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ADVERTISING FEATURE

Personalising digital experiences

Lifehappensonthenet.
Whetheryou'reorderingacoffeeororganising
aninternational conference, yourcommunications
areincreasingly conductedandyourdecisions

enactedviathedigital universe.

Livingsomuchofourlivesonlinegeneratesa
wealth of data, butthis canbeamixedblessing.

Whiletheinternetgivesusgreater potentialthan
everbeforetofindwhatwewantandtohaveour
needsmet,inreturnwearebombarded bya
snowstorm of offers—many unsolicited, some
irrelevant.

Forcompanies, thechallengeistocutthrough
thestormandidentify theindividualconsumers
whoreallymatter.

“Oneofthebiggest problemsforcompanies
doingbusinessonlineiscustomerchurn,” saysjay
Shah, managingdirectorand CEO of leading
artificialintelligence company OpenDNA.

“Customersjusthavetoomuchchoice, toomuch
information.Socompaniesare now focusingon
retainingthe customerstheyhave.

“That'sfarcheaperthanlosingoneandacquiring
another.”

OpenDNA'sartificialintelligencesystem
combines machinelearning, neural networksand
naturallanguage processingtobuild detailed
“psychographic”and behavioural maps for
individualusers.

Itisstandard practiceforacompanytocollect
dataonhowtheirusersinteractwiththe
informationand contentit presentsonline.

TheOpenDNAdifferenceisthat, onceitsclients
integratesystemintotheirappsorwebsites,
OpenDNAanalyseseachuser’'sbehaviouracross
theentirerange of OpenDNA-powered appsand
websites.

Bytriangulatingthedatafromtheseandother
sources,OpenDNAcanbuildaunique
psychographic profileofeachindividual.

Thatcomprehensive “OpenDNA profile” notonly
capturesthelikes, dislikesandinterestsof the
specificuser, butrevealshowrelevant theyfind the
content.

Thisdeliversapictureof whatuserslikeand
dislike,as wellasshowing howstrongly theyfeel
thisway.

“Thisissomething noothercompanyhasbeen
abletoachievesofar,”saysShah.

TheOpenDNAapproachdiffersincrucial ways
fromexisting personalisationservices, hesays.

Mostexistingservices use fragmenteddata
drawnfromseveralunconnectedsourcesandseek
togroup “similar” consumersintocategoriesinan
attempttoworkoutwhatthey mightbe
interested in.

“Tryingtoobtainatrulyaccurateimpressionof
anindividualinthiswayisabitlikelookingata
photographofsomeonetakenthroughafrosted
window,"” Shahsays.

"Youcanunderstandthesubjectingeneral
terms, but piecesaremissingandthere’'sno
guaranteethe personlooksexactlythesametoday
aswhenthephotowastaken.”

Shahsaysbusinessesstillstruggle to provide
trulyrelevantand personal experiences.

Inaworld whereconsumersexpect personalised
service, thishasimplications forretention,
customerconversionratesand ultimatelyrevenue.

OpenDNA chases marketing’s holy grail

OpenDNA CEO Jay Shah (left) and chairman Grant Pestell at its listing on the ASX. OpenDNA's Al system builds behavioural maps for individual users.

We see psychographics as
having an enormous role
to play in the business
environment of the

future.
Jay Shah, managing director and
CEO of OpenDNA

OpenDNA'salternativeapproachbeganwith
considering thedriversfor consumerbehaviour.

"Tobuildasystemthatwould knowauservery
wellandlearnfromthatuser,weneededto
understand the psychology behind how people
makedecisions,” hesays.

"Ourplatformnotonlyexplainsthe “what” of
decisions, butalsothe“why".

“Thisenablesustotrulyunderstandtheuserat
anindividualleveland create thesingle customer
view.

"It'slike gettingrecommendations forthings
fromafriendwhoknowsyouwell.”

Marketershavelongconsidered the “single
customerview"-aholistic, unified pictureof each
customerandwhatdrivesthem-tobetheirholy
grail,butthereality has provenelusive.

ShahsaysOpenDNA'stechnologyrepresentsa
breakthroughintermsof customertargetingand
relationshipmanagement,andinturnhelpsto
increasetheengagement, retentionandsales
conversionratesthatdrive higherrevenue.

OpenDNA's pricingmodel chargesalicencefee
based onnumberof users, togetherwithanydata
connectionsmadetothe OpenDNA system.

Alternatively,instead of aconnectionfee, clients
canpayapercentageoftheadvertisingrevenue
theyaccrueusingthesystem.

“The OpenDNA solution hasbeendevelopedto
beindustryagnostic,allowing businesses within

multipleindustry sectors, ranging from publishing,
entertainment, finance, communications,
businessintelligenceand e-commerce, toplugin,”
Shahsays.

Companiesofanysizecaneasilyusethe
technologytomoreaccuratelydefine theirusers
andautomaticallystartdeliveringmorerelevant
and personalised experiences, hesays.

“Wealready countaluxurypublisherinthe Robb
Reportamongourclients,aswellasatier-one
retailerinthe Endeavour Drinks Group (owned by
Woolworths),an Android phone manufacturer,and
oneofthefastest-growingbusinessintelligence
companiesintheUS, Looker.

“Wesee psychographicsashavinganenormous
roletoplayinthebusinessenvironmentofthe
future, notonlyinincreasingthe quality of
experiencesfromtheuser perspective, butalso
creatingdeep understandingsforour clients of
theirconsumers, which candriveefficiency,
revenueandsatisfactionlevels.

“Thegrowth potentialisenormous.”
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