• 360o View of the Customer
• Managing Big Data
• Partnering with IT
• Strategic Analytics
• Optimization Engines
• Closing the Loop

CRITICAL ENABLERS

360° View Of Customer
Continuous Learning

Why

Customer Engagement
Strategy

Reach, Awareness
Propensity, Engagement

Who

Customer Segmentation

Life Stage/Style/Status
Needs/Attitude, Behavior

Where

Value

Reward

Offer

At Home

In Store

On-the-Go

Social
Everywhere

Offer Effectiveness
Price Elasticity & Promo Uplift
Loyalty/Traffic/Basket Drivers
Conversion

Channel Responsiveness
Channel Preference
Advocacy/Influence

When

Monthly | Daily | Real Time

Recency, Frequency

How

Mail | Phone | Tablet | Associate

Vehicle Preference & Usage
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Key Metrics for CRM

What

Product

Customer
Profile

Managing Big Data– Shift Through The Noise!
Big Data…yes, it’s big…but what does that mean for you?
It means finding a way to capture RELEVANT and ACTIONABLE data (space/
skills) and being able to sift through noise (analytics/data science/tools) to
create critical customer 360O profiles (key to personalization).
Where Will Big Data Create Value?
76%

‘Trying to make sure that tons of data
is analyzed based on customer
scorecards and use that to determine
what we are going to do differently’

A Note On Personal Data
Customers are willing to share personal
information with retailers in exchange for
a consistent, personalized, and seamless
omnichannel shopping experience.

70%
43%

“

What CMOs are Saying

38%

Strengthening
Creating
Enabling More Implementing
Shopper
Personalized
Shopper
Store Specific
Engagement Promotions
Solutions
Assortment

Source: brickmeetsclick “Moving Forward with Big Data: The Future of Retail Analytics, April 2013”

“While shoppers overall are more willing
to make this tradeoff (personal data for
more personalized offers), sharing of
personal data establishes a relationship
and there will be a limit to the number of
these relationships shoppers will
embrace. Retailers who arrive late with
personal offers will find it more difficult to
access this data and may need to
displace another retailer to get it.”
Source: brickmeetsclick
“Anticipating the Future of Shopper Marketing”

Big data is high-volume, high-velocity and high-variety information assets that demand cost-effective,
innovative forms of information processing for enhanced insight and decision making.
Questions about big data are shifting from "What is it?" to "How can we get value from it?" With this
shift comes a new set of hurdles spanning people, process and technology.
Gartner
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‘Want to get mobile in stores so
stores have shopper information. We
have a lot of push content but are not
sure about level of engagement,
effectiveness, sharing or conversion’
‘Digital has been personal for quite
some time and we’re far down the
path of understanding online behavior.
Display marketing has been hard to
measure as far as in-store impact so
we focus on what we can measure’
‘We tested a loyalty program, but are
waiting for a new POS system to roll
out this year- then we need to attach
loyalty data to POS data’
‘We have not found a way to pick up on
the stuff that we are interested in,
filter out the noise and lose the
uninteresting data that is cluttering up
the database’
3

Partnering with IT
CMOs and CIOs need to be BFFs.
There has been a lot of talk about the convergence of the roles, given the
tremendous interdependency. However, it seems as if both roles have more
than enough to handle without adding the weight of the other. Sure, there can
be translation and priority issues, but that’s where an informed, savvy,
facilitator comes in play… the data scientist.
And the great news is that there are ways for all to contribute meaningfully to
the shared goal. For example, we love this list from datascienceseries.com:
How can IT help Marketing master Big Data?
1.
2.
3.
4.
5.

“

What CMOs are Saying

Storage and Processing Power: making room for the Big Data
Data Management: using the right Big Data
Linking the data: making sure that all centers of Big Data are able to communicate with one another
Analytics: Filtering intelligence from Big Data
Visualization: making sure that non-technical business users have easy access to the insights
source: datascienceseries.com

“HBR headlined last October: ‘Data scientist: The sexiest job of the 21st century’.
What is a data scientist? According to the HBR essay, the position describes a “high ranking professional
with the training and curiosity to make discoveries in the world of big data”. The reason that this job
needs to be done at all is the data deluge that is hitting companies everywhere, and the opportunity to put
that information to productive use.

‘We use technology to understand the
shopper at an individual level without
their feedback’
‘In process of integrating the regular
and loyalty websites. Now we can
identify more than 12% of visitors.
We are testing personalization on the
12% so we hit the ground running with
pre-tested messages when we can
identify more’
‘It is critical to get IT right and prioritize
the asks on their plate. They just don't
have the hours in the day to execute it
all’
‘IT is constrained by current systems.
Our issue is not about organization
alignment, but rather about
prioritization’

Per Jon Stine, lead for retail consulting for Cisco North America, “Say you’re in London and it’s raining.
Great data analysis should know that you don’t have a raincoat, love the Burberry brand, and that there’s a
special offer in the store on Regent St. A deal automatically pops up on your smartphone, along with
directions on how to get to the store.”
Source: Jon Bird, Chairman of IdeaWorks
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Customer Segmentation

“

Segmentation is the critical starting point
on the road to personalization. More
traditional customer segmentations are
based on a predefined set of variables
relating to past actions. While these
segmentations are still valuable, they are
not run in real time, nor are they able to
truly predict a customer’s next move.

