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Introduction

Let’s put it simply: Good user experience means giving your customers a 
positive experience at every step. Whether it’s your website, online store, 
or the process of booking a service, your goal is for them to leave feeling 
satisfied. When customers enjoy the experience, they are more likely to 
make a purchase, book a meeting, or sign up for your service. 




What really makes a difference today is making the experience personal. 
When people feel like something is tailored to them, it has a bigger 
impact. In fact, research from the latest State of Personalization report 
shows that 85% of companies are now changing their approach to meet 
the individual needs of younger customers, particularly Generation Z, 
who are becoming the most active in the market. 

The reason is simple—personalization makes interactions more engaging 
and meaningful. The result? Customers, both existing and potential, are 
more inclined to interact with your business, regardless of the industry.



As technology advances and AI becomes a larger part of our lives, hyper-
personalization is no longer just a buzzword or trend. It’s here. 

So, what does this shift mean for all of us? 

Personalization vs. hyper-personalization  

of companies are currently planning to adjust or optimize 
their marketing strategy to accommodate the unique 
needs and preferences of Gen Z consumers.

The State of Personalization Report 
(Twilio, Segment) 2024

85%
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Let’s say you run an online store. If a customer has mostly bought men’s 
sneakers, they’ll see recommendations for similar products because 
that's what they’ve shown interest in. You might also use surveys or past 
communication with customer service to refine these suggestions, but 
they’re still based on past behavior.




But what about the present? Or more complex interactions that can’t be 
captured by basic personalization algorithms? This is where hyper-
personalization comes in. It’s a more advanced and precise form of 
personalization, powered by AI, which reacts not only to past actions but 
also to what’s happening in real-time. These AI algorithms can consider 
factors like:  

By leveraging real-time information and advanced AI, hyper-
personalization allows for more tailored and contextually relevant 
experiences than standard personalization. 




For example, if your online store uses hyper-personalization to suggest 
products in real-time, it might notice that temperatures are dropping in

a specific region. The system could then identify customers who’ve 
previously bought warm clothes and send them personalized 
recommendations for jackets, targeting those living in the affected area. 

 



This is just one of the countless ways hyper-personalization can be 
applied, thanks to AI and real-time data access. 
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The customer’s current location 

Weather conditions 

Time of day 

And other relevant data points you have access to



The role of AI in

hyper-personalization

AI comes in handy for hyper-personalization, especially when analyzing 
vast amounts of user/customer data in real time. Thanks to machine 
learning, predictive analytics, and other AI-related technologies, hyper-
personalization algorithms can quickly identify individual customer 
preferences and behaviors and use this input to provide them with highly 
personalized and relevant product/service/content recommendations.




Even today, over 70% of brands agree that this technology is a true 
game-changer in the personalization area. 



 

But before we get to AI in UX 

and hyper-personalization, let’s take 

a step back and see how personalization 

evolved over the years.

More than 7 in 10 (73%) brands agree: AI Adoption will fundamentally 
change personalization and marketing strategies

The State of Personalization Report (Twilio, Segment) 2024
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The evolution of

personalization 

in UX

Just a few years ago, personalization was almost always static. 

This means that customers were segmented based on generic factors 
such as age or location. Marketers were sending the same or very similar 
messages and offers, just tailored to a given segment, with no tracking

or paying attention to the unique traits and behaviors of individual 
customers. UX was merely a predefined set of experiences aimed

at all the users (or large groups of them).

Things changed with new technologies that allowed quick and easy 
access and analytics of even large sets of data. Here, we talk primarily 
about AI and big data analytics. With these tools available, marketers 
could easily analyze large amounts of customer/user data and spot and 
resonate with smaller and smaller groups of customers. We no longer 
had segments that comprised men in general, but men interested in 
sneakers, then men interested in Nike sneakers, up to the point where we 
could notice and react to the preferences and needs of every single user. 

