
Driving customer 
experiences with 
AI-powered hyper-
personalisation
This eBook delves into the cutting-edge world of AI-
powered hyper-personalisation, exploring how it's 
revolutionising customer experiences across industries.
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My journey into the world of digital 
design began with an old Gateway 
computer, back in the days when the 
internet was a colourful patchwork of 
animated GIFs and dial-up connections. 
For many people, it’s impossible not to 
hear the sounds of an old modem when 
you read the word “dial-up”. 


Those early explorations led me into 
digital design with an early version of 
Photoshop, sparking a passion that would 
shape my career. The excitement of 
creating and manipulating images 
naturally evolved into a broader interest 
in multimedia, and soon I was working as 
a multimedia animator using 
Macromedia's suite of products, creating 
interactive experiences for the now-
defunct CD-ROM.


In the early 2000s, as the internet 
exploded in popularity, I ventured into 
entrepreneurship, starting my own 
business. It was a time of rapid change. At 
that time, the concept of personalisation 
was just beginning to take shape. It was 
born from good intentions, the desire to 
make the online experience more 
relevant and engaging for users. What 
began in earnest has since evolved into 
something far more powerful and 
pervasive. Today, personalisation is not 
just a feature; it’s a multi-billion-dollar 
industry that touches nearly every aspect 
of our digital lives.

This eBook delves into that evolution. It 
explores how personalisation has grown 
from those humble beginnings to become 
a driving force in the digital world. With 
two decades in the field, I’ve witnessed 
firsthand how personalisation has been 
shaped by technological advancements, 
shifting consumer expectations and the 
relentless pursuit of data-driven insights. 


From the early days of manually curated 
content to the sophisticated algorithms 
that now anticipate our needs and desires, 
this eBook traces the trajectory of hyper-
personalisation and its profound impact 
on businesses and consumers alike.

Author

James Malone  
Head of Design 
james.malone@nearform.com
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When I started working on websites in 
the late nineties, the web was a cruder 
and simpler place. I used Microsoft 
Frontpage and crafted websites with 
beautiful fuchsia text on black star-filled 
backgrounds. Those were the fun days of 
experimentation and manual indexing 
by search engines. That was the 90s. 


Websites at this point were more like 
static collections of pages, with the same 
content being delivered to everyone. 
However, things were about to change, 
with the birth of modern-day 
personalisation on the horizon.


the invention of cookies and the 
development of server-side scripting 
technologies. These innovations laid the 
foundation for the sophisticated 
personalisation methods we see today.


Server-generated content, enabled by 
technologies like Common Gateway 
Interface (CGI), Active Server Pages 
(ASP), PHP and JavaServer Pages (JSP), 
was a crucial first step towards dynamic 
web experiences. These technologies 
allowed websites to generate content on 
the fly, based on user inputs or server-
side data. This capability opened new 
possibilities for creating interactive and 
personalised web pages.


Alongside server-side scripting, the 
invention of cookies in 1994 by Lou 
Montulli, then a 23-year-old Netscape 
engineer, marked another pivotal 
moment in web personalisation. These 
small text files stored on users' browsers 
enabled websites to track basic 
information about visitors, opening the 
door to a new paradigm: demographic 
targeting.



Cookies aimed to address the problem 
of websites lacking memory, which 
meant that every time a user visited a 
page, the website treated them as a new 
visitor. Montulli, alongside John 
Giannandrea, drafted the initial cookie 
specification that same year. The first 
practical application of cookies was to 
check if visitors had previously accessed 
the Netscape website.


Montulli's creation was inspired by the 
concept of "magic cookies," which are 
small packets of data used in computing. 
He designed cookies to allow websites to 
remember users without compromising 
their privacy. The technology was 
patented in 1995, and the patent was 
granted in 1998.


Montulli later reflected on his invention, 
stating: "Little did I know that this 
simple concept would become one of 
the most vilified and yet one of the most 
important innovations in web browser 
history."


By analysing cookie data, websites could 
now tailor their content and advertising 
to specific user groups. For instance, a 
user in New York City might see ads for 
local restaurants, while a user in London 
would see ads for businesses in their 
vicinity. While these early efforts at 
personalisation were limited in scope, 
they laid the groundwork for the 
sophisticated personalisation methods 
we see today.
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The early days of web personalisation 
were marked by two key technological 
advancements: 

The early web: Laying      
the foundations for 
personalisation

Web 2.0: User generated 
content accelerates 
personalised experiences 

As we entered the new millennium, my 
journey took me to my first startup — a 
digital design agency imaginatively 
called Web Graphics Studio. The web 
was now growing more mature and 
businesses were disrupting the status 
quo. 


This led to internet fever, kicking off the 
first internet bubble and creating 
household brands like Amazon. Others 
like Pets.com, which sold pet supplies 
online, didn’t fare so well. It went public 
at $11 per share, peaked at $14, then fell 
below $0.22 before shutting down in 
November 2000. The 2000 crash taught 
us to beware of boom and bust cycles. 


