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La opinion real de los

consumidores sobre la
personalizacion

Cada afo, las empresas invierten tiempo y dinero en
esfuerzos para personalizar la experiencia del cliente, con
un gasto mundial que asciende a miles de millones
anuales.' En 2023, un considerable 92% de las empresas
afirman que estan adoptando la personalizacion
impulsada por la IA para adaptar las experiencias a los
clientes individuales 2

Estéa claro que las organizaciones consideran prioritaria la
personalizacion, pero jqué opinan los consumidores al
respecto? Cudles son sus expectativas en cuanto a
Experiencias del Cliente personalizadas y hacen las
marcas lo suficiente para satisfacerlas?

Para averiguarlo y desvelar insights préacticos para las
marcas que buscan mejorar sus capacidades de
personalizacién, Medallia encuestd a 2.000
consumidores estadounidenses en agosto de 2023
sobre sus experiencias. Nuestros hallazgos arrojan luz
sobre lo que los consumidores realmente piensan acerca
de la personalizacion, cémo la personalizacion afecta el
gasto del consumidor vy la eleccion de marca, y qué
caracteristicas de personalizacion les importan mas a los
consumidores.
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https://venturebeat.com/ai/92-of-businesses-use-ai-driven-personalization-but-consumer-confidence-is-divided

The State of Personalization

Consumer awareness of personalization is high.
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Most Consumers Know About Personalization

78% have heard of personalization 22% haven't heard of personalization

Most brand interactions aren’t very personalized.

Only 26% rate the level of personalization in their last company interaction as a 9 or 10 on a 0-10 scale.

Personalized experiences drive consumer spending and brand choice.

Most consumers say they're willing to spend more with a company if they can offer a
customized experience (61%) — and even more (82%) say personalized experiences influence
the brand they choose at least half of the time when shopping.
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Insight #1: Recognizing and remembering customers
are two of the most effective personalization tactics.

Consumers want brands to remember their history and interactions, reward them for their loyalty, and
streamline the customer journey by being responsive to their needs in the moment.

The Elements of Personalization That Matter the Most

The following personalization strategies are most likely to have a positive impact on the customer experience.

About the table: Consumers were asked to rate a range of personalization factors on a scale of 1to 5 of how positive an impact
the personalization effort has on their experience. The following are the top elements (out of 34) that consumers rated as a 4 or 5,

meaning personalization had a moderate (4) or strong (5) positive impact on their experience.
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Receiving special recognition,
rewards, or treatment for
customer loyalty.

Not having to repeat the
information that's already been
provided when transferred to a
new customer service agent.

Being offered forgiveness
or understanding for late
payments, returns, etc.

Getting proactive help when an
error or issue is detected (i.e.
account is locked, service is
down, etc.)

Customer service agents
being able to see customers’
full history of the times they’ve
contacted the company.

Being treated to a special
offer or free itemon a
customer’s birthday.
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Insight #2: Avoid overpromising and underdelivering
on personalization.

More than half of consumers say brands have asked for their information multiple times without using it to
personalize their experience. A similar share of consumers say that a company has made the claim that they
would provide a customized experience but then failed to deliver.
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Personalization continues to be an opportunity for most brands

Personalization is a powerful strategy that can be used to strengthen both brand loyalty and fuel customer
spend. There's a huge opportunity for brands to better recognize and remember customers — particularly
during customer service interactions, throughout the digital browsing experience, and at key milestones, such
as on customers’ birthdays and as customers demonstrate their loyalty.

About the Study

Medallia Market Research gathered responses from 2,000 participants from August 9-11, 2023 using Medallia’s CheckMarket survey
platform and Medallia’s Sense360 research panel.

Weighting has been applied based on U.S. census distribution of age and gender.

About Medallia

Medallia is the pioneer and market leader in customer, employee, citizen, and patient experience. Medallia
Experience Cloud captures billions of experience signals across interactions including all voice, video, digital,

loT, social media, and corporate-messaging tools. Medallia uses proprietary artificial intelligence and machine
learning technology to automatically reveal predictive insights that drive powerful business actions and outcomes.
For more information visit www.medallia.com.

Follow us: in medallia N\ blog.medallia.com ¥ @Medallia
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