 



Thanks to these technologies, hyper-personalization became possible. 
And this technology makes the most of past data coming from multiple 
sources (think online store, website, mobile app, social media profiles) as 
well as real-time data referring to each and every customer individually. 
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The role of technological advancements in 
driving the shift toward hyper-personalization



Imagine you live in 2005 again. You can send out emails to your 
recipients (great if they can greet customers by their first name!) with 
offers that are generally tailored to specific segments of your customers, 
but that’s pretty much it. As a result, the offers you send are somewhat 
generic and not necessarily relevant to each user. You can’t really adapt 
to individual user behaviors or spot differences between users in the 
same segment. As a result, it’s extremely difficult to engage users at

a personal level. 

 



In the early 2000s, Amazon* was first experimenting with 
personalization algorithms. They employed a technology called 
collaborative filtering (we’ll talk more about it in a moment), and their 
product recommendations were labeled “Customers who bought this 
also bought that” or “Customers Who Bought Related Items Also 
Bought”: 

And now, we go back to 2024. You have far more possibilities, and with 
AI and hyper-personalization, you can not just overcome the challenges 
of the past but also provide users with a very interactive approach to 
personalization.  

*https://knightcolumbia.org/content/understanding-social-media-recommendation-algorithms;

https://thenoisychannel.com/2009/01/31/amazon-customers-who-bought-related-items-also-bought/  
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Early personalization techniques

and their limitations

Image source:

https://thenoisychannel.com/wp-content/
uploads/2020/09/dbfe6-related-items.jpg

Segments don’t matter; individuals do.

https://knightcolumbia.org/content/understanding-social-media-recommendation-algorithms;
https://thenoisychannel.com/2009/01/31/amazon-customers-who-bought-related-items-also-bought/  
https://knightcolumbia.org/content/understanding-social-media-recommendation-algorithms;
https://thenoisychannel.com/2009/01/31/amazon-customers-who-bought-related-items-also-bought/  


In financial services, Adobe's "Personalization Maturity Framework" 
outlines a clear progression from basic segmentation to hyper-
personalization, also known as "segment of one" or one-to-one 
personalization. This is often called the holy grail of personalization, 
where each customer is treated as an individual, with offers, content, 
and experiences tailored uniquely to them. 




Current Personalization Maturity

As organizations strive toward hyper-personalization, the challenge 
shifts from simply adapting user interfaces to designing 
personalized experience scenarios that can accommodate infinite 
user journeys. Each customer's path is unique in this approach, and 
the marketer must always be prepared with the most relevant 
messages, offers, and incentives, no matter how the customer 
arrives at a particular microsegment. Designing for such a fluid and 
dynamic user experience requires moving beyond static user flows 
and adopting a more complex approach, often called the

"user journey cloud." 

No 
personalization
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Personalization Maturity Framework 

According to Adobe 

14%

Basic 
personalization

Segment

based

Microsegment

Based

One-to-one

24%

27%

22%

12%

Source: Adobe



Personalizing what is offered in this framework becomes as critical as 
personalizing who it's delivered to. This is particularly true in large 
institutions like banks and insurance companies, where personalization 
traditionally reaches only the level of interface design, communication, 
and offering variants for broad segments. Financial products, such as 
loans or accounts, tend to have fixed structures designed for broad 
customer groups. However, the true goal of personalization in banking 
is to offer flexible, data-driven products whose internal structure 
adapts to the specific needs of a microsegment or even an individual 
customer. 



For example, imagine a loan where the interest rate adjusts 
dynamically or a feature like payment deferral becomes available 
based on the customer's behavior and their inclusion in a particular 
microsegment. These flexible products, built on data-driven insights 
into individual behaviors, are tailored to the needs of the microsegment 
or individual customer, providing a more relevant and personalized 
experience. 

 

The role of UX in this approach is to design the entire spectrum of 
possibilities that a product can offer to different customer segments. 
This involves mapping out linear user flows and designing a flexible 
and adaptive system that accounts for multiple variants of each user 
journey. In essence, each user interface and experience component 
has numerous variants, creating a "user journey cloud" that dynamically 
adjusts based on the customer's real-time behavior and context. 