The rise of e-commerce giants like 
Amazon further accelerated the 
personalisation trend. Amazon's 
recommendation engine, introduced in 
1998, revolutionised the online shopping 
experience by suggesting products 
based on a user's browsing and 
purchase history. This marked the 
beginning of what Jeff Bezos called “the 
everything store” a concept that would 
soon spread far beyond the realm of 
online retail.


The origins of 
personalisation 
online
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during the 2016 US presidential election 
and the UK's Brexit referendum. This 
incident highlighted the dark side of 
unchecked data collection and the power 
of algorithmic manipulation in shaping 
public opinion and potentially 
influencing democratic processes.


“Nearly two decades ago, Amazon.com 
launched recommendations to millions 
of customers over millions of items, 
helping people discover what they might 
not have found on their own.


Since then, the original algorithm has 
spread over most of the web, been 
tweaked to help people find videos to 
watch or news to read, been challenged 
by other algorithms and other 
techniques and been adapted to 
improve diversity and discovery, 
recency, time-sensitive or sequential 
items and many other problems,” 

Amazon's recommendation engine was 
one of the early companies to leverage 
machine learning and predictive 
analysis to set the standard for 
personalised e-commerce experiences.
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The advent of Web 2.0 in the mid-2000s, 
characterised by user-generated content 
and social networking, provided even 
richer data for personalisation. Platforms 
like Facebook (launched in 2004), Twitter 
(2006) and LinkedIn (2003) created vast 
ecosystems of user-generated content 
and social interactions, providing 
unprecedented insights into user 
preferences, behaviours and social 
connections. I signed up to Twitter in 
2009 and Facebook a few years earlier. 
These were very different places back 
then, mostly areas to share events and 
milestones amongst smaller groups of 
people you probably knew in real life.


Facebook's “News Feed”, introduced in 
2006, was a game-changer. "The 
company was really different from where 
it is today. We essentially didn't know the 
limits of our potential," noted Ruchi 
Sanghvi, who headed up the team that 
launched “News Feed”. The algorithm 
behind “News Feed” analysed users' 
interactions, likes, shares and comments 
to curate a personalised stream of 
content. It paved the way to power the 
types of hyper-personalisation we see 
across Meta’s products today.  


Twitter's "Who to Follow" feature, 
launched in 2010, used machine learning 
(ML) algorithms to suggest relevant 
accounts based on a user's existing 
“follows” and interactions. This not only 
enhanced user experience (UX) but also 
increased engagement on the platform.

LinkedIn's algorithm for suggesting 
"People You May Know" and job 
recommendations leveraged professional 
networks and user profiles to create 
highly targeted connections and 
opportunities.


Many older networks like MySpace and 
Tumblr, which relied on chronological 
feeds, struggled to keep pace with newer, 
more aggressive systems that constantly 
surfaced fresh content tailored to users' 
interests.


This era of hyper-personalisation was not 
without its dangers, as Eli Pariser warned 
in his 2011 book ‘The Filter Bubble: What 
the Internet is Hiding from You’ In his TED 
Talk, ‘Beware online “filter bubbles”', 
Pariser cautioned, "Your computer 
monitor is a kind of one-way mirror, 
reflecting your own interests while 
algorithmic observers watch what you 
click." These "filter bubbles" created echo 
chambers where users were increasingly 
exposed only to information that aligned 
with their existing beliefs and preferences.


The potential for misuse of this 
personalised data became starkly 
apparent with the Cambridge Analytica 
scandal in 2018. The political consulting 
firm harvested personal data from 
millions of Facebook users without their 
consent, creating detailed psychological 
profiles to target voters with highly 
personalised political advertisements

Machine learning era:     
The beginning of custom 
recommendations



The collection and analysis of behavioural 
data marked a significant advancement in 
personalisation techniques. Clickstream 
data, which tracks users' paths through 
websites, became a valuable source of 
insights. Jeff Bezos used the analogy of 
when “you go into a bar and sit down, and 
the bartender puts a whiskey in front of 

Smith and Linden wrote in their ‘Two 
Decades of Recommender Systems at 
Amazon.com’ piece in the July 2017 issue 
of IEEE Internet Computing magazine.


Netflix's recommendation system, which 
suggests movies and TV shows based on 
viewing history, machine learning and 
ratings, has been a key factor in the 
company's success. In 2006, Netflix even 
launched a $1 million prize competition 
to improve its recommendation 
algorithm, highlighting the importance 
of personalisation in its business model. 


