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Abstract: This article is about making shopping experiences more personalized using hyper Al technology in retail malls. This could
be achieved by using IndoAl Al cameras. Here hyper Al personalization combines facial recognition technology and real - time
advertising to create a unique shopping experience for each customer. The article explains the main elements of this framework and
shows how Mall used it to improve customer satisfaction. By using IndoAl's advanced facial recognition system, Mall will able to show
ads tailored to each customer's preferences and behavior. This proposed case study shows that hyper Al personalization can make a big
difference in retail, helping stores connect better with customers and grow their business. As the retail industry continues to evolve,
innovations in Al - powered personalization will play a crucial role in shaping the future of customer engagement and satisfaction.
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1. Introduction

Personalization is one of the most important ways marketers
can use data, analytics, and artificial intelligence (Al) to
increase customer engagement. Adopting a hyper -
personalized marketing strategy powered by data, analytics,
and Al will give you the insights and capabilities to adapt to
your customers' needs. Al can effectively be used to deliver
personalized content, to get the right offer to the right person
in a segment [1].

Al hyper - personalization revolutionizes marketing by
tailoring content to individual preferences by powering Al
and advanced algorithms. It goes beyond traditional
approaches, analyzing vast amounts of data to understand
each customer's unique behaviors and interests. This enables
brands to deliver highly relevant and personalized
experiences, enhancing customer engagement and
satisfaction. From product recommendations to targeted
advertisements, Al hyper - personalization transforms how
businesses interact with consumers, fostering deeper
connections and driving greater loyalty. Al - based hyper -
personalization [2] employs both sophisticated methods and
far more data than previous methods and is far more precise
as a result. Hyper Al Personalization [3] is done by creating
custom and targeted experiences through the use of data,
analytics, Al, and automation: companies can send highly
contextualized communications to specific customers at the
right place and time, and through the right channel. While
segmentation creates customer groups based on shared likes,
dislikes, and activities, hyper personalization drills down to
minute differences which can be used to target customers’ at
the individual level [4]. Forbes [5] find hyper -
personalization in marketing, powered by Al and advanced

language models, goes beyond regular data analysis to truly
understand each customer's likes and dislikes. Using this
technology, brands can tailor content specifically to what
each customer wants, changing how they connect with their
audience. Henna et al Hyper personalization uses real time
data like artificial intelligence to provide information to the
customers. The authors finds it as an efficient technique that
can help companies gain profits along with giving tough
competition to their rivals.

Hyper - Personalization Strategies & Examples

According to Henna Hyper personalization in marketing

integrates behavioural and real time data withdrawn from

multiple channels and touch points using advanced
technologies, for brands to create an extremely customized
marketing strategy. This strategy relies on the organization's
capability to gather and transform customer data into

personalized experiences [6]. According to Ascend2 [7],

using artificial intelligence (Al) and real - time data provides

highly customized content, products, and service
information to each user - known as hyper - personalization

— that leads to more relevant experiences for each user. The

Key Findings from Ascend2's Hyper - Personalization

Strategies Survey are:

e Only 9% of marketing influencers have
implemented a hyper - personalization strategy.

e« The top priorities for marketing influencers are
improving the customer experience (60%) and using data
insights for decision - making (51%).

« Half of marketing influencers view developing a hyper -
personalization strategy as moderately successful.

« Applying data insights to decision - making is seen as the
biggest obstacle to successful hyper - personalization
strategies.
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This [8] above graph is a typical bell shape curve where early early adopters are 9% and laggards (15%) are Doing Nothing.
Others which falls in majority (bell) are Talking & Working about it. Authors Rane et al [9] referred to various Hyper
personalization strategies vis - & - vis technologies to be used (above image table2).

