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In today’s competitive economy, accurate customer data is
absolutely essential for growing your business and increasing
revenues. In this guide, you will learn about the importance of improving
data quality to establish a clean, highly-granular view of your customers and
prospects and discover how to best define your target audience through
marketing techniques such as segmenting and modeling. You will also learn
about best-in-class tools to maximize ROI with robust data analytics and
targeted marketing, and how better customer data means huge opportunities for
business growth.
Consumers expect to be able to easily interact with their favorite brands
according to their preferences. Whether they are in your store, shopping
online or calling customer service, customers want personalized and consistent
experiences through each of these channels. Positive customer experiences
create happy customers and when customers are happy, huge opportunities open
to increase revenues and grow your business.
With more sources of customer information and new technologies to evaluate
data, retailers are using data management and marketing analytics to:
• Develop a highly comprehensive marketing database by integrating and
cleaning multiple sources of information
• Identify new marketing opportunities with customer segmentation and
analytics
• Enhance customer experiences by better understanding customers, their
channel behaviors, and what they plan to purchase next
• Maximize customer value through multi-channel marketing strategies
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Multi-channel consumers spend 82% more per
transaction than a customer who only shops in
store, according to business advisory firm. (Deloitte)

Drive Growth with Better
Customer Intelligence
Consumers are often inundated with mass
marketing messages that have no relevance
and are quickly forgotten. The messages
consumers are most apt to remember are
ones that are relevant, delivered through the
channels they most prefer, and at the time
of their choosing. You must truly know your
customers and prospects to deliver targeted
messages that will drive them to act.

Customers are rich resources of information.
The more you know about them, the easier

With a clear, comprehensive customer view,
a company can quickly pinpoint revenue
opportunities in the following ways:
 Align the right offers to the right
consumers
 Drive up-sell and cross-sell
opportunities
 Increase customer retention and
loyalty
 Convert prospects into customers
 Maximize customer value

Transform Messy Data into
Actionable Insights

it is to identify new revenue opportunities. A

Consumers interact with retail organizations

retailer must be able to answer the following

through a multitude of channels, such as

questions:

email, customer service departments, call

 What do my customers look like?

centers, social media, in-store visits, and

 What products have they purchased,

online shopping. Each and every touch point

and what is their purchasing behavior?
 Who are my best customers and what
will keep them loyal?
 What is the best way to reach my
customers and prospects?
 What patterns may indicate unhappy
customers and how can I mitigate
attrition risk?

is an opportunity to enhance customer
value and increase profitability. To do so,
data from each of these channels must be
collected, cleansed and integrated into a
central marketing data mart or warehouse for
analysis.
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BAD DATA is the #1 reason for CRM failure.
On average, every 30 minutes 120 business addresses change, 75 phone
numbers change, 20 CEOs leave their jobs, and 30 new businesses are
formed. (D&B The Sales and Marketing Institute)

It has a direct impact on the bottom line of 88% of companies,
with the average company losing 12% of its revenue.

Data often resides in separate systems and
in various formats. For example, customer
service calls may be kept in a separate

(Source: Experian)

 Cleanses and standardizes data so
consistent formats can be integrated.
 Integrates any number of data

system from customer purchases. Each

sources residing in varying formats

of these interactions contains important

and multiple siloes to create a

customer details, that when combined, begin

comprehensive, 360o customer view.

to create a complete view of the customer.

Include data such as e-commerce
transactions, Point of Sale purchases,

Before creating a customer data warehouse,

customer service calls, and credit card

data must be standardized and cleansed.

transactions.

Begin by evaluating the quality of your data
with a data assessment.

 Consolidates customer data into a
single record and eliminates duplicate
data.

DataMentors provides a complimentary

 Monitors data to ensure it remains

assessment to help identify areas where

consistent and continues to align with

data quality can be improved, what types of

business rules.

customer information may be missing, and
other data problems that must be corrected

 Appends missing customer information
for a more complete view of the
customer.

Data management software should then
be implemented to integrate multiple data

With a clean, highly granular customer view,

sources and automate data quality processes.

retailers can identify new opportunities

Data management software performs the

to better target prospects and maximize

following functions:

customer value.
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Create Customer Segments for Targeted Marketing
Customer segmentation creates vital insights for you to focus on your most profitable
customers from acquisition to cross-sell, up-sell, and retention strategies. In order to
successfully target customers with the most relevant offers, customers should be segmented
into groups. Customer segmentation refers to dividing customers into groups who share
similar characteristics, such as age, gender, lifestyle, and so on. Any number of segments can
be created as long as each segment is:

Large Enough to be Profitable: The segment should not be too narrow, making it costprohibitive to reach these customers. The segment should be worthy of the marketing efforts.