In recent years, Netflix has evolved its 
content strategy and recommendation 
system to incorporate regional 
preferences and global trends. This shift 
reflects the growing importance of 
localised content and the potential for 
regional hits to become global 
phenomena. Netflix has invested heavily 
in producing and acquiring regional 
content, recognising that local stories 
can have universal appeal. This strategy 
has led to breakout successes like ‘Squid 
Game’ from South Korea, ‘Money Heist’ 
from Spain and ‘Sacred Games’ from 
India, which have found audiences 
worldwide and challenged the traditional 
dominance of English-language content.


Netflix's recommendation engine now 
plays a crucial role in pushing relevant 
global content to users, regardless of its 
origin.  

The system considers factors like viewing 
history, genre preferences, language 
settings and global trending data. This 
allows the platform to suggest content 
from various countries to viewers around 
the world based on their individual 
preferences rather than just their location. 
The success of regional content and the 
ability of the recommendation system to 
promote it globally has influenced 
Netflix's content strategy, leading to 
increased investment in non-English 
language productions and partnerships 
with local creators.


These recommendation engines not only 
improved user experience but also had 
significant business impacts. 35% of sales 
on Amazon come from recommendations, 
while Netflix claimed that its 
recommendation system saves the 
company $1 billion per year by reducing 
churn.


Enter AI: Content curation 
takes personalisation into 
hyperdrive
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you without having to ask what you 
want,” to demonstrate the end goal of 
data capture.  


While early personalisation relied on 
explicit actions like clicks, modern 
platforms have developed far more 
nuanced methods of data collection. 
Companies like Facebook now track 
subtle user interactions such as view 
duration, scroll speed and hover time. 
They also analyse reactions and emoji 
responses, providing more granular 
emotional data points. 


These advanced metrics now go far 
beyond simple clicks, allowing for a 
more comprehensive understanding of 
user preferences and behaviours. 

By analysing these subtle interactions, 
platforms can create increasingly 
sophisticated personalisation 
algorithms that predict user interests 
with greater accuracy, bringing us closer 
to Jeff Bezos's vision of intuitive 
personalisation — where a platform can 
anticipate a user's desires before they 
even express them.


Purchase history is another area where 
analysis allows companies to create 
detailed customer profiles that can 
predict future buying behaviour. This 
has led to the development of predictive 
analytics, where algorithms can suggest 
products a customer might need before 
they’ve even realised it themselves. 
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Where is 
personalisation 
today?

Spotify's “Discover Weekly” playlist, 
launched in 2015, is a prime example of 
using behavioural data to create a more 
personalised experience. By analysing 
listening habits, the feature creates a 
personalised playlist of new music each 
week. As Spotify's former VP of Product, 
Shiva Rajaraman put it, "What if we took 
this to its full conclusion, where instead 
of orienting around this idea of having 
music which you put in a library, we 
orient more around your life?"


Spotify has since taken personalisation to 
a whole new level with its AI-powered 
playlist functionality. These advanced 
algorithms can now create highly tailored 
playlists based on a user's mood, activity, 
time of day and even location. This AI-
driven approach allows for an 
unprecedented level of customisation, 
offering users a truly unique and 
adaptive listening experience.


The use of behavioural data also 
extended to content personalisation. 
News websites began tailoring their 
homepages based on readers' browsing 
history and interests. The New York 
Times, for instance, introduced 
personalised recommendations in 2018, 
aiming to increase reader engagement 
and subscription rates.

However, this extensive use of behavioural 
data also raised privacy concerns. As Tim 
Cook, CEO of Apple, warned in a 2018 
speech, "Our own information — from the 
everyday to the deeply personal — is being 
weaponized against us with military 
efficiency."


The rise of social media, sophisticated 
recommendation engines and the 
extensive use of behavioural data have 
collectively pushed personalisation to new 
heights. These developments have not 
only transformed user experiences across 
various digital platforms, but have also 
reshaped business models and raised 
important questions about privacy and 
data ethics. As we continue on the road to 
hyper-personalisation, balancing these 
factors will be crucial in creating 
experiences that are both highly tailored 
and ethically sound.



Hyper-personalisation is no longer a 
luxury; it's now the standard for 
customer engagement across 
industries. However, the landscape of 
data collection and privacy is rapidly 
evolving, presenting both challenges 
and opportunities for personalisation 
strategies.


We are now witnessing the beginning of 
the end for third-party cookies. This 
shift is driven by growing privacy 
concerns and regulatory pressures. In a 
significant move, Apple introduced its 
App Tracking Transparency (ATT) 
feature in iOS 14.5 in 2021, requiring 
apps to get user permission before 

Goodbye cookies: 
Personalisation encounters 
growing privacy concerns

tracking their data across apps or 
websites owned by other companies. 
This change has had a profound impact 
on companies like Facebook (now Meta). 
Meta reported in 2022 that Apple's 
privacy changes could cost it $10 billion 
in lost revenue, while a review that 
same year found the company’s 
advertising adoption had dropped by  
3% following the introduction of ATT.


