, and unique channels.

©)

KEY RESULTS

It's critical to understand the nuances of each persona.

Microsegment Definitions

| Customer Personas

Human Journey Map

Customer Engagement
Strategy

QUANTITATIVE RESEARCH QUALITATIVE RESEARCH

Demographics Attitudes
Digital behaviors Values
Geographics Preferences

MARKET INTELLIGENCE

Consumer trends

Competitor landscape
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PHASE 2

Architect

During the architect phase, technology
merges with creative messaging ideas.
Consider new digital spaces where

people are spending time.
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Merge technology with

creative

Ensure ongoing alignment on marketing, customer insights, data,

analytics, and tech activities.

10

PHASE 2

Architect

Map your technology capabilities and vendors based on important

interactions. Identify the data you need and the tools, platforms,

and partners needed to enable the future experience.

AUDIENCE

Key insights into your audience's
mindset and behavior
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DATA

Information you need to empower
your planned experience

INTERACTIONS

Natural touchpoints your audience
may utilize to achieve their goals

ADVOCATE
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Marketing Automation Response -
Site Analytics - Google Analytics/Heap Analytics
Packaging Response (VOC) - Medallia/Qualtrics

Custom ID based Analytics - Segment
Marking Automation / CDP - Airship/Twilio

.

Social sharing of
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and desls
Check out
o siore D App D Mobile web D Socil

Data Lake - AWS/Snowflake
Custom ID base 4 Analytics - Segment
Marketing Autor xtion / CDP - Airship/Twilio

TECHNOLOGY

Critical platforms needed to
orchestrate the planned experience
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Future experience

Develop a future experience lifecycle blueprint. Layout end-to-
end, cross-channel interactions with layers that tie together cus-

tomer behavior with high-level content and messages.

At each interaction point, set up systems to test and update your
governance model. This ensures that your approach serves busi-
ness goals and aligns with your organization’s ethical, legal, and

compliance limits.

Insta

TRIGGER | (O)Jf 7 ©----en| . TEST GOVERN
Google
Big Box 900 O ()
RESEARCH & g
INSPIRATION o g g
\ Affiliate 4
9 4 ()
Website 7
) @ @,
Social
DECISION 00 ()
In-store 3
Email
PURCHASE 000 ... __. o ®
: SMS
LOYALTY / ;
ADVOCACY 8
.. :

11

Architect

KEY RESULTS

Lifecycle Blueprint
Messaging Architecture
Data Strategy

Testing Plan

Technology Configuration

Governance Model
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154

PHASE 3

Orchestrate

Once the technology is in place, it’s time
to execute. This is when creative assets
are developed and deployed. As you
collect more customer data, it’s possible
to deliver dynamic content tailored to

individual human needs.
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Make it personal when it

counts

Machine learning (ML) makes personalization scaleable. As you col-

lect customer data—their behavior and preferences—ML algorithms

become more sophisticated at predicting user preferences and

choices over time.
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Using ML, personalization process becomes a self-perpetuating cycle where the

13

144
Orchesterate

Week 4
Week 4

Week 4

model learns from customer behavior while continuing to serve up highly personal-

ized recommendations to your customers.

ML models power product recommendations, next-best offers, real-time cart aban-

donment (and suggest offers to keep customers in the buy flow), while also clus-

tering new (first-time) visitors into pre-defined segments so the experience can be

personalized from the get-go.
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Align with intelligence

Orchestrating progressive personalization is complex. Diligence is l l

required to remain relevant and continually improve.

[t’s important to activate a governance model, making sure to

communicate roles and responsibilities, while also aligning on

Orchesterate

strategy, execution, measurement, and optimization plans.