Accessible: The consumers must be able to be reached through channels already
established, such as a website or store, or by new channels that can easily be created.

When creating customer segments, a company must consider a wide range of customer
characteristics, such as:

Behavioral: Characteristics

such as product usage and
frequency of purchase.

Psychographics: Values, attitudes, lifestyles that answer

questions such as what motivates your customers to buy your
products and services? What are their key values?
What are their hobbies and habits?

Demographics: Factual
characteristics, such as age,
gender, occupation, and
income. For example,
are the majority of your
customers female or
male? Where do they
live? Are they single or
married?

Value-Based: Actual

or potential revenue
of customers and the
costs of maintaining
relationships with
them. Analyzing these
attributes allows
marketers to allocate
resources to the mostprofitable customer
groups.

Based on any combination of these characteristics, retailers can develop key customer
segments and develop marketing strategies designed to generate the most profit from each
unique customer group. A company may want to enhance loyalty, increase customer value, or
provide products and services to a particular geographic area.
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Segmentation Examples
Demographic Segmentation

Life Stage Segmentation

Creating segments based on demographics such as

Life stage segmentation requires looking

age, income, gender, and education are common

at a combination of demographics and

ways to target consumers. Some brands may

psychographics characteristics to determine

only be targeted to women, others only to men.

where consumers are in their life cycle.

Or consumers in higher income brackets may

Different marketing techniques will appeal

be targeted with more expensive products and

to different segments. Targeting a college

convenience services. Likewise, consumers in lower

student will be much different than targeting a

income brackets should be targeted with discounted

young family or senior citizen.

products and services.

Geographic Segmentation

Buying Frequency Segmentation
Creating a segmentation based on buying

Marketers may create segments based on

frequency is good for targeted marketing

geographic location, such as neighborhoods,

campaigns, such as re-engaging past

cities, states, regions, or postal codes. A local

customers or rewarding frequent shoppers.

retailer may want to only target consumers

For example, by creating a segment of

within a certain radius of the store. A large

customers who have not purchased in the past

retailer selling seasonal products, such as

six months, a special incentive can be sent to

winter coats, will concentrate more marketing

this group.

efforts on areas with colder weather.

Customer-Value Based Segmentation
By creating segments based on transactional
history, such as average spend, products
purchased and frequency of purchase,
companies An online retailer may offer free
shipping to profitable customer segments.

When it comes to high-value customers, the
20/80 rule holds true. Every company has
those really great customers who represent
20% of the customer base and contribute 80%
of the revenue. Focusing on these customers
should top the agenda for every organization.
By not doing so means that this 20% may
become customers for your competitors.
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Identify New Opportunities with Propensity Models
Similar to segmentation, predictive modeling allows retail marketers to develop very
precise, targeted campaigns. Both techniques examine the characteristics of customers and
prospects, however modeling takes this one step further by also predicting future behaviors.
Modeling is the practice of forecasting consumer behaviors and assigning a score based on
the likelihood of completing a desired action, such as purchasing a product. For example,
which customers are most likely to spend the most across a 6-month cycle?

Types of Propensity Models
Response Model

Propensity to Purchase Model

This type of modeling is used to identify

This refers to the likelihood of a customer

customers or prospects most likely to

to purchase a particular product. By better

respond to marketing offers. By collecting

understanding a customer’s purchase

and analyzing data on individual customers,

propensity, retailers are more likely to up-

marketers assign scores to individuals

sell or cross-sell these customers. Types of

representing their likelihood to perform a

data that are often included in this type of

desired action, such as a product purchase.

model include purchase behavior in the last

Highly targeted offers can then be sent to

12 months, amount of spend, frequency, and

those with the highest scores.

other actions such as increased clicks on a
website. Purchase propensity models help

Customer Churn Model

determine:

By better understanding what causes

•

Which customers should be targeted

customers to stop using your services or

•

What products should be offered

switch brands, processes can be put into

•

How much of an incentive is needed for

place to mitigate churn. A customer churn
model evaluates behaviors such as purchase
frequency and date of last purchase. A

conversion
•

When and through which channel should
the offer be made

possible indicator that a customer may
be thinking of leaving is decreased
purchasing frequency. By
implementing triggers based