In Europe, the use of cookies is 
regulated primarily by two key pieces   
of legislation. The ePrivacy Directive 
(2002/58/EC), also known as the "Cookie 
Law", and The General Data Protection 
Regulation (GDPR), which came into 
effect in May 2018. These laws have led 
to the ubiquitous "cookie banners" on 
websites accessed from within the EU. 
They've also sparked a global 
conversation about online privacy and 
data protection, influencing similar 
legislation in other parts of the world.
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The implementation of these laws has 
forced many companies to reassess their 
data collection practices and be more 
transparent about their use of cookies. 
This aligns with the broader trend of 
increasing privacy concerns and the 
move away from third-party cookies.


Adding to this seismic shift, Google, 
which had initially planned to phase out 
third-party cookies in Chrome by 2022, is 
abandoning its alternative tracking 
system, known as Federated Learning of 
Cohorts (FLoC). Google is replacing FLoC 
with a new system called "Topics API”, 
which aims to strike a balance between 
user privacy and advertisers' needs. As 
reported by Marketing Week, this 
decision reflects the ongoing challenges 
in balancing personalisation with privacy 
concerns.


Companies have been forced to rethink 
their approaches to data collection and 
personalisation. As businesses harness 
the power of advanced data analytics, 
artificial intelligence (AI) and machine 
learning, tailored experiences have 
become not just possible, but expected. 
According to Salesforce's State of the 
Connected Customer report, 73% of 
customers expect companies to 
understand their unique needs and 

Customer data platforms: 
Building a unified user 
profile 

expectations, while 61% of consumers are 
comfortable with companies using 
relevant personal information 
transparently and beneficially.


At the heart of this revolution are customer 
data platforms (CDPs), which unify 
customer data from various sources to 
build comprehensive profiles. These 
profiles power the engines of 
personalisation, enabling businesses to 
deliver relevant experiences across 
multiple touchpoints. 


The concept of customer data platforms 
emerged in the early 2010s, with the term 
gaining traction around 2013. The first 
comprehensive definition of a CDP was 
provided by David Raab, a marketing 
technology consultant, who is often 
credited with pioneering the technology. 
Raab introduced the idea of CDPs to 
address the challenges businesses faced   
in managing customer data from various 
sources, particularly in the context of 
marketing and customer experience. The 
global CDP market is predicted to rise from 
$7.4 billion in 2024 to $63.7 billion in 2031, 
reflecting the adaption to the deprecation 
of third-party cookies.


The impact is significant: McKinsey reports 
that companies with faster growth rates 
derive 40% more of their revenue from 
personalisation than their slower-growing 
counterparts.


As we navigate this new terrain, it's 
crucial to recognise that the rise of 
hyper-personalisation also brings 
challenges. Issues of data privacy, 
algorithmic bias and ethical 
considerations loom large. As former 
Google CEO Eric Schmidt once noted: 

"The technology will be so good it will   
be very hard for people to watch or 
consume something that has not in 
some sense been tailored for them."  
This statement encapsulates both the 
promise and the potential pitfalls of    
our hyper-personalised future.

New dawn, new               
pitfalls: Present-day 
personalisation challenges 
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Where is 
personalisation 
headed?

Let's explore the key trends shaping 
this future and their implications for 
businesses and consumers alike.


Intelligent apps


Intelligent apps, or smart apps, 
leverage artificial intelligence and 
machine learning to create dynamic, 
adaptive interfaces that evolve with 
each user interaction. They analyse 
vast amounts of data in real-time, 
learning from user behaviours and 
preferences to deliver highly 
personalised experiences. 

Hyper-personalisation is evolving at a 
breathtaking pace. The convergence of 
big data, artificial intelligence and 
advanced analytics is pushing the 
boundaries of what's possible in 
tailoring experiences to individual 
preferences. AI is now helping unblock 
previous limitations by enabling the 
sorting and analysis of unfiltered data. 


6 trends shaping the future 
of hyper-personalisation

The rise of intelligent apps marks a 
significant leap in the evolution of hyper-
personalisation. These AI-powered 
applications are revolutionising user 
experiences across industries, offering 
unprecedented levels of customisation 
and efficiency.


Here are some of the areas that set 
intelligent apps apart from standard 
software:�

� Adaptive interfaces: Unlike traditional 
apps with static layouts, intelligent 
apps dynamically adjust their 
interface based on user behaviour�

� Predictive recommendations: By 
analysing historical data and current 
context, these apps can anticipate user 
needs. Netflix's recommendation 
engine is a prime example, suggesting 
content based on viewing history, time 
of day and even device type�

� Automated decision-making: 
Intelligent apps can make complex 
decisions in milliseconds, automating 
processes that once required human 
intervention. In the financial sector, 
apps like Betterment use AI to 
automatically rebalance investment 
portfolios based on market conditions 
and individual risk profiles�

� Natural language processing (NLP): 
Many intelligent apps incorporate 
sophisticated NLP capabilities, 
enabling more natural and intuitive 
user interactions. 


