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From Segmentation
to Personalization
Making Marketing Matter 2019
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Fostering brand loyalty is the end goal of all 
marketing efforts. Keeping customers 
coming back to your brand – despite the 
dizzying array of options open to them – 
comes down to treating each customer as a 
valued individual, with their own unique 
behaviors and personal preferences. While 
this may have seemed a tall order in the 
past, nowadays, technology makes this kind 
of intimate relationship not only possible… 
but expected. With Netflix and Amazon 
offering up highly customized 
recommendations based on every historical 
interaction with their platforms, customers 
today anticipate the same level of familiarity 
from other services. In this era of relevance, 
it is incumbent on brands to go the extra 
mile in order to understand their customers 
and tailor offers to their specific needs. This 
is where data-based segmentation and 
advances in personalization technology 
come into play. In order to help our brand 
and agency partners get up to speed on 
where segmentation and personalization are 
expected to lead marketing in 2019 and 
beyond, we’ve put together a primer on the 
key trends to follow. 
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91% of consumers are more likely to shop 
with brands that recognize, remember, and 
provide them with relevant offers and 
recommendations.¹

53% of Millennial and Gen X shoppers say 
personalization would help a brand earn their 
loyalty.²

50%* of customers say they’ve left a 
brand to which they were loyal to go to a 
competitor that is better at meeting their needs.³ 

48% of consumers have left a brand’s 
website and purchased from a competitor due to 
a poorly personalized experience.4

67% of Millennial and Gen X shoppers 
would give retailers and brands more information 
about themselves to gain access to a more 
personalized shopping experience.5

62% of consumers expect companies to 
send personalized offers or discounts based on 
items they’ve already purchased.6

90% of consumers are okay with brands 
knowing more about them if it helps deliver a 
more rewarding and satisfying shopping 
experience.7

94% percent of marketers are focusing on 
data analytics, personalization technologies and 
customer profile management to deliver 
personalized customer experiences.8

 

KEY STATS

PERSONALIZATION CAN 
FOSTER LOYALTY AND ALTER 
BUYER BEHAVIOR 

BRANDS ARE MAKING 
PERSONALIZATION A 
MARKETING AND DIGITAL 
PRIORITY

CUSTOMERS ARE WILLING TO 
TRADE THEIR PERSONAL 
DATA IN EXPECTATION OF 
PERSONALIZED OFFERS

75% of enterprises using personalization 
technologies like AI and machine learning 
report enhanced customer satisfaction by more 
than 10%.9

84% of marketing organizations have been 
implementing or expanding AI and machine 
learning towards marketing efforts.10

* Approximate values
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THE MARKETER’S JOURNEY
From segmentation to personalization

Segmentation and Personalization are often used interchangeably, since both attempt to customize an 
individual’s experience with a brand. But while segmentation involves grouping customers into smaller 
buckets in order to extract certain similarities, personalization is all about the individual. It doesn’t matter 
what segment they belong to because messages are being tailored just to them. 

Although it may seem like brands could simply skip to the good stuff, and focus entirely on 
personalization initiatives, the reality is that marketers need both. It’s necessary to start with 
segmentation because it helps identify the different types of customers to target – for example, new 
customers versus established customers, or happy customers versus customers that need additional 
nurturing – based on their order frequency, order value and purchase history for example. Customer 
segmentation also provides useful data that can help structure a loyalty program to ensure the widest 
benefits to members. Ultimately, however, in order to drive up customer engagement and loyalty, brands 
have to explore personalization initiatives like these: 

Using segmentation, a brand might divide its 
customer database by gender and age, so that 
each segment would receive a promotional 
message with broadly relevant offers. This basic 
level of segmentation, however, is not sufficient 
anymore - which is why many brands use data 
analytics to create ‘micro-segments’ based on 
attributes like lifestyle, interests, attitudes, 
purchase behavior, search behavior, buyer stage 
and much more. Marketers can then design 
experiences that are more highly relevant to 
customers in each micro-segment.