TN KEY RESULTS
Video
l‘))) Creative Asset Repository
@ Audio Dynamic Content Tools
Messaging @ Metric Templates
Optimization Plan
Content Visuals
CREATIVE ASSETS Governance Conference

A A A A A

DYNAMIC CONTENT TOOLS

GOVERNANCE + REPORTING

PRECISION DELIVERY

v : ¥
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PHASE 4

Advance

As personalization progresses, it’s
important to continually refine and
improve your strategy based on data. To
gain momentum, and mature over time,

you must test, learn, and optimize.
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Test, learn, and optimize

Capture, analyze, and report holistically across channel and cus-

tomer performance data. By synthesizing insights, you can intelli-

gently translate and activate strategic and tactical modifications.
PHASE 4

Advance

CUSTOMER OBSESSION MATURITY EVOLUTION

Customer

Obsessed

® E-commerce portal with cross-
channel integration

® Close to 1:1 personalization

e Customer profiles enriched in
real-time by every touch

Product
. ¢ Data yields insights and
OPlented predictions
® Experience design is insight
® Foundational investment driven
* "Going digital” * Infrastructure alignment to

experience objectives
* Multiple channels in place

¢ Hybrid sales function

* UX/UI navigation led (web)

¢ Continuous testing and
¢ Targeted email campaigns optimization

Analytics tied to Analytics tied to
traffic sales

" © 2023 Hero Digital. For more information, contact business@herodigital.com, or call +1 (800) 760-4376.
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Dynamic testing

o

Dynamic test-and-learn ecosystems fully engage with customers and

uncover truths about their desires.

Each touchpoint is an occasion for testing, and every employee is a
purveyor of data insights. Every process and decision must pass the

Advance

touchstone of testing.

To succeed, you must collect the right customer feedback, be ready
to fail on the path to discovery, and manifest agility, with the willpow-

er to pivot when necessary.

KEY RESULTS

LTI . A/B and Multivariate

=¥ EVALUATE Testing
Identify test recommendations to Data Insight Reports
optimize the UX. Review existing User-generated Content
experience, user-based analyses, Analysis
: qualitative research, etc.
A 4 Revised Lifecycle Maps

HYPOTHESIZE
LOG & ITERATE Draw hypotheses directly tied to
key business goals/objectives that
will be used to determine the
success/failure of the test.

Repeat process again, again, and
again. Log learnings to effectively
grow and help quantify the overall

impact of the testing program. D)
s
PRIORITIZE
ANALYZE Prioritize high-potential tests, tied
directly to key business goals and
Analyze all aspects of the test to KPls.
develop insights to learn and
influence future testing and site 4
optimizations.
}.
TEST |4

Design, develop, and deploy the
test. Periodically monitor test
performance to ensure test is
running as expected.
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B2C CASE STUDY

Plentity
by Gelesis

When Gelesis launched Plenity®, a

weight management product backed by
behavioral science, they needed a partner
to create a digital ecosystem that offered

support, education, and community.




Creating a connected experience

TRUTH People value personalized support throughout their weight

loss journey.

BEAUTY Encouraging healthy rituals by combining a groundbreaking

product with digital support, education, and community.

B URSE 0T

Turning Healthy !
Into Rituals

5 Minute read

Plenity Reminder: OK! Your 20 minutes

= Plenity -

The freedom to

bur weight.

Check out our 125 reviews

FH Trustpilot

Your community.

4 SET PLENITY
‘ Your journey.

‘ ‘ time to rethink
Plenity Private Member Community ght loss.

& Private group - 3.9K members

About

Discussion

About This Group

Our mission is to empower each of our members to build the ritual
of taking Plenity and find motivation, support, and companionship
from expert ... See More

START B FEEUING FULLER
& Private

Plenity helps you eat less so you
© Mer ot s can lose weight.

/& General

& Group Apps
2 apps added by admins. See More

. . 1ke three capsules with water You must drink 16 ounces of Take these 2(
are u pl Time to eat—mindfu ||y And O i ciion 20 mlnulei’z‘sr:::ilunch and water for Plenity to work. your meal af

don'st forget to log your doses!

HOW IT WORKS

Do you feel like Plenity is
helping you make progress
toward your goal?

Plenity

Ever wish you had
a superpower for
staying on track?