New virtual assistants like Gemini Live 
and ChatGPT continually improve their 
language understanding, offering 
increasingly contextual and 
personalised responses�

� Continuous learning: These apps 
don't just collect data; they learn 
from it. Each interaction refines their 
algorithms, leading to ever-more 
accurate predictions and 
personalised experiences.


The transformative power of intelligent 
apps is being felt across various sectors. 
For example, apps like Ada use AI to 
provide personalised symptom 
assessments and health 
recommendations, potentially 
revolutionising preventive care.


As AI and ML technologies continue to 
advance, we can expect intelligent apps 
to become even more sophisticated. The 
integration of emerging technologies 
like edge computing and 5G will enable 
these apps to process vast amounts of 
data with minimal latency, leading to 
even more responsive and context-
aware experiences.


However, as these apps become         
more integrated into our daily lives, 
addressing privacy concerns and 
ensuring ethical AI practices will be 
crucial. Transparent data usage policies 
and user control over personalisation 
settings will be key to maintaining trust 
and adoption.
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Unified customer 
experiences 


Creating seamless experiences across 
all customer touchpoints is crucial to 
the future of hyper-personalisation. 
This approach is not new, but advances 
in machine learning and growing 
awareness of its benefits are driving 
adoption and consistency across 
various sectors. It's about creating a 
single, coherent narrative of the 
customer journey that adapts in real-
time, regardless of the industry.


According to a report by McKinsey, 
companies that excel at personalisation 
generate 40% more revenue from those 
activities than “average players”. The 
key to this success is the integration of 
data across channels. Customer data 
platforms are becoming increasingly 
sophisticated — as mentioned 
previously in this eBook, the global CDP 
market is expected to reach $63.7 billion 
by 2031.


This trend is not limited to retail. In 
banking, for instance, we see the 
seamless integration of online banking, 
mobile apps, ATMs and physical 
branches, allowing customers to start a 
transaction on one channel and 
complete it on another. 

The healthcare sector is embracing 
unified customer experiences by 
integrating telehealth services with in-
person appointments and making 
electronic health records accessible 
across care settings.


The travel industry is also adapting, 
offering unified booking experiences 
across web, mobile and travel agencies, 
with real-time updates on itineraries 
across all platforms. 


In the automotive sector, we see the 
integration of online vehicle configuration 
with dealership inventory and connected 
car services linking vehicle data with 
mobile apps and dealerships. 


The education sector is embracing 
blended learning experiences, combining 
online and in-person classes with 
integrated learning management systems 
accessible across devices.


Sephora's omnichannel strategy in retail 
is an example of the shift to a customer-
centric approach. Its mobile app uses 
augmented reality (AR) for virtual try-ons, 
while in-store, customers can access their 
entire purchase history and preferences 
via a digital assistant. This seamless 
integration of digital and physical 
experiences has contributed to        
Sephora's position as a leader in retail 
personalisation.





Alexandre Meerson, Chief Digital, Data 
and Technology Officer EMEA at Sephora 
explains this strategy: "We've buried the 
old approach, which was to look at 
conversion. Conversion is just an output 
of multiple actions and plans and 
strategies to improve sales. So now we 
only look at the customer; at customer 
engagement, at customer value, at 
purchase value, and returning 
customers." 


This approach is becoming the norm 
across industries, as companies recognise 
the value of creating unified, personalised 
experiences that transcend individual 
channels.


As technology continues to evolve, we   
can expect even more sophisticated 
omnichannel experiences across all 
sectors, further blurring the lines 
between digital and physical interactions 
and creating more value for both 
businesses and customers. While this 
omnichannel approach is not new, 
advances in machine learning and 
awareness of the strategy’s benefits          
are driving adoption and consistency;     
it's about creating a single, coherent 
narrative of the customer journey that 
adapts in real-time.


Emotional AI


Emotional AI, or affective computing, is 
poised to revolutionise personalisation 
by factoring in the emotional state of 
customers. A report by Gartner in 2018 
stated that “By 2022, 10% of personal 
devices will have emotion AI 
capabilities”. While the thesis was off,  
it’s looking more likely now fuelled by 
advances in unstructured data 
processing using AI and machine 
learning. It shows that while AI isn’t  
new, the speed and investment it's now 
receiving is supercharging its advances. 


Companies like Affectiva are pioneering 
this field, developing AI that can 
recognise human emotions from facial 
expressions and vocal patterns. This 
technology could transform customer 
service, allowing chatbots and virtual 
assistants to adjust their responses 
based on the customer's emotional 
state.


In the automotive industry, companies 
are exploring emotion recognition 
systems that can detect driver fatigue   
or attentiveness and adjust the car's 
environment accordingly. This level of 
personalisation goes beyond mere 
convenience, potentially improving 
safety and well-being.
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Predictive personalisation


Predictive personalisation is shifting the 
paradigm from reactive to proactive 
customer engagement. AI-powered 
predictive analytics can anticipate 
customer needs and behaviours, 
allowing businesses to offer solutions 
before customers even realise they need 
them.