Estimated impact on conversion
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Basic Segment Microsegment One-to-one

2.3%
8.4%

27.8%

43.9%

Source: Adobe



Techniques for 
implementing 

AI in UX design

Machine learning is an AI-related technology that allows those 
algorithms to improve over time as they get more customer and product 
data. In other words, the more data ML algorithms have to work on, the 
more effective they become and provide users with better 
recommendations. 



There are several types of machine learning algorithms that are used in 
UX and personalization:
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Machine learning algorithms

Collaborative 

filtering
these algorithms analyze the similarities 
between users or items to recommend 
products/services to users who display 
similar characteristics and/or interests

Reinforcement 
learning
this technology is used to continuously 
refine recommendations or experiences 
based on how users interact with them; RL 
algorithms adapt in real time to improve 
their effectiveness

Content-based 
filtering
this type of personalization takes into 
account what a given user has interacted 
with in the past; for example, if a given 
user likes comedies, a streaming platform 
will recommend comedies to this 
individual

Deep 

learning
it’s a more advanced version of machine 
learning; deep learning algorithms 
recommend products/services based on 
multiple factors such as viewing history, 
user reviews, and even less-obvious 
things such as visual patterns in movie 
posters or product packaging



One of the companies that extensively use machine learning for 
personalization and UX purposes is Spotify*. They use this technology 
concerning:

Another interesting example is 
Zalando**. They use machine 
learning (and computer vision) to 
help customers find the right 
product size at the very first try. 

This one solution allowed this 
fashion giant to reduce size-
related returns by 10%! 

Apart from obvious business 
benefits, Zalando managed to 
increase UX (their customers don’t 
need to send the ordered products 
back just because they ordered the 
wrong size).
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Spotify

Zalando

Music 
recommendations 
and search

Generating playlists

Serving relevant 
ads

And even creating music with AI-assisted 
tools

Extract audio content-rich signals for 
cataloging and other content-based 
applications

**https://corporate.zalando.com/en/about-us/what-we-do/how-zalando-leverages-technology-help-customers-find-right-size 

*https://research.atspotify.com/machine-learning/ 



That’s another AI-related technology that plays a huge role in hyper-
personalization. Predictive analytics combines past and real-time data

to come up with forecasts and predictions about your customers’ future 
behaviors and purchases. In UX and hyper-personalization, predictive 
models analyze past user behavior (including the browsed products, 
purchase history, and viewed content) in order to forecast what they will 
be likely to order or do next. Predictive analytics also becomes more and 
more effective as it gathers data about users’ activity and interests.  

 

The better customer data you have, the more accurate your predictive 
models become. That’s why it’s vital to collect as much data as possible, 
both behavioral (e.g., past purchases and viewed products) and 
demographic (e.g., location and age). Web analytics data is also 
important (e.g., the time spent on the website or visited website sections) 
as it allows you to asses customer engagement levels. 

 

Predictive analytics is a powerful tool when it comes to personalizing 
user experiences. Netflix is probably the best example here.

This steaming platform uses predictive analytics and machine learning to 
improve and personalize movie and series recommendations to its users. 
And it goes further because Netflix is capable of not only predicting what 
you’re likely to watch next but also arranging selections into rows based 
on an individual’s viewing preferences. As a result, they are more 
successful at retaining users, and users get better experiences. 

But predictive analytics can be implemented in many different ways in 
almost all businesses that rely on customer data. For instance, this 
technology can be used in email marketing to determine the best time

to send emails or to assess what kinds of emails and contents resonate 
with the target audience. As a result, you can improve your marketing 
strategies and see greater ROI on everything you do customer-wise.
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https://www.youtube.com/watch?v=sAQmj8a_aI8&t=3s

Predictive analytics

Click here to watch

https://www.youtube.com/watch?v=sAQmj8a_aI8&t=3s


Real-time data processing is where you can get ahead with hyper-
personalization. It's essential to create not only great user experiences 
but also adaptive user journeys that adapt to each customer's needs and 
circumstances. With this feature, you can adapt to each user's needs on 
the fly and provide not just dynamic but also responsive 
recommendations. 