Language app Duolingo tracks customer 
behavior to send daily personalized email 
reminders to practice, helping users make the 
most of the program and find value in the app. 

With personalization, advanced analytics can 
go beyond even micro-segments to create 
individual customer data hubs that integrate 
every interaction – across all touchpoints – so 
that the content of a promotional message 
would be tailored to the individual customer’s 
unique profile, and would be specifically relevant 
to them. 

SEGMENTATION PERSONALISATION

Home cycling brand Peloton analyzes its 
customer database to determine the ideal 
length of new fitness videos to create, and to 
make personalized ride recommendations to 
users.
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Getting through to today’s consumer requires more 
than traditional advertising or incentives. They can 
effectively block pop-up ads, tune out branded 
information, and navigate competing discounts and 
deals like seasoned pros. With all the tools available 
to influence a consumer’s buying decisions, the one 
that matters most – still – is a recommendation.  
For brands who are a step removed from their end 
customer, an enthusiastic recommendation can be 
a key differentiator. Channel partners wield a lot of 
influence in being able to provide that enthusiastic 
thumbs up – and cultivating a strong connection 
with them can lead to their being vital marketing 
advocates. So how do brands go about fostering the 
kind of loyalty that would lead a channel partner to 
become an advocate? They can start by uncovering 
the consumers inside their B2B partners, and, as 
with B2C efforts, by offering personalized 
interactions, rewards and recognition. 

Build Brand Advocacy Among Influencers via 
Value-Added Incentives brands that rely on 
influencers (celebrity or not!) as channel partners 
to expand engagement and reach have to ensure 
that their incentives are tailored to attract and 
maintain their interest. Some tried and tested 
methods include:
CONTESTS & SWEEPSTAKES In order to attract 
and maintain participation of influencers as 
advocates, fun contests and sweepstakes can be 
useful motivation tools. Data captured through the 
entry and redemption process can then be used 
for future personalized interactions.
Exclusive Access Building a sense of exclusivity 
among influencer-advocates incentivizes their 
continued support. This can be done by providing 
them early access to unreleased content, samples 
of new products, or entry into brand events closed 
to public access. 
Special Discounts  By making available special 
discounts or product offerings only to 
influencer-advocates, brands can cultivate their 
enthusiastic support – and allowing them to share 
these perks with their chosen followers/family 
members/friends, can be a huge motivator for 
their continued advocacy! 

KEY TRENDS

2Brands are already aiming for 
‘hyper personalization’ or 
individualization
Hyper-personalization leverages Big Data to 
deliver a tailor-made experience in real time to 
perfectly match a customer’s immediate need. 
For example, a customer shopping online would 
receive offers related to their browsing history, 
real-time special prices for items they may have 
left in their shopping cart, or recommendations 
based on items bought in physical store 
locations and every other touchpoint. Such 
hyper-personalization relies on the right mix of 
technology and infrastructure, including 
implementing multichannel options that store 
customer information across all online and 
offline channels, enabling shoppers to have a 
seamless shopping experience regardless of 
which touchpoint they choose to use.

1When it comes to segmentation, 
behavior matters more than 
demographics
Categorizing people by generation – Millennial, 
Gen X, Gen Z – only tells us so much about 
them, especially since the age ranges can be 
extremely broad. In this age of hyper relevance, 
targeting using broad demographic parameters 
no longer suffices. In response, the Boston 
Consulting Group has segmented US millennials 
into 6 distinct groups based on their attitudes 
and behaviors, from ‘Hip-ennials’ to ‘Anti-Millen-
nials’. Another behavioral segmentation is used 
by Netflix, which targets people by taste based 
on their viewing preferences. Amazon does the 
same with products, and YouTube with video, in 
order to offer up customers relevant content, 
regardless of what a demographic categorization 
would have prompted.

UK retailer Sainsbury’s adopted a 
hyper-personalization campaign to deliver 
relevant messaging to customers as they 
shopped. Micro-location data was used to 
recognize when a customer was outside, 
entering or walking around a store to trigger 
offers. Time and store data made sure that 
offers were appropriate to the time of day and to 
current store inventory. It could also identify 
customers shopping at a competitor store to 
email them a win-back offer to Sainsbury’s. 
51% of customers said the campaign made 
them more likely to shop at Sainsbury’s, and 
96% said they would like it to continue.  