Well, it turns out that you already do!

‘What could it be? Well, it has to do with what’s
really underneath your desire to manage your

weight.

‘We call this the Big Why and COURSE 02 is all
about uncovering yours. Dive deep into your
personal motivators and learn how to lean on
them when you need a boost.

Need a little help tapping into your Big Why?

We've got you covered! We've got some
reflection questions to help you figure it out.

START COURSE 02




VALUE TO PEOPLE

A continually evolving experience that
brings together educational content,
adherence tools, and health and
wellness partners

onboarding
Consumer Insight
“Achieve the freedom to focus e Teok
on me, not my weight.”

Critical Success Factors

strategic Pillars

®

Rewarding

educational

Personalizsd

Anti-Todious

®

supportive

Audience Segmentation

mited

& plenitycom

= Plenity

The freedom
to focus on
you, hot
your weight.

GET PLENITY

Plenity® is indicated to aid weight
management in adults with excess weight or
obesity, a Body Mass Index (BMI) of 25-40
kg/m?* when used in conjunction with diet
and exercise.

Setting o

VALUE TO BUSINESS

A digital member experience that
inspires program commitment, while
also empowering members to live
healthier lives

Assessing solidifying strengthening

sollDire Response e

@ wwien

o

[ r——

& plenity.com

Week 1
May 16, 2021 COURSE 01
Setting Healthy,
Start tracking your dose Sustainable Goals

5 minute read
Lunch

Dinner

When you take your first dose click
the + symbol to log it.

SEE HOW IT WORKS

The Science Behind
Cheat Meals

=
(V) Meal timer

D) NICOLE GERMAN MORGAN,
|4 RON, LD, CLT

Many experts advocate periodic cheats
meals, but is there any scientific
evidence to support indulge ...

The Main Course
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Elan Financial Services
A Division of U.S. Bancorp

Elan—a white-label credit card provider—needed
a partner to seamlessly close the knowledge gap
so bankers could feel confident and empowered
to drive sales of new cards and retain existing

cardholders.




elan”

Financial Services

Driving revenue with insight

TRUTH Success happens when sellers are armed with knowledge

about the right product for the right customer at the right moment.

BEAUTY A self-service digital ecosystem that empowers bankers at

1,300 financial institutions.

‘Welcome Chase Behringer 4%

Eland Client Resource Center

QW

PROMOTIONS v TRAINING v SALES TOOLS & PRODUCTS v REPORTS v ACCOUNT SERVICING

PROMOTION ACTIVITY SALES ACTIVITY NOTIFICATIONS

SALESACTIVITY: ALL [ CONSUMER BUSINESS NEW Upcoming Training

FY1 1102020 You are scheduled to attend an upcoming training session,

NOVEMBER

MTD 1100820 NEW Elan Product Offerings

FY1 1110120 Learn about the valuable products Elan offers.

26 Applications
Submitted Fri10320  Grow Accounts with Self-Apply

Accounts Leverage tha Salf-Apply Application in the drive-thru.
19 u

BQVJEED Booked

FY1 1002420 Employee Promotion Opportunity
You are enralled in the current Employee Promation and
can eam incentives.

Bocked account data reflects the manth in which the application was processed, and anly with a valid Employes 10,
This may vary from Promticns Actvity data, which reflects he application date for enralod users

MY APPLICATION TRACKER (cul t as of close of business 11/06/2020)

DECLINED PENDING EMAIL PENDING SIGNATURE PENDING APPROVED
Applications will remain on this Tracker for up to 10 business days from the Decision Date shown. Use the Turndown Code Finder to determine if any follow up is needed.

Turndown .
Reason  ~

Applicant Name & Product &




elan”

Financial Services

VALUE TO PEOPLE VALUE TO BUSINESS
A business-critical technology platform A streamlined application process that

that's fully integrated into their partner  drives increased sales of new cards
ecosystem

MY APPLICATION TRACKER (current as of close of business 11/06/2020)

DECLINED PENDING EMAIL PENDING SIGNATURE PENDING APPROVED

Applications are awaiting the signed Applicant Affirmative Consent Form and will remain on the Tracker for up to 10 business days.