Hyper Al Personalization examples

Name of | Type of Hyper Al Description Actual Process/Application
Company | Personalization
Analyzes customer behavior and preferences Amazon's recommendation engine analyzes past
Product - L ;
Amazon Recommendations to suggest personalized product purchases, browsing history, and demographic data to
recommendations. suggest products to customers. [10]
Utilizes mac_hlne Iea_rnmg algorithms to Netflix recommends content to users based on their
. Content personalize movie and TV show o - . . . h
Netflix . . Lo . viewing habits, ratings, and interactions with the
Recommendations | recommendations based on viewing history
platform [11]
and preferences.
. Personalized Curates custom playlists for users based on Spotify's glgorlth_ms analyze listening h_ablts, genres,
Spotify Plavlists their listening history. preferences. and mood and user interactions to create personalized playlists
Y 9 Y. p ' ' like Discover Weekly and Daily Mix. [12]
Personalizes search results based on user  |Google's search algorithms customize search results to
Search - . - . A ) . oL
Google - location, search history, and previous provide relevant information tailored to individual
Personalization - . .
interactions with Google products. users.
. . Uses data science and Al to recommend Stitch Fix's stylists leverage data analysis to curate
. . [Personalized Fashion - . . : - ;
Stitch Fix : clothing and accessories based on customer | personalized clothing selections for each customer's
Recommendations - -
preferences, style, and fit. unique style and body type. [13]
Provides personalized beauty product Sephora’s Beauty Insider program utilizes customer
Beauty Product ; - - .
Sephora - recommendations based on skincare concerns, | data to offer personalized product suggestions and
Recommendations - - -
makeup preferences, and purchase history. tailored beauty advice. [14]
. Delivers personalized offers and rewards to Starbucks' mobile app uses customer data to offer
Customized Offers - - . . .
Starbucks customers based on their purchase history, personalized promotions, freebies, and rewards
and Rewards . Lo .
preferences, and loyalty status. tailored to individual preferences and behaviors. [15]
. Offers personalized sneaker designs and Adidas' miadidas platform allows customers to design
. Customized Sneaker L - - :
Adidas ] customization options based on customer custom sneakers, selecting colors, materials, and
Designs . A .
preferences, style, and performance needs. personalized details to create unique footwear. [16]
Generates personalized workout Peloton's Al - powered algorithms analyze user data to
Personalized Fitness [recommendations and class suggestions based | suggest customized workout routines, instructor - led
Peloton . - . o - A
Recommendations on fitness goals, workout history, and classes, and training programs tailored to individual
preferences. needs [17]
Delivers targeted advertisements to users Spotify's ad platform uses Al to segment audiences
. Targeted I . . : -
Spotify : based on their listening habits, preferences, and deliver personalized audio ads, sponsored
Advertisements . . . - - .
and demographic information. playlists, and brand integrations to listeners [1].
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Company Type of Hyper - Description Aspect of Hyper -
Personalization Personalization
Naked Wines uses customer reviews to personalize wine tasting Product recommendations based
Naked Wine and purchasing experiences. Customer feedback informs wine on customer reviews and
Wines | Recommendations | recommendations, and the personalization extends to email offers feedback, personalized email
and promotions tailored to individual tastes and purchase history. offers and promotions.
Amazon customizes the homepage for each customer based on Customization of homepage
. their past purchasing behavior, preferences, wishlist, and cart based on past purchasing
Customized - L - . Lo
Amazon items. The company leverages predictive analytics and both behavior, preferences, wishlist,
Homepage L . . ! . -
historical and real - time data to enhance customer experience and and cart items using predictive
satisfaction. analytics.
Vi utilizes Al and real - time monitoring to personalize fitness Personalization of fitness
Vi Real - time routines for users. The app collects personal information and routines and notifications based
Fitness Data fitness goals, then tracks running metrics to send notifications on Al and real - time monitoring
regarding workout activities, health condition, and performance. of running metrics.
Care/of delivers personalized daily vitamin packs to customers .
: . : Product recommendations based
based on lifestyle quizzes. Customers undergo a quiz about . .
. . L - A on lifestyle quizzes and
Personalized lifestyle and goals, receiving recommendations for daily vitamins AN -
Care/of o . : personalized information,
Vitamin Packs and supplements. The brand uses customer interactions to . - g
. . : . improving recommendations
improve product recommendations and personalized marketing - -
. through customer interactions.
technigues.
Ref: [18]

2. Framework of Al Hyper Personalization:

A hyper - personalization technique or technology should

cover summarily following key functions [19]:

o Data Collection: Gather data from various sources like
web analytics, CRM, and customer support to understand
customer needs and preferences, including geolocation,
brand interaction history, demographics, and satisfaction
level.

FRAMEWORK of Al Hyper Personalization:
Data Acquisition

Data Acquisition: Data is collected from
various sources.
Data Processing and Analysis: Raw data is
processed and analyzed to derive insights.
Customer Profiling: Detailed customer
profiles are created based on the analyzed
data.
Content Personalization: Personalized

content and recommendations are generated

Delivery ar

content is deli

ered to customers through
various channels,

and Optimization:
ince is measured, and strategies are
d based on data analysis

and Compliance: El
compliance with data privacy regulations and
standards.