 

You run a SaaS company, have a customer interacting with your product 
pricing section? They were initially interested in the higher plan, but this 
prospect moved on to different options upon discovering the price. Then 
enters the hyper-personalization algorithms. It can detect that this 
person is willing to subscribe to a plan but is looking for something more 
affordable. What happens then? The algorithm quickly creates a tailor-
made strategy that meets all users' needs at a slightly decreased 
monthly price. The result? A customer-centric approach, adjusting to 
precisely what is needed now and a high level of acquisition.  

 

Again, it works similarly in other settings, too. Suppose your customers 
are at the top of the funnel stage, and they're browsing content to find 
out more about your tool. With real-time data processing and hyper-
personalization, you can automatically adapt the content 
recommendations to this user's interests, thus ensuring relevance and 
increasing satisfaction. 
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Real-time data processing

Technologies behind real-time data processing 

and recommendations

There are several advanced technologies that support real-time 
personalization by processing and analyzing data in real time:

In-memory 
databases

(e.g., Apache Insight, SAP Hana, or Mimer 
SQL) are used to store data in RAM 
(instead of traditional hard drives), thus 
allowing for quick and easy access to data 
and updates for streamlined and quicker 
decision-making.

Stream processing 
platforms

(e.g., Apache Kafka, Amazon Kinesis, or 
Google Cloud Dataflow) help companies 
process real-time streams of data as they 
are generated. These systems analyze 
events on the spot (as they occur), which 
enables immediate reactions to various 
user interactions. As a result, your 
business can deliver personalized, 
adaptive experiences in real time to all 
customers.



In most cases, real-time personalization takes one of the three forms:

01. Adaptive user interfaces

This solution is especially popular with SaaS platforms. Based on the 
user’s activity, those platforms (as well as other digital tools) can change 
their interfaces to provide users with what they need/are interested in 
right from the get-go. This shortens the time necessary to interact with 
the right content and increases UX. 

02. Real-time recommendations 

Modern e-commerce businesses can provide you with real-time product 
recommendations right there on their website or app as you browse 
through different products. That’s what Amazon does – their hyper-
personalization algorithms “follow you” and recommend products as

you go, depending on your customer journey.

03. Data-driven storytelling  

In the modern approach to Personal Finance Management (PFM) tools, 
banks are shifting the burden of data analysis away from the user. 
Instead of requiring users to manually analyze their financial data, these 
tools leverage individual user data to generate real-time summaries and 
reports. The result is engaging, relevant, visually appealing content that 
builds stronger relationships and loyalty between users and the brand. 

04. Modern Conversational interfaces 

Conversational interfaces powered by large language models (LLMs) are 
becoming increasingly versatile. Interacting with them is no longer just 
about chatting with an isolated bot. AI now acts as the core of the 
interface, dynamically presenting users with relevant parts of the 
graphical interface like widgets based on user data. These elements are 
tailored not only to the conversation’s context but also to the tone, 
ensuring seamless and personalized interactions in real time. 
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While hyper-personalization offers many benefits, there are three major ones that 
should matter the most to your business. Let’s have a look at them: 

Benefits of 

hyper-personalization

Increased user engagement and experience 

That’s the very essence of every personalization and UX tool. With personalized 
content, offers, and messages, you can easily capture user’s attention and encourage 
them to take the next step in the customer’s journey. That’s because people are more 
willing to interact with the content that provides them with what they need right 
now. 