+ Resubmit the Applicant Affirmative Consent Form to the fax number or email address listed on the form if the Entered Date shown is more than 2 business days old.

Entered Date + Applicant Name AppID ¢ Product &

11/02/20 Timothy P Brown £034117647878902 Platinum
11/02/20 Jocelyn L Laurence

10/31/20 Moss and Son’s Laundry

10/30/20 Jannie T Cross

STaRy

ENp

EMpLg
YE|
& PROMOTI O STary

1220,
1M
Promogion X Cash
on Emb"’Y&e 31124

En,
"olled op, ”’alzozo 43012

114
31124

OIRECT

Cong,
Umer Dirgcy Vi
AMpa 317
: 3311

31124
331124

NQVEMBE W11z

M 11105,

Appij

Sttlcation

Mittey

Accoy,,
n
Bcnked‘s
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Customer Lifecycle

Management

No matter where you are in your digital
journey, Hero Digital’s Customer Lifecycle
Management solution helps you connect

with people at every stage of their journey.
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Create tailored digital experiences
across the customer lifecycle

Empowered by technology, people are piecing together ecosystems around each

human need. Loyalty comes from their own human experience.

With Hero Digital’s Customer Lifecycle Management, we work with our clients to
understand the complex ecosystem that exists around their customers’ needs and

seize opportunities to create value for people and business.

HERO DIGITAL'S
Customer Lifecycle
IDENTIFY : Management

ORCHESTRATE

1

]
1
1
1
1
1
1
1

\

ARCHITECT
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Four phases of
Customer Lifecycle Management

- O
)" Identify ® Orchestrate

Deploy tailored content with
precision messaging across
multiple channels.

Define target customer
microsegments and journeys.

ASSETS
QUANTITATIVE QUALITATIVE A
/ \ DYNAMIC TOOLS
MARKET
INTEL
REPORTING
DELIVERY

A

§ o . NG
Architect Advance

Create a content architecture, Optimize with iterative test-
data strategy, and testing plan. and-learn strategies.
.
EVALUATE
w HYPOTHESIZE
o LOG & ITERATE
5 TEST GOVERN
oy PRIORITIZE
= ANALYZE
TEST
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Building blocks to maximize
your value

Hero Digital creates HUMAN SYSTEMS—a connected suite of innovative, seamless
experiences, powered with technology and data to serve human needs and ignite

business growth.

©® Define #¢ Design

Use data to define the Leverage insights to design
ecosystem surrounding creative and innovative
people’s lives. experiences.

FULLY SUPPORTED AND OPTIMIZED WITH OUR PREMIER TECHNOLOGY PARTNERS

Google _
Partner == CONTENTSTACK

&

'\‘ Adobe commercetools

PREMIER

& Optimizely Q sitecore  ORACLE
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Get a jump on personalization

Hero works with you to streamline a customer lifecycle management strategy by
incorporating assets you’ve already completed as key inputs. Use the list below to
assess the personalization assets you have already and hone in on which capabili-

ties to begin tackling first.

TO GET STARTED, CHECK OFF THE TESTING PROGRAM ELEMENTS YOU ALREADY
HAVE AND HONE IN ON THOSE YOU'LL NEED TO TACKLE FIRST.

Which do you have?

Microsegment Definitions
Customer Personas

Human Journey Map

Customer Engagement Strategy
Lifecycle Blueprint

Messaging Architecture
Technology Configuration
Governance Model

Creative Asset Repository
Dynamic Content Tools

A/B and Multivariate Testing

OO O O O OO O OO

Data Insight Reports



Create experiences that truly
enhance people’s lives.

BUSINESS@HERODIGITAL.COM

555 Montgomery Street
Suite 1250

' ' e rO San Francisco, CA 94111

DIGITAL +1(800) 760-4376

HERODIGITAL.COM