Continuous Improvement: Feedback is

ngagement: Personalized [

collected to refine and improve
personalization strategies over time,

The above steps shown in the slide are conceptualized by the
author for the proposed IndoAI’s Al Camera & facial
recognition technology Case study for a Mall.

3. Case study

1) Application of IndoAl Camera and Facial
Recognition Model for Retail

The retail business has been driven forward by new

developments in artificial intelligence (Al) tech. An example

of this is IndoAl's Al Camera, which uses Facial
Recognition to provide personalized service in real time.

Content
Personalization

DL]]VLIy &
Engs lEt.lﬁt.['ll

Measurement & ]

()puml/ ation

Privacy &
(] omplmnu,

Continuous
Improvement

o Client Segmentation: Analyze collected data to segment
the client base, enabling tailored messaging and
interactive routes for customers. Automation of
segmentation is crucial for scalability.

e Targeted Journeys: Define personalized interaction paths
for each customer, selecting suitable channels, timing,
messaging, and offers.

e Measurement and Analysis: Continuously analyze
personalized interactions, collecting metrics to improve
future personalization. A feedback loop ensures ongoing
enhancement.

Data Processing &

Analysis J - [ Customer Profiling ]

]

This case study looks at how this kind of technology could
affect marketing in retail, showing how it has the potential to
improve customer engagement and satisfaction.

Real - Time Hyper - Personalization:

IndoAl's Al Camera facilitates real - time hyper -
personalization by capturing customer images and
identifying them through Facial Recognition. This enables
retailers to analyze individual preferences and behaviors,
allowing for personalized recommendations and promotions
[20]. By leveraging this technology, retailers can move away
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from generic marketing strategies and deliver tailored
experiences that resonate with customers on a personal level.

Impact on Marketing:

The adoption of

IndoAl's Al Camera has profound

implications for marketing in the retail industry. Traditional
approaches often rely on broad demographic data to target
consumers [21]. However, with real - time hyper -
personalization, retailers can move towards a more nuanced
understanding of customer preferences [22]. This enables
them to tailor messaging and offers to individual shoppers,
increasing the likelihood of engagement and conversion.

Furthermore, IndoAl's Al Camera enables retailers to gain
deeper insights into customer behavior. By analyzing facial
expressions and reactions, retailers can understand what
resonates with their audience and refine their marketing

strategies accordingly. This data -

driven approach

empowers retailers to make informed decisions that drive

business growth and enhance the overall

shopping

experience [23].

Privacy Considerations:

Though IndoAl's Al Camera has great potential for hyper -
personalization, it's crucial to think about privacy issues.
Retailers need to make transparency and permission a
priority when gathering and using customer information.
Shoppers should be told how their data is collected and
allowed to choose whether or not they want personalized
service. Additionally, measures should be taken to secure
and anonymize data to protect customer privacy [24].

2) Key elements of Hyper Al Personalization in Al

Camera - IndoAl case study:

Customer Opt - in: Customers are presented with an
invitation to opt - in for personalized experiences. They
provide consent for their data to be used for personalized
advertising purposes.

Data Collection: Al cameras capture and analyze various
biometric and behavioral data, such as facial features,
gait, and interactions with products. Data is collected in
real - time as customers navigate through the retail
environment.

Profile Creation: Based on the collected data, individual
customer profiles are created within the Al system.
Profiles include preferences, purchasing history, and
other relevant information.

Real - Time Analysis: The Al system continuously
analyzes customer behavior and preferences in real -
time. Patterns and trends are identified to personalize the
shopping experience.

Dynamic Content Generation; Personalized
advertisements and recommendations are dynamically
generated based on the analysis of customer data.
Content may include product suggestions, promotions, or
targeted messaging. In case of Al Camera, a live
depiction can be shown on the display panel.

Display and Interaction: Personalized content is
displayed on digital signage, monitors, and other display
devices throughout the retail environment. Customers
interact with the content, which may include interactive
elements or calls to action.

Automatic Adjustment: The Al system automatically
adjusts content based on customer responses and
feedback. Content may be updated in real - time to
optimize engagement and relevance.

Privacy Protection: Measures are in place to ensure
customer privacy and data security. Data collection and
usage comply with relevant regulations and ethical
standards.

Customer Feedback Loop: Customer responses and
interactions with personalized content are captured and
analyzed. Feedback is used to refine and improve the
personalization algorithms over time.