What CMOs are Saying
‘Tremendous success hypersegmentation based on behavior instore & online. Segmentation is based
on what they spent today/historically
and where we can move them for
new spend based on statistical
modeling and profiling’

Customer hyper-segmentation, or micro segmentation, is a more advanced
form of segmentation which groups small numbers of customers into extremely
precise segments, based on various factors, including behavioral predictions.
Marketers can then direct specific marketing actions to each micro-segment to
maximize the effectiveness of every contact with each customer. By tracking and
carefully analyzing how different marketing actions affect the spending behavior
of different micro-segments, it becomes possible to predict the varying
effectiveness levels of different marketing actions on different microsegments .

VALUE

BEHAVIOR

ENGAGEMENT

JOURNEY
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‘We understand segment value/
frequency, what channels are most
effective in reaching them, who is
more digitally engaged and high
value/high responsiveness is a
segment’
‘We differentiate customers on
where they spent and use lifecycle
marketing to change purchase
frequency and engagement’
’We use analytics to understand
shoppers - what channels and how
they are used. Lifecycle segmentation
as well as behavioral and predictive
analytics drive email programs, media
buys, and the delivery of our very
popular Sunday circular”
5

Optimization Engines
Optimization engines are geared towards providing optimal engagement (an
offer, an invite, a newsletter, an event, a game etc…) with a customer based on
their personal preferences and behavior (product, channel, vehicle, frequency).
Those preferences come from the data collected, measured and appended to
the individual customer profile and then the optimization process blends
marketing strategies, analytical insights and custom business rules to achieve
performance objectives.
Sophisticated engines
seamlessly integrate
Data & Analytics to
simulate optimal
scenarios and create
forecasts to benchmark
results.
When action is taken,
evaluating the results
becomes a critical input
to the Master Data File
at the individual
customer level, which
then becomes key inputs
to the Driver Analytics
and the cycle repeats
and tunes itself.

Optimization
Engines
Leveraging Art
& Science

Data &

Segmentation & Propensity
Strategies & Business Rules
Objectives & KPI’s
Product Life Cycle
Elasticity & Lift
Affinity, Cannibalization, Halo
Path-to-Purchase Analysis

Analytics

Optimizer

Master
Data
File

Engines

Outcome
POS, CRM, Competitive
& Unstructured Data
Customer Profile:
• Contact Info
• Segment (s)
• Engagement History
• Responsiveness
• Preferences
• Advocacy NPS
• Customer-direction

Metrics

Offers
Channel
Frequency
Vehicle
Communications

“

What CMOs are Saying
‘Know customers at an individual level
…we know what kind of offers to serve
up and emails are highly targeted and
personal based on behavior’
‘We have a multi-dimensional email
system with behavioral and frequency
triggers, algorithms provide
segmentation and personalization
that tweaks the formula for each
customer’
‘Use category focused statistical
modeling to understand where they
have greatest proclivity to spend and
what messages/ offers they are
most likely to respond to as well as
analyze whether they have stopped
(attrition) or slowed frequency or
amount’

Responsiveness
Browse / Click-thru
Advocacy / Reach
Loyalty & Retention
Conversion & Lift
Redemption
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Closing The Loop
Meaningful, relevant engagement leverages the
real-time customer profile and delivers

optimized messages, offers and incentives
through appropriate channels and vehicles
The continuous loop of information is enhanced
through analytics and optimization engines

Measure

Plan

Amplify

The art of activating and measuring positive
customer engagement is user-driven

Optimize

Reward

“

What CMOs are Saying

Analyze

Reach

1. Analyze data streams to selectively feed the Customer Profile with only relevant, actionable
insight

‘Any program has to lead to
transactions/conversions or it is not
worth doing- it can't just be cool. But
success is not about click and convertwe don't care where they buy research online buy in store is fine- the
question is- did they ultimately buy
within a period of time?’
‘Feedback mechanisms are used to
refine tactics and are focused on
understanding product interest,
purchase propensity and spend level’

2. Plan engagement strategies that not only attracts new customers, but retains and rewards
currents customers

3. Optimize all points of interaction (communication, offer, channel] to the individual as best as your
technology and segmentation allows while continuing to enhance those capabilities

4. Reach current customers through through preferred vehicles (mobile, email, tablet, website,
associate…). Leverage propensity for attracting new customers

‘We focus on the things that we can
measure such as store vs. online
spend and what triggers an omnipurchase or forces a behavioral
change in order to create messages
that shape that shopper behavior’

5. Reward activity & loyalty with personalized offers and communication
6. Amplify individual excitement through preferred social channels (Facebook, Pinterest,
Instagram…) and provide easy ways for customers to promote you

7. Measure & track every touch point against engagement strategy objectives
8. Repeat and refine continuously with new learning
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‘The key metrics we use are basket
size, visit frequency, category
penetration, utilization of digital
experience in store, amount of time in
app, pages view, content visited…’
7

•

Do you analyze customer data so that it is easy to
digest and use?

•

Do you have one consistent view of the
customer?

•

Can this view be easily accessed by every
touchpoint and channel?

•

Can you easily incorporate new information that
the customer gives you?

•

Are your segmentations aligned with objectives?

•

Do you interrogate your social media data?

•

How do you use your data outside of customer
communication?

•

What optimization engines are you using to drive
efficiency and efficacy?

•

Have you partnered with IT lately?

Questions
To Ask
Yourself
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