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Today

• Help in the moments that matter

• Business and Customer problems

• Transforming our personalisation approach

• Outcomes

• The future



Help in the moment that matters

Driven to be “one of the world’s greatest service companies”



Foundations



Products & 
services Campaigns Personal-

isation Channels DevicesBrands



What impact does this have?
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Our
Customers



Our
People



So what did we do…?
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INTELLIGENT
CONTENT





1
Modular



2
Structured



3
Format-

free



4
Self-

describing



“SAY”

“TOUCH”

“CLICK”

Adapt to context, 
both in form 

and in function





Repurpose content & distribute to ANY output

Deliver contextual experiences at SCALE

Adapt to future channels with ease



OK, NOW HOW?



It starts with CONTENT...



...and PEOPLE



Technology can’t do its magic until 

STRUCTURE 
has been put in place. 



(Re-)engineering our content
Making it… 
1. Modular

2. Structured

3. Format-free

4. Self-describing



Brand = Westpac
Product = Life Account

Portfolio = Savings
Type = Consumer Product

Folder

Heading
Sub-Heading

CTA

Features

Tags



Variations for 
context

Content 
module

(fragment)



Tags



Search, 
social

Display Website Apps Call Email, SMS, 
Mail

Login siteBranch, 
Bankers, 

ATMs

Content 
(AEM)

Improved 
consistency for 
our customers

Improved control 
and efficiencies
for our content people



Traceability



The ability to view 
a snapshot of 
a fragment at 
any point in time.

- Status

- Contexts

- Modifications

- Consuming experiences



We’re just 
getting 
started… 


































Experience Gateway

Reusable 
experiences

Rules + 
segments

Online Banking Email

Adworld

Websites

Apps



Contextual Experience Modules (CEM)

Context Layer

Experience 
Modules

Rules + 
segments

Online Banking Email

Adworld

Websites

Apps



Outcome






“’I wish it need not have happened in my time,’ said Frodo. ‘So do I,’ said Gandalf, ‘and so do 
all who live to see such times. But that is not for them to decide. All we have to decide is 

what to do with the time that is given us.’” —J.R.R. Tolkien

Whilst our initial motivation was to provide a better customer experience and enable the 
bank to sell more, since Covid19 lockdown occurred this capability has assisted with 

providing financial assistance to over 400,000+ Australians seeking help…



The future…

Extending from digital 
to omnichannel

Towards 1:1 
customer journeys

From ads to 
conversational 
relationships
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