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Consumers aren’t just seeking a better 
experience while shopping – they’re 
shopping for experiences. 
Instead of buying products, they are 
seeking out broader concepts of value 
like nutrition (not just groceries), fitness 
(not just running shoes), wellness (not 
just health insurance), vacations (not just 
hotel rooms) and style (not just apparel). 
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Personaliza�on vs. Hyper-personaliza�on: What’s the difference? 

 to make
something personal

Personalized to the individual:

Contextual to the situa�on:

Timely:

You might think that you’re hyper-
personalizing, but chances are you’re only 
skimming surface. You need to augment your 
frontline systems and stakeholders with a 
new kind of intelligence – Connected 
Consumer Intelligence  
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hyper-personalization

most opportune

Retailer Perspec�ve Personaliza�on Hyper-personaliza�on 

Consumer Perspec�ve Personaliza�on Hyper-personaliza�on 

digital trust

Hyper-personalization Maturity Index 

4



Phase 1: Data and Analy�cs: It All Starts with Data 

Phase 2: Predic�ve and Prescrip�ve Insights: The Elusive Link between Data and Ac�on 
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Phase 3: Hyper-personalized Interac�ons: Delivering Prescrip�ve Recommenda�ons in the 
Moment 

Phase 4: Hyper-personalized Connected Experiences: The Sum is Greater than the Parts 
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Connected Consumer Intelligence

The Outcome: Growth, Loyalty and Differen�a�on 

not “the new black.
short-term fad 

Retail Apocalypse

Implementa�on Approaches and Considera�ons 
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No Ma�er the Solu�on Approach, Future-Proof Now 
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Approach #1: The Pla�orm Vendors 

your

Approach #2: The Niche Vendor 
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analytics

Approach #3: Homegrown 
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Approach #4: Hybrid 

Summary 
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https://www.tcs.com/what-we-do/products-platforms/tcs-customer-intelligence-insights
tcs.dss@tcs.com