Netflix's personalised 
recommendations system is a prime 
example of predictive personalisation — 
one that I use and find effective. 

This ultimately takes the thinking           
out of making decisions and places 
recommendations front and fore. 


The company uses machine learning 
algorithms that analyse customer 
ratings, viewing behaviour, device usage 
and other data points to predict which 
shows and movies each user is most 
likely to enjoy. This allows Netflix to 
surface highly relevant content and 
keep viewers engaged. 


Interestingly, approximately 80% of 
Netflix viewer activity is a direct result  
of personalised recommendations from 

1918

the recommendation engine, leading to 
people watching 90 billion hours of 
Netflix in the second half of 2023.


Real-time UIs and zero UIs


Real-time user interfaces (UIs) represent 
a paradigm shift in digital experiences, 
driven by the emerging API economy, 
advancements in AI technologies and the 
evolution of design systems. 


This transformation is underpinned by a 
vast network of interconnected services 
providing real-time access to an 
unprecedented wealth of data. Weather 
forecasts, traffic updates, social media 
feeds, financial data and countless other 
information streams can now be 
seamlessly integrated to create rich, 
contextual user experiences. 


This API-driven approach allows 
applications to draw from multiple data 
sources simultaneously, enabling a level 
of personalisation that adapts in real-
time to user needs and preferences. With 
Gemini, Google is heavily investing in 
personalisation technologies that enable 
real-time and AI-driven UI development.


As we move towards more dynamic and 
AI-generated interfaces, design systems 
will play a crucial role in maintaining 
consistency and usability. They will 
provide the necessary guardrails for AI-
driven UI generation, ensuring that brand 
identity and user experience principles

are maintained even as interfaces 
become more fluid and personalised. 
Design systems will evolve to include  
not just static components and 
guidelines, but also rules and 
parameters for dynamic content 
generation, striking a balance between 
personalisation and predictability, 
creativity and consistency.


As these technologies mature, the       
line between user input and system 
response will blur, creating more 
natural and seamless digital 
experiences. As we move into this new 
era of real-time, personalised UIs, 
striking the right balance between 
innovation and responsible design will 
be crucial for the next generation of the 
internet.


Augmented reality


Augmented reality is set to play a crucial 
role in the future of hyper-
personalisation, particularly in retail, 
education and everyday life. The global 
AR market in retail is projected to reach 
between $11.4 billion and $61.3 billion by 
2031.


Ikea’s Kreativ virtual design tool deletes 
your furniture and replaces it with 
Ikea’s. Similarly, L'Oréal's virtual make-
up try-on feature has dramatically 
changed how customers interact with 
beauty products online. L'Oréal's online 
technology allows users to experiment 
with different makeup looks using 
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augmented reality, providing a more 
engaging and personalised shopping 
experience that’s tailored to their skin 
type.


In education, companies like Nearpod 
are using AR to create personalised, 
interactive lessons. Students can take 
virtual field trips or interact with 3D 
models, with the content adapting to 
each student's learning pace and style. 


A particularly exciting development in 
this space is Meta's Ray-Ban smart 
glasses, a surprise success in 2024, 
driven by improved design, enhanced 
features, AI integration and a successful 
partnership with EssilorLuxottica, the 
owner of Ray-Ban.  


These smart glasses integrate AR 
capabilities with AI, powered by      
Meta's large language model (LLM) 
Llama.  This integration allows for real-
time, context-aware information and 
personalisation. For instance, the 
glasses can recognise objects or 
landmarks in the wearer's field of      
view and provide relevant information 
or translations. They can also offer 
personalised recommendations      
based on the wearer's location and 
preferences, all while maintaining a 
natural, hands-free interaction.






Nearform has proven expertise in helping 
ambitious enterprises harness the power 
of AR for hyper-personalisation. Our 
client, Puma, wanted to enhance the 
experience of their users by allowing  
them to see customised product 
variations tailored to their individual 
preferences. To solve for this, our team 
integrated a product (CameraKit) that 
Snap Inc provides into the React Native 
app. Puma then commissioned the design 
of 3d models of a selection of their shoes 
which were provided to Snap, who then 
served up the models with their AR body 
mapping tech. The app's responsibility 
was to check if a suitable model was 
available for the products being viewed, 
and then launch the CameraKit and 
relevant model, and implement the ability 
to capture still images from the camera 
with the model overlaid.


This fusion of AR and AI in wearable 
technology represents a significant       
step towards ambient computing,       
where personalised, AI-driven assistance 
becomes seamlessly integrated into our 
daily lives. 