 

To track this effectively, focus on the metrics that matter:

 �

� Retention rate shows how well your app holds onto users over time. 
A high retention rate means your personalized experience is working.�

� Churn rate is the flip side of retention, indicating how many users are leaving.  
A spike in churn often signals a need for better personalization 
or engagement strategies.�

� Average session length measures how long users are actively engaging with  
your app. Longer sessions suggest your content is hitting the mark.�

� Conversion rate reflects where the magic happens, with users taking meaningful 
action, like making a purchase, after interacting with your personalized content. �

� Exit rate reveals where users are dropping off. High exit rates can help you 
pinpoint the weak spots in your app’s user journey 



But it doesn’t stop there. These metrics are just the beginning. By digging deeper into 
your user data, you can refine your approach and unlock even more opportunities to 
engage, retain, and convert your audience. 
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An interesting case study comes from Coca-Cola*. This FMCG giant

was looking for a way to deliver personalized messages to billions of 
customers around the world (mind you, Coca-Cola has over 250 brands 
in its portfolio, which made this project quite a challenging one).

Their personalization engine (delivered by Adobe) provided them with 
solutions that enabled them to handle everything from e-commerce and 
content management to real-time personalization and analytics.

All at the scale needed to reach customers wherever they might be: 

At a restaurant, neighborhood store, and everywhere else. The company 
created as many as 350 email journeys for different audiences and 
languages. 

The results speak for themselves:

Open rate for personalized reward emails

Uplift in click-through rates with personalization

Track and work on those metrics, and you'll soon see improvements 
in the way people interact with your website or digital product.

Coca-Cola 

case study

40%

63%

* https://business.adobe.com/customer-success-stories/coca-cola-personalization-case-study.html 



Hyper-personalization is based on customer behaviors, preferences,

and overall context to deliver the best user experiences, resulting in their 
satisfaction and loyalty. Why is this so vital? Primarily because hyper-
personalized experiences enable you to create a stronger emotional 
connection between the user and your brand.



When a brand understands its users and their needs and provides them 
with offers and products that meet those needs, customers are more 
likely to engage with such a brand and stick with it for many years to 
come. The market already sees the need for that. In the study we’ve 
quoted in the introduction, over 80% of surveyed companies recognized 
the importance of embedding emotional intelligence into AI 
personalization systems: 

  

Hyper-personalization is not only about making more money, though;

it's also about building trust between your brand and your target 
audience, which is crucial for building and maintaining high-quality 
relations with your customers/users.



And this is true across many different market sectors:

17© 2024 Efigence S.A. All rights reserved. 

Enhanced user satisfaction and loyalty

of business leaders expect a significant shift 
from reactive to predictive personalization 
across the industry

of companies emphasize the 
importance of embedding emotional 
intelligence into AI systems

86% 82%

Retail

Recommended products account for 35% 
of Amazon’s revenue.

Food and beverage

Recommended products account for 35% 
of Amazon’s revenue.

Streaming platforms

About 80% of watched content comes 
from the Netflix Recommendation Engine.

Healthcare

Blue Cross reported a 30% improvement 
in engagement with prospective members 
thanks to their personalization solutions.



Lastly, hyper-personalization leads to higher conversion rates.

By creating more personalized user/customer experiences, brands can 
guide users more effectively through the buying process and grab their 
attention, making it easier for them to find what they need and 
encouraging them to take action.



A McKinsey study reveals that over 70% of customers expect 
personalization from brands. 

Even more are frustrated when they don’t find it:

When users interact with the content, product recommendations, or 
marketing messages that resonate with them personally and are relevant 
to their needs, they are more likely to engage with the brand and 
complete the desired action, such as:

Loyalty

is up for grabs...

...and consumers

expect 

personalization

from the brands

and businesses

they choose

Nonpersonalized communications pose a business risk

in a low-loyalty environment.
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Higher conversion rates

76%

75%
of consumers tried a new shopping 

behaviour during the pandemic

71%
of consumers expect personalization

of consumers get frustrated

when they don’t find it

Placing an order Subscribing the service Downloading app

Source: https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-
wrong-is-multiplying
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Personalized product suggestions

According to the aforementioned McKinsey study, 67% of 
customers expect relevant product/service recommendations 
when shopping for the first time with a brand. 



You can display such suggestions on the homepage, within 
product pages, in the cart section, and even in the follow-up 
emails. When done right, personalized product/service 
recommendations can increase conversion rates by guiding users 
toward products they are more likely to purchase.