Media giant Sky is going beyond a simple 
recommendation engine for content by targeting 
customers’ moods. Using machine learning to 
extract intelligence from customers’ viewing and 
device data, Sky is looking to serve content 
according to a user's mood at the time, instead 
of simply what they have watched recently. 
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3The rise of zero-party data
The data scandals of the past few years have 
prompted a new age of privacy. Consumers 
increasingly want brands to require consent 
before using personal data for targeted 
marketing by a 2:1 margin. Traditional 
personalization strategies rely on compiling a 
data-heavy personal profile of a customer that 
includes their purchase behavior, click-stream 
paths, search terms, and other indicators to 

understand their requirements. But in this era of 
distrust, ‘zero-party data’ which keeps 
ownership of this kind of data in the hands of 
the customer, is gaining prominence. The onus 
will therefore be on brands to provide real value 
to consumers in order to encourage them to 
willingly part with their data.  
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5An Alexa (or Siri) for every 
website
Natural language processing (NLP) has enabled 
search engines like Google to track what type of 
content consumers are most interested in, and 
to create contextual results based on their 
location and previous search history. It also 
informs chatbots and AI-based assistants like 
Alexa and Siri. In the coming years, progress is 
also expected in Natural Language Generation 
(NLG), and in the field of automated content 
generation. More and more websites are using 
automatic text generation to provide targeted 
content, and NLG can similarly be put to use by 
marketers to provide more dynamic, 
personalized promotional content tailored to 
each individual. Using these tools, online 
retailers can easily adapt content in real-time, 
and update their catalogs to respond to the 
latest sales data or to promote last-minute or 
seasonal campaigns. 

4AI and machine learning will 
democratize personalization
Cost and technical barriers to personalization 
are lower than ever, making it available not just 
to brand behemoths like Netflix and Amazon. 
Artificial intelligence – and in particular, 
machine learning – has changed the game for 
marketers in recent years. Digital platforms 
powered by AI take on the burden of complex 
data analysis with ease, and by being able to 
process such vast amounts of data in real-time, 
these technologies facilitate the creation and 
analysis of customer segments so diverse and 
narrow that they effectively become 
individualized: the holy grail of personalization. 
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Have Clearly Defined Business Objectives An 
effective B2B incentive program must be 
well-defined up front, with clear targets in mind. 
Brands that deal with many different kinds of 
channel partners may have to narrow the scope of 
their incentive programs, focusing on those partners 
that offer the most value overall. Rewards should be 
structured with this group in mind, in order to better 
influence their performance. Specific, measureable, 
data-driven program indicators will help in 
monitoring the success of the program – and in 
tweaking it down the line. 

Identify Data Requirements & Sources The 
most vital component in designing an incentive 
program is data – data on who each channel 
partner is, what incentives they respond to, and how 
effective those incentives prove to be on sales, 
amongst other indicators. Identifying and gathering 
such data is critical to the design of the program 
rewards structure and its measurement. The more 
data that can be gathered from different sources in 
the sales process – even from end users -- the 
better. Structure the data capture route accordingly.
Remington wanted a way to drive channel sales and 
get retailers purchasing more from their 
wholesalers. Snipp created a special B2B retail 
sales allowance program that incentivized retailers 
to register themselves with the wholesalers they 
frequent – who then uploaded their monthly sales 
by retailer. Using this data, Snipp tracks the 

performance of participants, calculates their 
promotion bonuses and sends them their rebates.

Create Incentive Structures That Offer 
Rewards at All Levels  An incentive program 
needs to offer enough value to channel partners to 
get their attention. If the program is point-based 
with rewards accruing over time, then these points 
need to accrue at rates fast enough to keep 
program participants excited about their progress 
toward the rewards they want. Many programs 
have found success with multi-tiered rewards 
structures, in which the first-tier target can be 
easily attained – offering motivation to continue 
along the path. The highest tier targets can be set 
at a point hit only by an elite few. Research shows 
that core performers tend to exert more effort if 
given additional tiers, whereas ‘laggards’ typically 
aim for and are satisfied with achieving a first-tier 
target. These kinds of multi-tier incentives can 
therefore offer value to partners of all performance 
levels.