As these technologies evolve, we can 
expect even more sophisticated 
applications that blur the line between  
the digital and physical worlds, offering 
hyper-personalised experiences that 
adapt in real time to our needs and 
context.

The rapid advancement of AI and 
machine learning technologies is 
fundamentally transforming the 
landscape of personalisation across 
industries. These sophisticated systems 
can process vast amounts of data, 
recognise complex patterns, forecast 
future trends and continuously learn 
from new information. This enables 
businesses to deliver highly tailored 
experiences, products and services to 
individual users with unprecedented 
accuracy and efficiency.


A significant development in this field is 
the trend towards open-sourcing 
powerful language models, exemplified 
by Meta's decision to make their Large  

The rapid evolution of AI 
and ML is transforming 
personalisation
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Language Model Meta AI (Llama) 
publicly available. This aligns with Mark 
Zuckerberg's vision of a future where 
millions of finely trained models serve 
bespoke purposes based on open source 
foundations.


This democratisation of AI technologies 
allows a wider range of businesses and 
developers to leverage and customise 
advanced language models for specific 
personalisation efforts, fostering 
innovation and accelerating progress 
across various industries.


The implications of these advancements 
are far-reaching. While they are 
levelling the playing field and driving 
personalisation efforts across diverse 
sectors, from healthcare and education 
to retail and entertainment, they also 
raise important ethical considerations 
regarding privacy, data security and the 
potential for misuse.
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Transparency is 
paramount


Users may be willing to share personal 
information in exchange for relevant 
experiences, but only if they understand 
how their data is being used. Companies 
must explicitly communicate their data 
collection practices, enabling informed 
decision-making. Additionally, adopting 
privacy-preserving techniques like 
differential privacy and data 
anonymisation can safeguard user data 
while still enabling personalisation.


While tailored experiences enhance 
user engagement, they often require the 
collection and analysis of personal data, 
raising privacy concerns. Striking a 
balance between these competing 
interests is crucial. We discuss four 
requirements to ensure the balancing of 
personalisation needs and privacy 
demands. 

Ethical considerations     
are critical


Robust frameworks outlining responsible 
data use and personalisation practices are 
essential to prevent the misuse of 
personal information and potential harm 
to users. These frameworks should 
address issues like algorithmic bias and 
manipulation, ensuring that 
personalisation empowers rather than 
exploits individuals.


Educating users 


Informing and educating users about the 
benefits and risks of personalisation is 
also crucial. By fostering a more informed 
user base, companies can empower 
individuals to make choices about their 
data and how it is used. This includes 
providing clear information about data 
usage, transparent controls and the 
ability to manage preferences.


Meet ever-evolving 
regulations 


Furthermore, adhering to evolving data 
privacy regulations like GDPR and CCPA 
is not only a legal obligation but also a 
fundamental aspect of building 
consumer trust. These regulations 
provide a framework for responsible 
data handling and offer individuals 
greater control over their personal 
information.


By prioritising transparency, ethical 
practices, user education and regulatory 
compliance, businesses can create a 
digital environment where 
personalisation enhances user 
experiences without compromising 
individual privacy. This approach fosters 
trust and ensures that personalisation 
remains a valuable tool for both users 
and businesses alike.
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4 critical requirements for 
balancing personalisation 
and privacy
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5 non-negotiables for 
delivering AI-powered 
hyper-personalisation

process and strategy, and user 
experience and design.


In the following sections, we'll      
delve into each of these crucial   
areas, examining the components 
necessary to build a robust 
foundation for hyper-
personalisation. We'll explore how 
these elements work together to 
create a cohesive ecosystem that can 
deliver truly personalised 
experiences at scale. Whether you're 
just beginning your personalisation 
journey or looking to enhance your 
existing capabilities, this roadmap 
will provide valuable insights into   
the path forward.



The journey towards effective hyper-
personalisation is both exciting and 
complex, requiring a holistic approach 
that touches every aspect of an 
organisation. As we've explored the 
current landscape and future 
possibilities of personalisation, the 
question that naturally arises is:           
How  do we get there?


Implementing hyper-personalisation    
is not merely about adopting new 
technologies or collecting more data.     
It requires a fundamental shift in how 
businesses operate, from their 
technological infrastructure to their 
organisational culture. This 
transformation involves five key areas: 
data infrastructure, technology and 
applications, people and skills, 

Robust data infrastructure


At the heart of hyper-personalisation    
lies robust data infrastructure. This 
foundation begins with clean, high-
quality data, meticulously curated and 
maintained to ensure accuracy and 
relevance. Centralised data stores serve as 
the backbone, consolidating information 
from various sources into a single, 
accessible repository. Customer data 
platforms play a crucial role in this 
ecosystem, unifying customer data to 
create comprehensive profiles that fuel 
personalisation efforts.