Tailored marketing messaging 

Here, 66% of customers surveyed expect this from your brand. 
53% said they expect brands to send triggers based on their 
behavior. Your marketing messaging should be polished based on 
customer behavior, previous activity, and displayed interests.

Well-crafted messaging tailored to your target audience helps you 
increase CTRs and lower cart abandonment.  

Dynamic landing pages 

You can utilize dynamic landing pages that display different 
content based on different user/customer data (e.g., location

or previous interactions). Things to customize comprise:�

� Headlines and descriptions�
� Photos�
� Calls to action�
� LP’s layout 

(it’s a good idea to A/B test long and short landing pages) 

 

In the McKinsey report, 65% of respondents said they expect 
targeted promotions, and 54% said they want brands to address 
communication personally to them. You can achieve both goals by 
introducing dynamic landing pages to your website. 

You can use at least three personalized UX features that will lead to

an increase in conversions:
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Start by gathering and analyzing data points that matter to your 
audience. Focus on understanding user intent, interests, and pain points. 
Once you have a clear picture of your audience, you can create 
personalized narratives that guide them through the customer journey. 
These narratives should feel human, not mechanical, avoiding the sense 
that a user is merely a data point. 

Data-driven storytelling 

A dynamic landing page would be nothing without storytelling. 
Like everything in marketing, the true power lies in how you convey 
a message. Data-driven storytelling is the art of transforming raw 
data into a compelling narrative that connects with your audience 
on a deeper, personalized level. 

 

At its heart, data-driven storytelling uses insights from customer 
data, whether behavioral patterns, past interactions, or 
preferences, to craft stories that speak directly to the user’s needs. 
This method turns dry information into engaging, relevant content 
beyond simple statistics. Instead, it presents a coherent story that 
helps users understand the value of your product or service in a 
way that’s tailored to them. 

How to do it? 

Best practices 

for data-driven 

storytelling: 

� Knowing your audience is essential. Segment your users based on 
meaningful data, such as demographics, behavior, or purchase history, 
to better tailor your story to their needs.


�
� Using the right data is crucial. Not all data is equally valuable, so focus 

on data that aligns with your marketing goals and reflects what 
matters most to your users.�

� Creating cohesive narratives is key. Rather than simply presenting 
facts or offers, craft a story that wraps the data in a meaningful 
context, connecting emotionally with your audience.�

� Adapting in real-time ensures that your storytelling remains relevant. 
As new data emerges, adjust the narrative to reflect user behavior and 
preferences.�

� Measuring and iterating are important for success. Track engagement 
and conversion metrics to see how well your stories are performing 
and use this information to refine and improve your approach  
over time. 
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Ethical 
considerations in 

AI-driven 
personalization

The use of AI, regardless of the application, almost always triggers 
some ethical concerns and security issues, and rightly so. Here at 
Efigence, we believe artificial intelligence should be used in an ethical 
way, and that’s why we want to address some of those questions in 
this publication.

There are three major areas that need to be taken into consideration:

Data privacy 
concerns

Mitigating bias and ensuring the fairness

of your hyper-personalization tool

Transparency and 
user trust



Data privacy concerns

Naturally, to deal with these challenges (not only in relation to AI but data 
privacy in general), countries have introduced data privacy regulations, 
such as GDPR in the EU, CCPA in California, and the Privacy Act in 
Australia. Those legal acts regulate how customer data should be 
collected, processed, and protected in order to ensure safe and ethical 
use of it. The vast majority of those acts require companies to obtain 
explicit consent to process customer data, and this refers to any AI tools 
as well. 
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The transparency of 
data collection

Sometimes, users may not be fully 
aware of how much of their personal 
data is collected when interacting 
with your brand and for what 
purposes.

Data

ownership

Many people are afraid that once 
collected, their data may be shared 
with third parties, and they will lose 
control over who can process and

access it.

Anonymization

Users may be afraid that data 
anonymization may not be fully 
effective.