Bacardi wanted to build long-term B2B loyalty by 
creating a loyalty ecosystem amongst their network 
of vendors, including bars and nightclubs. In this 
unique B2B loyalty program, called Bar Talk, Snipp 
established a platform that allowed participating 
businesses to earn rewards from four rewards 
packages. Simply partaking in the program earns 
one reward package and subsequent rewards can 

KEY ISSUES

While most brands have already adopted some 
basic level of personalized marketing, the reality 
is that personalizing at scale is a huge 
challenge, especially for businesses that cater to 
large volumes of customers. Some of these 
challenges include: 

Digital trust remains a critical barrier to enabling 
personalized experiences. With the EU General 
Data Protection Regulation (GDPR)  now in play, 
as well as similar legislation like California’s 
Data Privacy Law,  harvesting personal data has 
a whole new set of challenges. These develop-
ments mean the future of personalization will be 
based on trust, and for that, businesses have 
some ways to go in convincing their customers:

34% of U.S. consumers don’t trust tech 
companies with their digital privacy which 
shows that they worry about how brands collect 
and use their personal data.

18% only believe businesses treat 
people’s personal data in an honest and 
transparent way.

Building digital trust is the biggest challenge to 
achieving personalization. It’s critical that 
companies have strong data security and 
privacy measures in place, that they give 
customers full control over their data, and they 
are transparent with how they use such data.

As technologies such as artificial intelligence, 
machine learning and digital assistants become 
more sophisticated and mainstream, consumers 
are beginning to experience a level of… let’s 
say intimacy… with brands that they’re still 
getting used to. While personalization works well 
in some arenas, like recommendation engines, 
in other channels it can feel downright creepy if 
not done in the right way. According to 
Accenture, consumers can be very vocal about 
the difference:

In an ideal world, marketers would be able to 
simply pull up a unified customer profile, one 
that compiled data from every conceivable 
touchpoint (online, mobile and physical), and be 
certain that the profile would be absolutely 
up-to-the moment. But poor data quality and 
lack of integration often get in the way of 
personalization efforts. Marketers are housing 
their customer data, on average, in four different 
systems, making it incredibly difficult to deploy 
personalized experiences across channels. 

41% of consumers find it creepy when they 
receive a text from a brand or retailer as they 
walk by a physical store.

35% find it creepy when they get ads on 
social sites for items they’ve browsed on a 
brand’s website.

Data is a huge pain point 

There’s a significant digital 
trust deficit 

There’s a fine line between 
convenient and creepy
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be earned based on points thresholds every time a 
wholesaler invoice is uploaded to the program. 

Communicate, Communicate, Communicate 
Effective communications are crucial for getting a 
channel incentive program off the ground and rolling. 
Everyone involved in the program should know the 
“rules,” i.e. the specific behaviors and activities being 
rewarded, and how rewards are earned. Have a 
communications strategy for the program launch, 
with the goal of driving awareness and participation, 
as well as an ongoing communications effort to 
encourage continued engagement with the program 
as business objectives evolve.

Make it Mobile  With a dispersed sales force, 
brands have to ensure that the right technology is 
used for an incentive program. Given the varied kinds 
of channel partners, an online rewards program that 
is mobile optimized or available through a mobile app 
is the easiest and most convenient way to engage 
them all. Channel partners can then instantly receive 
reward points for desired actions, which can be 
digitally redeemed through an online rewards catalog. 
Additionally, the mobile-first approach will help 
capture data at every point of interaction. Using this 
data effectively will allow for a better understanding of 
partners’ interests and enable personalized 
communications --- paving the way to true brand 
loyalty.