The modern data infrastructure must also 
support real-time analytics capabilities, 
enabling businesses to process and 
analyse data instantaneously. This real-
time insight allows for dynamic 
personalisation, adapting to user 
behaviour as it happens. Cloud 
infrastructure underpins these efforts, 
providing the scalability, flexibility and 
processing power needed to handle vast 
amounts of data and complex analytics 
operations.


The right technologies    
and applications


The technological landscape of hyper-
personalisation is characterised by 
intelligent applications that leverage 
advanced algorithms to deliver tailored 
experiences. 

These apps are often powered by 
sophisticated ML and AI models, capable 
of predictive analytics and real-time 
decision-making. APIs serve as the 
connective tissue, enabling seamless 
integration between different systems 
and data sources.


Cloud infrastructure plays a dual role 
here, not only supporting data storage 
and processing but also providing 
access to cutting-edge AI and analytics 
services. This cloud-based approach 
allows businesses to rapidly deploy and 
scale their personalisation efforts, 
tapping into powerful tools without     
the need for extensive on-premises 
infrastructure.


Top tech talent


The human element remains crucial in 
the age of AI-driven personalisation. 
Building teams with expertise in data 
science, AI and personalisation is 
essential for organisations looking to 
leverage these technologies effectively. 
This often involves a combination of 
hiring new talent and upskilling existing 
staff through continuous training 
programs.


The ideal team combines technical 
prowess with domain expertise, 
ensuring that personalisation efforts are 
not only technologically sound but also 
aligned with business objectives and 
customer needs. 
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As the field rapidly evolves, fostering a 
culture of continuous learning and 
adaptation is key to staying at the 
forefront of personalisation 
capabilities.


Well-defined, responsible 
processes and strategy


Successful hyper-personalisation 
requires a well-defined strategy and 
robust processes. An omnichannel 
approach is crucial, ensuring a 
seamless experience across all 
customer touchpoints, both digital and 
physical. This strategy should be 
underpinned by rigorous testing and 
optimisation frameworks, allowing for 
continuous refinement of 
personalisation efforts based on real-
world performance.


Equally important are privacy and 
compliance frameworks, ensuring that 
personalisation efforts adhere to 
regulations like GDPR and CCPA. This 
goes hand-in-hand with ethical AI 
practices, addressing concerns about 
algorithmic bias and establishing 
guidelines for the responsible use of AI 
in personalisation. These processes not 
only protect customers but also build 
trust, a crucial factor in the success of 
personalisation initiatives.




Outstanding user 
experience and design


The ultimate goal of hyper-
personalisation is to enhance the user 
experience, making it more relevant, 
engaging and valuable. This requires a 
deep focus on user experience design, 
creating intuitive interfaces that make 
personalised experiences feel natural and 
effortless.


Advanced UX design in the context of 
hyper-personalisation often involves 
developing adaptive UIs that change 
based on user preferences and behaviour. 
These interfaces might reorganise 
content, adjust visual elements or alter 
functionality to best serve each individual 
user. The key is to make these 
personalised elements feel seamless and 
unobtrusive, enhancing rather than 
complicating the user experience.


Nearform is an independent team of 
engineers, designers and strategists who 
build digital solutions and capability at 
pace for ambitious enterprises seeking 
enduring business impact.


We define, design and build platforms and 
enterprise systems that bring together 
people, process and technology to 
modernise organisations. Our innovative, 
resilient solutions empower clients and 
their teams to deploy faster, scale easier, 
and move forward with confidence.

Through a combination of expertly 
crafted code, enhanced capability and 
collaboration, we enable our clients to 
deliver great customer experiences and 
enduring business value.


Nearform is powered by a passionate 
team in over 28 countries, and is trusted 
by large enterprise clients including 
Condé Nast, Charles River Laboratories, 
Luluemon, DPD, Puma, TELUS, The 
Atlantic, Virgin Media 02 and Walmart.


Start your data    
and AI journey    
with Nearform



Our approach

Our approach to AI development is to 
think big for our clients but start small, 
taking a “thin slice” approach to 
demonstrate value in weeks — not 
months. We begin with an understanding 
of “where you are” today in your data and 
AI journey, and then craft a plan together 
with you for where you can go next. 


There is a wide spectrum of maturity       
in terms of organisations’ readiness for 
leveraging AI; we meet you where you 
are, and partner with you throughout the 
journey, delivering value in four areas�

� Data foundations, transforming 
disparate data into customer-centric 
clarity, while safeguarding 
governance.�

� Analytics and insights, unlocking     
an understanding of the data through 
exploration and visualisation, by 
highlighting key trends, correlations 
and outliers in anticipation of future 
conditions, to make informed, 
automated actions.�

� Intelligent products, which 
incorporate personalisation, 
automated decision making and    
data insights seamlessly into their 
experience�

� AI, where we can capitalise on       
these solid foundations, enabling 
automated responses, targeted 
recommendations and effective, 
tailored communications.


Contact us to start your AI and                    
data journey with Nearform.
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