Explicit

consent

Many AI tools collect and process 
personal data without explicit consent 
or “bury” user permissions in not-very-
transparent terms and conditions.

Cybersecurity

risks

There is always a risk that AI could be 
exposed to data breach or 
unauthorized access, thus 
endangering company and customer 
data (often sensitive).



Data privacy best practices

In order to act in harmony with those documents, companies can follow 
several best practices, allowing them to keep customer and company 
data safe. Of course, those regulations differ depending on the type of 
business you run, but here are some of the more universal practices you 
can follow:
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Data minimization
Only collect and process customer 
data that’s necessary for a specific 
purpose.

Privacy policy
Introduce privacy policy to all your 
products/websites; make them as 
understandable as possible.

Cybersecurity
Implement relevant cybersecurity 
measures such as firewalls, SSL 
certificates, encryption protocols, 
antiviruses, and other tools to protect 
your digital assets.

Access 
management
Implement strict access management 
policies; don’t ever give more access 
than necessary.

User consent
Obtain user consent for any data 
processing; use transparent opt-in 
mechanisms.

Data anonymization
Whenever possible, anonymize 
customer data.

Regular audits
Conduct privacy and security audits 
at least twice a year to ensure your 
company adheres to the current 
regulations and market standards.

Partner 
management
Ensure that your third-party vendors 
and business partners comply with 
relevant data privacy regulations. Sign 
data-sharing agreements that restrict 
how personal data can be used by 
them.



Transparency and user trust

Transparency is essential in all AI algorithms because it directly affects 
user trust and acceptance of your AI tools. Even though people may not 
always understand what you're doing with their data, they want to know 
that you do so in an ethical and safe way. If you want to be transparent 
about your actions, you should always explain (in plain English) how AI 
suggestions are made and using what data. This will help people 
understand how your personalization algorithms work.



As AI systems become more integrated into everyday applications

(e.g., personalized recommendations, autonomous systems), users want 
to understand how decisions that affect them are made.

 

There are several methods that will allow you to maintain transparency 
and gain user trust. Let’s analyze three of them:
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01. Clear and accessible privacy policies 

Your privacy policies should explain how personalization and other AI-
powered systems in your business use personal data in a simple and 
understandable way. Avoid unnecessary technical jargon and complex 
sentences; your goal is to help your customers understand how their

data is used and for what; that's it. 

02. User consent management 

User consent management 

Every time you collect user consent, ensure it’s stored in an easy-to-
access location. Some companies use consent management platforms 
(CMPs) for this purpose. The goal is to enable users to manage and 
withdraw their data processing consents when they want to do so. 

03. Explainable AI (XAI) 

This term is relatively new in the AI field, and it refers to all the techniques 
that make AI systems more interpretable and understandable to your 
audience. For instance, instead of just giving users the result, XAI 
provides them with an explanation for the decision along with insights

on how and why certain decisions/recommendations were made. 



Transparency initiatives in AI-driven UX

Mitigating bias and ensuring fairness

Many companies strive to make their use of AI 
transparent and ethical. For example, Google in their 
My Ad Center allows users to manage their 
preferences and privacy settings when it comes to 
Google Ads. In essence, you can decide how much 
personal data Google will use to feed their ad 
algorithms.

All AI algorithms rely on data to make decisions. This means that you 
need to have clean and unbiased data to obtain unbiased results.

This is extremely important because any bias in AI-driven personalization 
can significantly impact users by delivering unfair or discriminatory 
outcomes.

 

Before you start using or even training your AI algorithms, you need to 
ensure that the training datasets don’t contain any biases from human 
decision-making, societal inequalities, or skewed data collection 
processes. For example, an AI-powered recommendation system might 
tend to show more expensive products mostly to men living in big cities

if the training data shows that such people have been purchasing such 
products in your store in the past.

 

Eliminating bias from the training data will ensure your AI algorithms

are not affected by it and deliver recommendations based on objective 
circumstances.

