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OpenDNA chases marketing’s holy grail

OpenDNA CEO Jay Shah (left) and chairman Grant Pestell at its listing on the ASX. OpenDNA’s AI 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

Lifehappensonthenet.
Whetheryou’reorderingacoffeeororganising

aninternationalconference,yourcommunications
areincreasinglyconductedandyourdecisions
enactedviathedigitaluniverse.

Livingsomuchofourlivesonlinegeneratesa
wealthofdata,butthiscanbeamixedblessing.

Whiletheinternetgivesusgreaterpotentialthan
everbeforetofindwhatwewantandtohaveour
needsmet,inreturnwearebombardedbya
snowstormofoffers–manyunsolicited,some
irrelevant.

Forcompanies,thechallengeistocutthrough
thestormandidentifytheindividualconsumers
whoreallymatter.

‘‘Oneofthebiggestproblemsforcompanies
doingbusinessonlineiscustomerchurn,’’saysJay
Shah,managingdirectorandCEOofleading
artificialintelligencecompanyOpenDNA.

‘‘Customersjusthavetoomuchchoice,toomuch
information.Socompaniesarenowfocusingon
retainingthecustomerstheyhave.

‘‘That’sfarcheaperthanlosingoneandacquiring
another.’’

OpenDNA’sartificialintelligencesystem
combinesmachinelearning,neuralnetworksand
naturallanguageprocessingtobuilddetailed
‘‘psychographic’’andbehaviouralmapsfor
individualusers.

Itisstandardpracticeforacompanytocollect
dataonhowtheirusersinteractwiththe
informationandcontentitpresentsonline.

TheOpenDNAdifferenceisthat,onceitsclients
integratesystemintotheirappsorwebsites,
OpenDNAanalyseseachuser’sbehaviouracross
theentirerangeofOpenDNA-poweredappsand
websites.

Bytriangulatingthedatafromtheseandother
sources,OpenDNAcanbuildaunique
psychographicprofileofeachindividual.

Thatcomprehensive‘‘OpenDNAprofile’’notonly
capturesthelikes,dislikesandinterestsofthe
specificuser,butrevealshowrelevanttheyfindthe
content.

Thisdeliversapictureofwhatuserslikeand
dislike,aswellasshowinghowstronglytheyfeel
thisway.

‘‘Thisissomethingnoothercompanyhasbeen
abletoachievesofar,’’saysShah.

TheOpenDNAapproachdiffersincrucialways
fromexistingpersonalisationservices,hesays.

Mostexistingservicesusefragmenteddata
drawnfromseveralunconnectedsourcesandseek
togroup‘‘similar’’consumersintocategoriesinan
attempttoworkoutwhattheymightbe
interested in.

‘‘Tryingtoobtainatrulyaccurateimpressionof
anindividualinthiswayisabitlikelookingata
photographofsomeonetakenthroughafrosted
window,’’Shahsays.

‘‘Youcanunderstandthesubjectingeneral
terms,butpiecesaremissingandthere’sno
guaranteethepersonlooksexactlythesametoday
aswhenthephotowastaken.’’

Shahsaysbusinessesstillstruggletoprovide
trulyrelevantandpersonalexperiences.

Inaworldwhereconsumersexpectpersonalised
service,thishasimplicationsforretention,
customerconversionratesandultimatelyrevenue.

OpenDNA’salternativeapproachbeganwith
consideringthedriversforconsumerbehaviour.

‘‘Tobuildasystemthatwouldknowauservery
wellandlearnfromthatuser,weneededto
understandthepsychologybehindhowpeople
makedecisions,’’hesays.

‘‘Ourplatformnotonlyexplainsthe‘‘what’’of
decisions,butalsothe‘‘why’’.

‘‘Thisenablesustotrulyunderstandtheuserat
anindividuallevelandcreatethesinglecustomer
view.

‘‘It’slikegettingrecommendationsforthings
fromafriendwhoknowsyouwell.’’

Marketershavelongconsideredthe‘‘single
customerview’’–aholistic,unifiedpictureofeach
customerandwhatdrivesthem–tobetheirholy
grail,buttherealityhasprovenelusive.

ShahsaysOpenDNA’stechnologyrepresentsa
breakthroughintermsofcustomertargetingand
relationshipmanagement,andinturnhelpsto
increasetheengagement,retentionandsales
conversionratesthatdrivehigherrevenue.

OpenDNA’spricingmodelchargesalicencefee
basedonnumberofusers,togetherwithanydata
connectionsmadetotheOpenDNAsystem.

Alternatively,insteadofaconnectionfee,clients
canpayapercentageoftheadvertisingrevenue
theyaccrueusingthesystem.

‘‘TheOpenDNAsolutionhasbeendevelopedto
beindustryagnostic,allowingbusinesseswithin

multipleindustrysectors,rangingfrompublishing,
entertainment,finance,communications,
businessintelligenceande-commerce,toplugin,’’
Shahsays.

Companiesofanysizecaneasilyusethe
technologytomoreaccuratelydefinetheirusers
andautomaticallystartdeliveringmorerelevant
andpersonalisedexperiences,hesays.

‘‘WealreadycountaluxurypublisherintheRobb
Reportamongourclients,aswellasatier-one
retailerintheEndeavourDrinksGroup(ownedby
Woolworths),anAndroidphonemanufacturer,and
oneofthefastest-growingbusinessintelligence
companiesintheUS,Looker.

‘‘Weseepsychographicsashavinganenormous
roletoplayinthebusinessenvironmentofthe
future,notonlyinincreasingthequalityof
experiencesfromtheuserperspective,butalso
creatingdeepunderstandingsforourclientsof
theirconsumers,whichcandriveefficiency,
revenueandsatisfactionlevels.

‘‘Thegrowthpotentialisenormous.’’
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