Philip Morris (UK) created a digital B2B loyalty 
scheme in order to foster brand loyalty among 
resellers as well as to gather data on purchasing 
behavior patterns. Using Snipp’s integrated 
SnippCheck and SnippLoyalty platforms, the 
program allowed resellers to earn points by 
buying eligible products at participating 
wholesalers. By simply uploading photos of their 
receipts via an API integration on the clients’ site, 
resellers could redeem those points for cash 
value at retailers.

Track, Analyze and Adjust  As the program 
gathers steam, keep monitoring and analyzing 
the data gathered to expand upon what’s 
working -- or to course-correct in order to 
improve performance. This regular analysis can 
generate early warnings about market 
developments beyond just the effectiveness of 
the incentive program.

SkinCeuticals, a premiere skincare product line 
by L’Oreal available only through approved 
dermatologists, relies on a B2B loyalty platform 
to reward its sales channel and incentivize 
dermatologists to purchase its products. The 
system includes a full financial reporting and 
analytics suite for L’Oreal as well, for tracking 
program performance and results. In the first two 
years since the launch of the program, L’Oreal 
has seen 60% active engagement of qualifying 
physicians, with an average sales lift of 25% 
attributable to the loyalty program.

RECOMMENDATIONS

Have Clearly Defined Business Objectives An 
effective B2B incentive program must be 
well-defined up front, with clear targets in mind. 
Brands that deal with many different kinds of 
channel partners may have to narrow the scope of 
their incentive programs, focusing on those partners 
that offer the most value overall. Rewards should be 
structured with this group in mind, in order to better 
influence their performance. Specific, measureable, 
data-driven program indicators will help in 
monitoring the success of the program – and in 
tweaking it down the line. 

Identify Data Requirements & Sources The 
most vital component in designing an incentive 
program is data – data on who each channel 
partner is, what incentives they respond to, and how 
effective those incentives prove to be on sales, 
amongst other indicators. Identifying and gathering 
such data is critical to the design of the program 
rewards structure and its measurement. The more 
data that can be gathered from different sources in 
the sales process – even from end users -- the 
better. Structure the data capture route accordingly.
Remington wanted a way to drive channel sales and 
get retailers purchasing more from their 
wholesalers. Snipp created a special B2B retail 
sales allowance program that incentivized retailers 
to register themselves with the wholesalers they 
frequent – who then uploaded their monthly sales 
by retailer. Using this data, Snipp tracks the 

performance of participants, calculates their 
promotion bonuses and sends them their rebates.

Create Incentive Structures That Offer 
Rewards at All Levels  An incentive program 
needs to offer enough value to channel partners to 
get their attention. If the program is point-based 
with rewards accruing over time, then these points 
need to accrue at rates fast enough to keep 
program participants excited about their progress 
toward the rewards they want. Many programs 
have found success with multi-tiered rewards 
structures, in which the first-tier target can be 
easily attained – offering motivation to continue 
along the path. The highest tier targets can be set 
at a point hit only by an elite few. Research shows 
that core performers tend to exert more effort if 
given additional tiers, whereas ‘laggards’ typically 
aim for and are satisfied with achieving a first-tier 
target. These kinds of multi-tier incentives can 
therefore offer value to partners of all performance 
levels.

Bacardi wanted to build long-term B2B loyalty by 
creating a loyalty ecosystem amongst their network 
of vendors, including bars and nightclubs. In this 
unique B2B loyalty program, called Bar Talk, Snipp 
established a platform that allowed participating 
businesses to earn rewards from four rewards 
packages. Simply partaking in the program earns 
one reward package and subsequent rewards can 

Build a solid feedback loop

Online retailer Stitch Fix asks their customers 
a series of questions to understand their style 
preferences prior to delivering hand-selected 
items to their homes. Stylists use information on 
what they choose to keep, and what they 
choose to return in order to better understand 
customer preferences and improve their 
recommendations over time. 

77% of marketers use email for 
personalization efforts over other channels*. 
Why? For one, it’s a good place to begin 
developing personalization tech, but it also 
works! 

