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I’ve never heard of AutoCanada

• 81 franchised locations, 

• 3 used-only dealerships, 

• 29 collision centres

• 27 brands / manufacturers

• $5.3B in revenue

• 97,000 vehicles
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A Market on the Cusp of Change

Tariffs

Online shopping and buying

Push towards EVs / Hybrids

Longer Terms

Autonomous driving

Global competition
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Source: BloombergNEF, Paul Horn (Inside Climate News)
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Source: Cox Automotive
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HOW DO WE 
BUILD A DURABLE

COMPETITIVE 
ADVANTAGE?
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Customer Data Platform
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Customer Data Platform: Partnerships

Collect Clean Augment Unify Activate

80+ sources
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Customer Data Platform: Dormant Customer Awakens

• A previous customer, who is typically inactive starts browsing the website

• Based on their activity, we can see they are interested in a specific make/model

• Even though they reached out to us yet, we can try things like:

Send them a service 
offer with a special 
offer (free detail). 

When they come in, 
offer to let them take 
the vehicle of interest 

as a loaner

Send a personal text 
from a new GM/GSM 

to introduce 
themselves to see if 

there is anything they 
can do to help them

Send a general 
newsletter style email 

from the dealership, 
emphasizing the 

specific make model 
and any relevant offers

A B C
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Customer Data Platform: Timelines

LAND INSTALL DEPLOY

Q1 Q2 Q3 Q4 Q1 Q2

Core Use Cases
1. Audience Suppression
2. Basic Email / Contact
3. Incomplete forms
4. Automation replacement
5. AI meets the CDP

ANALYZE OPTIMIZE
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HOW CAN WE 
PERSONALIZE THE

MESSAGES TO
OPTIMIZE

CONVERSION?
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Customer Data Platform: Lease Expiry Example

• A car buyer leased a new car 2 years ago, and is coming up on expiry

• We know who they are, which communication channels work, and what they drive

• Let’s personalize the message using the Environics data to enhance the chance of conversion

1st party
Customer Data + = 1x1

Message

Environics Customer Profiles
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Custom 1x1 Communication: Level 1 – Google Gemini Gems
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Custom 1x1 Communication: Level 1 – Gemini “Gems”

NAME: Lease Expiry Campaign
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Custom 1x1 Communication: Level 1 – Gemini “Gems”

INSTRUCTIONS:
- Write a killer email, etc.
- Use the Environics Segments
- Check the manufacturer offers

NAME: Lease Expiry Campaign
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Custom 1x1 Communication: Level 1 – Gemini “Gems”

INSTRUCTIONS:
- Write a killer email, etc.
- Use the Environics Segments
- Check the manufacturer offers

NAME: Lease Expiry Campaign

KNOWLEDGE: Segments, Offers
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Custom 1x1 Communication: Level 1 – Gemini “Gems”

INSTRUCTIONS:
- Write a killer email, etc.
- Use the Environics Segments
- Check the manufacturer offers

NAME: Lease Expiry Campaign

KNOWLEDGE: Segments, Offers

SAMPLE PROMPT:
Write an email to Larry, lease on a 
Honda Odyssey is expiring in 2mos… 
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Custom 1x1 Communication: Level 1 – Gemini “Gems”

INSTRUCTIONS:
- Write a killer email, etc
- Use the Environics Segments
- Check the manufacturer offers

NAME: Lease Expiry Campaign

KNOWLEDGE: Segments, Offers

SAMPLE PROMPT:
Write an email to Larry, lease on a 
Honda Odyssey is expiring in 2mos… 

SAMPLE OUTPUT:

Subject: Lease-end options for your Honda Odyssey

Hi Larry,
I hope you're enjoying your 2023 
Honda Odyssey. I wanted to reach out 
as your lease is expiring… 
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Custom 1x1 Communication: Level 1 – Gemini “Gems”

GEMs can be shared internally.

Once you’re happy with the output, 
this is a very quick and lightweight 
method to deploy AI tools in your 
workspace. 
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Custom 1x1 Communication: Level 2 – Google Vertex

- Vertex allows you to build your own processes and applications

- You can use your favorite AI engine and can tackle things programmatically

Name Contact Category Current Vehicle Next Car to Offer Customer_Segment Notes
Doc Email Lease Expiry 2022 Honda Odyssey 2026 Honda Odyssey 19 Family Mode Kids play hockey
Grumpy Email Lease Expiry 2023 Honda Pilot 2026 Honda Pilot 19 Family Mode Has a dog
Happy Email Lease Expiry 2024 Honda HR-V 2026 Honda HR-V 23 Mid-City Mellow
Bashful Text Lease Expiry 2022 Honda Odyssey 2026 Honda Odyssey 23 Mid-City Mellow
Sleepy Text Lease Expiry 2023 Honda Pilot 2026 Honda Pilot 23 Mid-City Mellow Loves camping
Sneezy Text Lease Expiry 2024 Honda HR-V 2026 Honda HR-V 32 Diverse & Determined Has referred 3 other clients
Dopey Call Lease Expiry 2022 Honda Odyssey 2026 Honda Odyssey 32 Diverse & Determined Repeat buyer

Vertex allows us to scale the personalization across all customers,
stores, manufacturers – outputting a file with the right message for each customer.



Next Steps

Collect Clean Augment Unify Activate

APPLY AI

We’re currently experimenting with prompting to start building out the right level of 
personalization before we move it into production (expecting Q1 2026). 
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Value of 
PRIZM
to me



Thank you for attending
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