
1

UNDERSTANDING  
CONSUMERS AND DATA

ACXIOM’S  EVOLUTION  
FRAMEWORK 
FOR DECISIONING
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ACXIOM INTRODUCES “EVOLUTION FRAMEWORK FOR DECISIONING,”  
A PERSONALISATION MATURITY MODEL FOCUSED ON INTELLIGENT DECISIONING 
FROM A PEOPLE AND PROCESSES POINT OF VIEW. FIND OUT WHERE YOUR BUSINESS 
IS POSITIONED.

CUSTOMER EXPERIENCE HAS BECOME 
THE BATTLEGROUND FOR BRANDS WITH 
INTELLIGENT DECISIONING THE KEY WEAPON
As people of all ages have embraced the digital worlds of Google, Apple, Facebook and Amazon, their 
expectations have become sky-high. They demand instant, personalized and meaningful experiences from 
brands they engage with at every touch point, every time.

For brands to succeed in this super competitive modern battleground, they need to make better, faster and more 
intelligent decisions to gain competitive advantage and provide the best possible customer experience.
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LEVEL OF INTELLIGENT DECISIONING IS 
DETERMINED BY THE SOPHISTICATION  
OF INTERNAL TEAMS AND PROCESSES

Acxiom shared in “The Evolving 
Identity Space,” the advancement and 
combination of data and technologies 
have made delivering customer 
experience frictionless, automated 
and in real time possible, and  
rightly so.

However, imagine delivering 
personalised experiences that build 
brand trust and affinity—such as 
letting customers set spending limits 
on one-click purchase systems and 
get alerted before the limit is reached, 
or getting the best renewal offer online 
without having to call in; or in the 
case of multi-brand conglomerates, 
when a hotel is fully booked, not to be 
recommended to another chain hotel 
in a different city far away, but rather a 
similar hotel from a sister brand that is 
close by.

What makes this level of intelligent 
decisioning possible, as well as risk 
reduction and operational efficiency? 
It’s the capability and sophistication of 
an organisation’s analytical, strategic 
and operational teams to turn data 
into actionable insights, design 
robust decisioning rules that balance 
next-best customer experiences 
with commercial and brand impact, 
and deliver creative and content 
that resonate on an personal and 
emotional level.

https://vimeo.com/442728920
https://vimeo.com/442728920
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D A T A  S C I E N C E  S O P H I S T I C A T I O N

Predictive Analytics Prescriptive AnalyticsDescriptive Analytics
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ACXIOM’S ‘EVOLUTION FRAMEWORK  
FOR DECISIONING’
In the context of data and technology maturity—where all data sources become fully accessible and operational 
processes advance from manual to machine-based to full automations—the mastering of data science and 
business rules will provide seven levels of intelligent decisioning, as illustrated in the diagram below:

The seven levels of intelligent decisioning aligned with Acxiom’s business development phases of foundational, strategic and transformational activities 
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FOUNDATIONAL PHASE
Start by setting the data and technology foundations for the future, 
whilst maximising your current assets and capabilities.

LEVEL 1 – PRODUCT FOCUSED RULES
Brands that are organised in siloed structures—often with misaligned objectives, 
disconnected data and technologies and lack of ownership of the customer—
typically focus on product(s) and not on the customer. Decisioning at this level is 
commonly derived from transactional and historical data to determine simple product 
rules for one channel.

LEVEL 2 – CUSTOMER LED RULES
As businesses develop a deeper understanding of customers and create a holistic view of them, 
they become capable of creating a clear definition of who they are, dividing them into key groups for 
targeted communications and experiences. At this second level, customer segmentation is frequently 
employed to develop tailored contact rules across a few channels.

STRATEGIC PHASE
Once the foundations are in place, it’s time to generate greater value across the customer journey. This often 
requires some elements of change for an organisation, be it new technology, better data connections or a 
shift in culture to be data-led, to name a few.

Prior to entering this stage, it is worth mentioning that adding new or replacing old technology platforms 
should have at least been considered based on current and future business requirements. When 
thinking specifically about real-time interaction management (RTIM) or a decisioning platform, the key 
considerations beyond a flexible pricing model and ease of use, are:

•	Product features that include being cloud-native, allowing for rapid client-side and server-
side integrations that connect and flex with current and future business data systems, 

•	Being able to generate or synchronise decisions across all channels and 

•	Deploying recommendations powered by machine learning and A.I. to enable  
full marketing automation.
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LEVEL 3 – NEXT-BEST EXPERIENCE
Connected data sources will potentially present a business with multiple IDs per customer. These will require 
identity resolution to converse with the customer consistently across different touch points in their journey. 

At the same time, as more data is collected about the customer—whether first-, second- or third-party or 
research—data scientists and strategists are able to understand what data will add value, transform information 
into actionable insights, create coherent KPIs across departments, and develop modelling algorithms to 
determine what the next-best experience (recommendation) is for a customer.

LEVEL 4 – ATTRIBUTION AND OPTIMISATION
Businesses at level four have the capability to measure and evaluate performance and KPIs of the 
recommendations made in campaigns across channels, then optimise decisioning data models to 
continuously improve the next-best experience.

TRANSFORMATIONAL PHASE
This is when advanced technology is integrated into the entire business, enabling accurate, consistent and 
effective decisioning in real time. As more data is collected, providing deeper insights than ever, and as 
automated processes reduce time-consuming and manual tasks to a minimum or all together, businesses at this 
level will be able to shift focus from improving customer experience to delivering hyper personalisation at scale 
that will drive value and competitive advantage at each touch point, including …

LEVEL 5 – DATA-DRIVEN CREATIVE
Creative and design teams will have the ability to optimise creative and content that resonates on a 1:1 level. 
Armed with the richest consumer insights, the tone of address, copy and visual style, content layouts, “call-to-
act” messages and more, will be hyper focused on the target customer.

LEVEL 6 – ADDRESSABLE AUDIENCES
Media teams can optimise media spend and activate high-value audiences across all channels with optimised 
dynamic content to improve acquisition on an individual level.

LEVEL 7 – HYPER PERSONALISATION AT SCALE
Innovative businesses will utilise A.I. self-learning systems to manage 1:1 omni-channel experiences in real 
time, as well as reveal previously undiscovered opportunities and issues that could deliver even better customer 
experiences or drive more business value.
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ABOUT ACXIOM 

Acxiom enables people-based marketing everywhere through a simple, open approach to connecting 
systems and data to drive better customer experiences for people and greater ROI for business. A leader 
in identity, customer data management and the ethical use of data for more than 50 years, Acxiom now 
helps thousands of clients and partners around the globe work together to create millions of better customer 
experiences, every day.

For more information: 
www.acxiom.co.uk
ukenquiries@acxiom.com
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5 TOP TIPS TO GET STARTED
THINK BIG, START SMALL   If Mt. Everest is your vision, the best place to start is with a hill. Start  

with one key use case that will deliver a “proof of value” to build a case for more investment. 

LAY THE RIGHT FOUNDATIONS   Organisational culture and structures (breaking down siloes)  

are as important as data and technology foundations. 

CREATE A (FLEXIBLE) ROADMAP   Get the right technology that meets business requirements  

today and tomorrow. 

HIRE/TEACH THE RIGHT SKILLS   Develop a workforce that is multi-disciplinary with a firm 

understanding of data and how to apply it.

DEMOCRATISE DATA   Data isn’t just for data scientists; open it up to everyone—marketers,  

creatives, media buyers, strategists.
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