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coo About me

FROST ¢ SULLIVAN

-

20+ years working in research and design (but I’'m no
designer)

Start-ups to Fortune 100s
UX Researcher, Strategic Planner, and former chef

Hospitality, yes, but also everything from gyms to live
fire exercises to surgeries



ocoo Hyper-Personalization

Higher

Automation

conversion
rates
Enhanced Reduced
customer loyalty chun b duced
customer
Increased s
acquisition costs

customer

Competitive  |ifetime value

differentiation Lower basket

Bynamic abandonment
pricing . Better
Greater ROI inventory
on marketing management

spend

Easier navigation

Customized Personalized 24/7
landing pages  customer service

Streamlined Relevant
customer promotions
and offers

FROST ¢ SULLIVAN

Internal

What Defines Hyper-Personalization

* Proactive

* Predictive

* Individualized
e Targeted

e Contextualized
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ocoo Hyper-Personalization

FROST ¢ SULLIVAN

Hyper-personalization, while offering significant
potential, also presents significant challenges:

Data privacy concerns

Resource-intensive data collection and
analysis

Over-personalization

Constant maintenance and adaptation
Potential for algorithmic bias

Data Accuracy

And the list goes on...

-



ocoo Hyper-Personalization

Striking a Balance

e Aligning quant and qual data

Al + People
* Tools to optimize the information streams
e Pitfalls and recommendations

» What drives (and how to avoid) creepiness

FROST ¢ SULLIVAN

Internal



oo o Quant Data: What and How -

Large sample data is the backbone, but quantitative data alone

IS problematic:
o Quantitative is incremental, so long-tail behaviors can be difficult to categorize

« Data accuracy can be easily skewed
« Data focuses on Individuals vs. Cohorts (i.e., relationships)

FROST ¢ SULLIVAN HFrostCX



oo o Qual Data: Why

Individual behavior is shaped

by three overarching factors:
o Psychology: Taste, Temperament,

and Experience JRGET
« Language: Semantics and Semiotics

o Culture: Shared worldview

FROST ¢ SULLIVAN HFrostCX



oo o The Promise of Al

« Removing clutter: L aon P,
- ldentifying “noise” and feigned
causality
« Connecting potential dots: e e |
- Aligning "outliers” and data At o e e i R Y e
through time S e
o EXxperimentation:
- Increased opportunities for rapid _ _ |
test and learn B ————

Bloomberg [ | oow sones
e DLEE"] PREMISE . :
| xgnite B

Baicy
Open Source

chine Learning

GARMIN fvEmmErs
STREETLINE &

Matt Turck (@mattturck), lim Hao (@jimrhao), & FirstMark Capital (@firstmarkeap) FIRSTMARK

FROST ¢ SULLIVAN HFrostCX



oo o Al and Understanding Context -

While the data may come from multiple sources, Al rarely understands the
context:

Shared interactions

Culture

Positive outliers

Socio-political landscape

Demographics

Seasonality

Time of day

Emotion

!h"d:,‘&‘

"I".‘Ih"';;

FROST ¢ SULLIVAN HFrostCX



| Z
<
>
e

=
o

= N
@)
ad
e







Ooh 9

So how do you get around the problem?

FROST ¢ SULLIVAN HFrostCX
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Bringing It Together

Call Workflow

i o~ = --_ —_— - bl - - = bl -
! = -m|m - -—-— LR LN =
Reservation Workflow
- Adunvticnmant and ing agery
—— __=__ o — ] -___i= Office on the web Frame
e e —— =
] 5 5 A 1 No Advertisement
- = Ed ll
= -

- Lack of properties' images

T = : _— e Information
e S o et R 7 2 1 L - - ,-—- - = e
=~ - mmm = = mm Hotel lingo non-familiar to
users
Lack of clarity on what is
= -- = included or not (F&B and
. T R AV)
s | ]

il

Payment

Some payments are
getting lost

Some properties don’t
allow payment
Immediate booking logic

Users receive better
rates with colleagues

large group
2 restrictions ,
bharma

rs don't get
-up email or

FROST ¢ SULLIVAN

Services Blueprints

e Service blueprints
e Cross-pollination

e Defining what you can influence

HFrostCX



Anatomy of Service Design — Holistic View of Frontstage and Backstage

1. STAGES

Key events triggering new needs and
informing actions

4. LINE OF VISIBILITY

The ‘line of visibility’ separates
the front stage from the
backstage actions. Everything
that appears above the line
can be seen bythe users,
while everything under the
line ofvisibility is invisible.

................

uuuuuuu

mmmmmmm

Infrastructure

Platform

Opportunities

7. INTERNAL NEEDS / DEPENDENCIES

Internal requirements and needs. Call out
any business or technical dependencies on

others or other actions.

FROST ¢ SULLIVAN

Internal

2. USER ACTIONS

Actions and decisions taken by the user.

8. INFRASTRUCTURE

Activities, people, partners and assets that

support the service.

3. LINE OF INTERACTION

Touchpoints where the user comes into
contact with the service delivered.

5. RELATIONSHIPS & DECISION POINTS

Internal actions and decisions
taken by the user’s primary
mterlocutor.

6. ACTIONS

Key actions and tasks serving
to the smooth functioning of
the organization.

10. KPIs

Mapping business goals and
KPTI's to opportunities
uncovered.

9. PLATFORMS & DATA
Indispensable capabilities, data, tools,
systems and components to deliver the
service.

14



EE T | Email Workflow

Call Workflow Chat Workflow
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coo Acting On It
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* Experimental designs
e Constant adjustment

e Opportunity maps

d Pivot

HFrostCX



ocoo Acting On It: Search
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Traveler
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Pitfalls and
Dangers
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oo o Filter Bubbles -

Excessive personalization leads to
consumers being trapped in "filter
bubbles," where they only see content
that reinforces their existing beliefs and
preferences. Al has a tendency to
amplify this problem.

FROST ¢ SULLIVAN HFrostCX



oo o Limited Discovery -

Over-personalization can limit
customers' exposure to new ideas and
options, hindering their growth and
engagement. Satisfaction becomes
hedonistic and diminishes experiential
highs.

FROST ¢ SULLIVAN HFrostCX



oo o Trust Erosion -)

Over-personalization damages
customer trust if it feels like the brand is
using personal information
inappropriately. Al without human
intervention can become overly
intrusive.

FROST ¢ SULLIVAN HFrostCX



oo o Over-Saturation -

Too many offers can become annoying,
leading to messaging and offers being
ignored. Frequency of messaging must
align with the frequency of use of the
product or service, as well as the mental
and cultural models of appropriate
frequency.

FROST ¢ SULLIVAN HFrostCX



oo o Mistaken Adjacencies -

Just because the system has identified
a correlation between data points, thus
providing opportunities, we need to be
careful about how we react.

w
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[ - R
i im0 A
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Avoiding The
Creep

FROST ¢ SULLIVAN

Internal



oo o Avoiding the Creepy Factor -

Context of Use:
« Environment
o Conditions

« Need
« Desire

FROST ¢ SULLIVAN HFrostCX



oo o Relevance and Context

FROST ¢ SULLIVAN HFrostCX



oo o Relevance and Context -

FROST ¢ SULLIVAN HFrostCX



oo o Relevance and Context -

FROST ¢ SULLIVAN HFrostCX



coo Summary

* Data is not enough
* Al will streamline the research process, but can’t replace it

* Aligning user context with your business needs is more important
than ever

* Seek behavior change through time, not reactionary impulses

* Apply the golden rule

FROST ¢ SULLIVAN
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Thank You

é Questions?

FROST ¢ SULLIVAN #FrostCX
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