And here’s another example – Apple. This tech giant 
has implemented Privacy Nutrition Labels* to help their 
users understand how Apple apps handle their data. 
Users can check any ad in the library and see whether 
it collects data or not (and what for).
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*https://www.apple.com/ca/privacy/labels/



26© 2024 Efigence S.A. All rights reserved.

AI-driven hyper-personalization is no longer a futuristic concept, it’s 
already shaping how users interact with digital products today. By 
leveraging large language models (LLMs), businesses create adaptive, 
real-time user experiences that are centered around the user, going 
beyond traditional static interfaces. These AI systems dynamically 
respond to user behavior, preferences, and context, providing 
personalized content and interactions at each step of the customer 
journey. 

 

Take, for example, modern e-commerce platforms like Amazon, where AI 
analyzes your browsing behavior and recommends products in real-time, 
adapting as you explore different categories. The AI' follows' your journey 
and continuously updates the recommendations, making the shopping 
experience more engaging and tailored to your needs, all the while 
ensuring that it's always in tune with your preferences. 

AI Drive Hyper-
Personalization 

Spotify’s Acquisitions and Adoptions of AI Technology

2015

Spotify acquires 
seed scientific 

(Data Science)

2022 - Now

Spotify purchases OpenAI 
to generate and launch 

DJ Program

2018

Spotify acquires Somatic, a large AI Text-to-
Speech Generator and starts event called 
“Machine Learning Day” to discuss AI

2017

Spotify absorbs Sonalytic and 
Niland for Machine Learning to 
optimize music searches, 
recommendations, and audio 
detection

2014

Acquired Echo Nest 
(Music Intelligence) 
to further improve 
recommendations

2013

Spotify purchases Tunigo 

to improve Recommendation 

Algorithm
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Similarly, in SaaS platforms, adaptive user interfaces modify what users 
see based on their activity and preferences. These platforms present the 
most relevant features and options upfront, saving users' time navigating 
and maximizing their productivity. For example, platforms like Slack 
adapt the sidebar, showing the most used channels or integrations 
based on individual user patterns.

 

Another strong example comes from banking and financial apps.

Many banks now utilize AI-powered Personal Finance Management 
(PFM) tools that do more than provide static dashboards. These tools 
automatically generate personalized summaries and financial reports, 
offering actionable insights based on real-time data. This type of 
storytelling through data creates a deeper connection with users,

as the content is valuable and relevant to their financial goals.

 

The future of AI-driven personalization lies in blending traditional 
graphical user interfaces with conversational elements, allowing users

to switch seamlessly between clicking and speaking to complete tasks. 
Imagine starting a query by voice in a banking app like checking account 
balances and then clicking through more detailed insights provided 
dynamically by the system. AI’s full potential can be harnessed in this 
kind of real-time, non-linear interaction.

As more industries adopt these AI-driven systems, the focus will be on 
deepening user engagement through more responsive, context-aware 
interactions. However, it's important to note that the use of AI in user 
experience design also raises privacy concerns and potential misuse. 
Instead of considering AI as a future capability, it’s time to explore how 
these systems are already redefining user experiences across sectors, 
while also being mindful of the ethical implications.

Example

of Nest Bank

SaaS 

Platforms
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Hyper-personalization is already here, and it will stay with us for many 
years to come. If you want your business to get ahead, it’s time to 
consider implementing this technology. The benefits are incontestable. 
With this solution, you can:

Naturally, it’s also important to use AI in an ethical way. When 
implementing any AI-powered tool in your company, refer to the best 
practices and suggestions we outlined in the chapter about ethical 
considerations.



And lastly, take the time to look for the right technological partner for your 
AI projects. Artificial intelligence still requires a lot of expertise; make 
sure you pick a company/agency that has experience in your field and 
can provide you with the solutions you need to grow your business.

Conclusion

01. Reach your target audience with exactly the 
right recommendation in the right moment.

02.
Increase UX in your business by providing users 
with tailor-made recommendations that go 
beyond standard customer segmentation.

03.
Grow sales on auto-pilot (all AI-driven tools 
work on auto-pilot with minimal involvement 
from your employees).
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