Automatic  Recognition: Upon exiting the retail
environment or ending the customer's session, the Al
system automatically recognizes the customer's
departure. Personalized content ceases to be displayed,
ensuring privacy and respecting the customer's presence.
Performance Monitoring and Analytics: The performance
of personalized advertising campaigns is monitored and
analyzed. Key metrics such as engagement rates,
conversion rates, and customer satisfaction are tracked to
measure effectiveness.

Continuous Improvement: Insights from performance
analytics and customer feedback are used to iteratively
improve the Hyper Al Personalization system.
Algorithms are refined, and content strategies are
optimized to enhance the overall shopping experience.

3) Enbhancing Customer Experience through Hyper Al

Personalization at Retail Mall
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The Challenge:

In today's competitive retail landscape, providing a
personalized and immersive shopping experience is key to
attracting and retaining customers. To address this challenge,
Retail Mall, one of largest shopping destination, partners
with IndoAl, a leading Al camera manufacturer, to
implement an innovative solution leveraging facial
recognition technology and real - time advertising.

Retail Mall aims to enhance customer engagement and
satisfaction by delivering personalized advertisements
tailored to individual preferences and behaviors. Traditional
advertising methods limit the ability to dynamically adjust
content based on real - time insights, reducing their
effectiveness in capturing consumers' attention and driving
sales.

The Solution:

IndoATI’s proposal of a cutting - edge solution that combines
facial recognition technology with hyper Al personalization
creates a truly immersive shopping experience for visitors to
Retail Mall. Upon entering the mall, customers have an
option to opt - in for personalized advertising, allowing their
facial features and gait to be registered by Al cameras
installed throughout the premises.

4. Implementation:

o Consent and Registration: After entering Retail Mall,
customers are greeted with an invitation to participate in
the "My Customer, My Ambassador" program, aimed at
providing personalized shopping experiences. Upon
providing consent, their facial features and gait are
registered by IndoAl's advanced facial recognition
system.

o Real - Time Advertising: As customers move through the
mall, Al cameras track their movements and interactions
with products. When a customer makes a purchase, such
as a shirt, IndoAl's system identifies the transaction and
dynamically generates personalized advertisements
featuring the customer wearing the purchased item.

« Display on Billboards: Real - time advertisements
featuring customers are displayed on various digital
billboards and monitors strategically placed throughout
the mall (see image — red circled). The display showcases
the purchased item, along with the message "My
Customer, My Ambassador, " highlighting the customer's
status as a valued patron of Retail Mall.

« Automatic Recognition: When customers exit the mall,
the IndoAl system automatically recognizes their
departure and ceases displaying advertisements featuring
them on the billboards. This ensures that customer
privacy is respected and that advertisements are only
shown while customers are inside the mall premises.

o Results:

« Enhanced Customer Engagement: The implementation of
hyper Al personalization significantly enhances customer
engagement and satisfaction at Retail Mall. Customers
are delighted to see themselves featured in real - time
advertisements, creating a sense of personalized
connection with the mall.

« Increased Sales: The author is confident that personalized
advertisements based on real - time insights will lead to
an increase in sales and conversion rates for participating

retailers at Retail Mall. By showcasing relevant products
to customers, the mall may be able to capitalize on
impulse purchases and drive revenue growth.

o Positive Brand Perception: The "My Customer, My
Ambassador" program generates positive word - of -
mouth and enhances the perception of Retail Mall as a
forward - thinking and customer - centric shopping
destination. Customers appreciate the mall's innovative
approach to personalization and feel wvalued as
individuals.

5. Conclusion

Hyper Al personalization is a game - changer in the retail
world [25], as seen in the case of Retail Mall using IndoAl
Al cameras. The article explains the key parts of this
approach, which helps stores give customers a more
personalized shopping experience. IndoAl's Al Camera
equipped with Facial Recognition technology offers
significant  opportunities for real - time hyper -
personalization in the retail industry. By leveraging customer
data (after due approval) to deliver personalized experiences,
retailers can enhance customer engagement, loyalty, and
sales. By using facial recognition and real - time ads, stores
can engage customers better, making them happier and more
likely to buy. The Mall with hyper Al personalization shows
how important it is for stores to connect with customers in a
personal way. In the future, we can expect more stores to use
hyper Al personalization to make shopping even more
enjoyable and rewarding for everyone. Overall, IndoAl's Al
Camera has the potential to revolutionize marketing in the
retail sector, shaping the future of customer interactions and
driving business success, deliver targeted and immersive
experiences that will drive engagement, sales, and brand
loyalty.
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