67% of Millennial and Gen X shoppers say 
they enjoy email reminders from brands and 
retailers that highlight previously viewed 
products, and may also contain special offers. 

By starting with email, marketers can begin to 
create micro-segments based on customers’ 
click and open patterns, and, by updating this 
data constantly, these micro-segments can 
develop a high level of granularity. Eventually, AI 
can be leveraged to create actionable insights, 
and to send out targeted and personalized 
marketing messages. 

*According to Evergage 

Start with the basics 
As marketing becomes more and more customer 
focused, understanding what customers respond 
to (and what they don’t!) is vital. Brands need to 
learn the importance of feedback, so that this 
data can continue to inform the company of 
what works and what doesn’t. By asking 
shoppers for their opinions and preferences, and 
curating the right products for them via trial and 
error, a brand can build a personalized 
experience over time — which builds customer 
loyalty. 
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Brands need to invest in creating a unified data 
view of customers across all channels, in-store 
or online, mobile or social. But 55%  of 
marketers don’t feel they have sufficient data 
and insights for effective personalization. 
Retailers now have to compete for a customer’s 
data by making their experiences as personal 
and enjoyable as possible. Loyalty programs can 
be a useful mechanism for this, because not 
only do they encourage consumers to willingly 
share their information, they go a long way 
towards fostering a long term emotional 
connection between brand and consumer. 

306% higher lifetime value is found with 
consumers that have an emotional connection to 
a brand.

77% of consumers say loyalty programs 
make them more likely to stay with brands.  

87% of loyalty program members say they 
are open to sharing private data in order to 
receive access to personalized rewards or 
engagements. 

Bavarian Inn needed to build an enhanced 
customer experience, glean data from separate 
locations, and identify and incentivize high 
performing guests. Snipp guided the evolution of 
Bavarian Inn’s loyalty program, “Bavarian Inn 
Perks Club”, which integrated 3 different POS 
into one platform, and automated previously 
manual processes for both Bavarian Inn and its 
customers. Bavarian Inn Perks Club also 
leverages SnippCheck, allowing members to 
earn points simply by uploading their receipt at 
the point of purchase.

Invest in loyalty programs to 
engage customers

f’real foods leveraged SnippLoyalty Enhanced 
to create “f’real perks”, a mobile-first loyalty 
program powered by a core receipt processing 
engine. Consumers simply submit their purchase 
receipts to earn points, and they can also earn 
even more with engagements such as 
registration, profile updates, login activities, 
watching videos, and social sharing. 
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Today's consumers expect, if not a truly 
personalized experience, then at the very least a 
frictionless, effortless one across all channels 
and touch points. Everyone’s familiar with the 
ease of ordering via amazon and are 
accustomed to one-touch service delivery. 
Customers want such ease from all their 
interactions with brands, whether via mobile, 
website or an app. Those that require one more 
step than necessary will find themselves falling 
behind. 

Snipp developed a similar solution for Clinique, 
where its loyalty program members could earn 
rewards points on purchases by simply uploaded 
their receipts. Snipp’s API then awards loyalty 
points via an integration with the website. 

Yves Saint Laurent integrated Snipp’s receipt 
validation technology into their ongoing loyalty 
program to ease the process of points 
redemption. Consumers simply upload their 
receipts through the YSL loyalty site, which 
Snipp validates via its SnippCheck API, making 
it seamless and simple for consumers to earn 
points for purchase. 

Make interactions friction-free
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Snipp is a global loyalty and 
promotions company with a singular 
focus: to develop disruptive 
engagement platforms that generate 
insights and drive sales. Our solutions 
include shopper marketing promotions, 
loyalty, rewards, rebates and data 
analytics, all of which are seamlessly 
integrated to provide a one-stop 
marketing technology platform. We 
also provide the services and expertise 
to design, execute and promote client 
programs. SnippCheck, our receipt 
processing engine, is the market leader 
for receipt-based purchase validation; 
SnippLoyalty is the only unified loyalty 
solution in the market for CPG brands. 
Snipp has powered hundreds of 
programs for Fortune 1000 brands and 
world-class agencies and partners. 
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