By understanding a customer’s
likelihood to buy, targeted
offers can be made based on

on changing customer

what they are most likely to

behaviors, customer

purchase next, which cross-

retention strategies can

departmental purchases may

be put into place before a
customer switches brands.

be most appealing, and what
type of incentive will be most
enticing.
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Maximize Your Marketing ROI with Better Business
Intelligence
With today’s flexible business intelligence tools, companies are more empowered than ever
to quickly analyze data, segment customers, and create propensity models to support better
decision making. DataMentors’ business intelligence solution, PinPointTM, helps retailers better
target today’s omni-channel shoppers and maximize ROI through:

Data Mining & Analysis

Marketing Program Reporting

Analyze large sets of data to identify,
interact and learn more about your
customers and prospects.

Quickly and easily measure marketing
results to understand what works best.

Segmentation

Modeling

Develop key customer, prospect, or
product purchase segments to focus
on your most profitable marketing
opportunities.

Gain predictive insights into your
customer’s behavior, such as “propensity
to buy” and “customer churn” for more
precise marketing campaigns.

Example of the PinPointTM Interface
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Retain Customers with
Loyalty Marketing
Successful retailers companies know that
focusing on loyal customers is critical to
remain in business. The concept of loyalty
programs is not new. According to a recent
report by FiveStars, a company’s most
loyal customers spend 10 times more than
new ones1. Focusing on loyal customers
strengthens these relationships, reduces the
risk of churn and increases overall revenue.

Implementing a reward program for these
customers will quickly grow your business.
Consumers who sign up for loyalty programs
want to hear from companies. The survey
also revealed that 65% of a company’s most

loyal customers want to receive coupons
and promotions on a regular basis. However,
customers do not want to receive every offer
on the table. By analyzing customer profiles
and channel preferences, marketers can
deliver highly targeted offers on a regular
basis.

Loyalty programs, which often generate
massive amounts of customer data, also offer
a great opportunity to better understand
customers. This data provides information
on buying behaviors, such as how often
and how much a product or service is used.
Integrating this transactional data with
customer profiles provides additional insights
to better understand customers and deliver
up-sell or cross-sell offers.

Why focus on loyal customers?

VIP & loyalty program
members are 70% more
likely to spread the word
about your business.

The probability of
making an additional sale
or upselling to a loyal
customer is 60-70%.

A company’s most
loyal customers spend
10x’s more than a new
customer
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Discover New Revenue Opportunities with Social Consumers
Social media has changed the
way retailers must operate to stay
competitive. Today’s social consumers
have the power to influence entire
networks of peers, simply by liking
a company on Facebook, airing a
complaint on a product review forum,
or posting a picture on Instagram. Just
as important, consumers are actively
seeking to engage with their favorite
brands through social media sites.
Social media is a great opportunity
for retailers to better understand
consumers and identify new revenue
opportunities. Two examples of how
business can benefit from social media
are customer service and relevant
messaging.

Customer Service
Providing exceptional customer service is a key component to maintaining positive customer
relationships. According to a study from NM Incite, nearly half (47%) of U.S. social media
users today actively seek customer service through social media2. Prompt
attention to customer complaints, questions or comments on social sites
provides a great opportunity to build better customer relationships with
social followers.

Relevant Offers and Real-Time Messaging
Retailers are beginning to understand the impact and rewards of monitoring
social behaviors in real-time. By monitoring social sites and integrating
social sentiment into the customer database, companies can interact with
customers in more personal, one-to-one relationships. For example, a
positive customer review on a social forum can instantaneously be rewarded
with a free product or redeemable rewards. More importantly, an angry
review can quickly be rectified.

1 - FiveStars, August 2013.
2 - NM Incite, “State of Social Customer Service 2012 Report,” July 2012.
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Customers are one of a company’s greatest assets.
Understanding omni-channel customers is more important
than ever in today’s competitive economy. By using innovative
data solutions to improve customer intelligence, you can
maximize customer value, acquire profitable new customers,
and up-sell and cross-sell your current customer base to
maximize your overall profitability.

About DataMentors
DataMentors is the industry’s leading provider of Data-as-a-Service (DaaS). Our comprehensive data solutions help clients
grow, acquire, and retain their most profitable customers with cross-channel marketing strategies. We help companies
leverage the modern data ecosystem and real-time data analytics to create a customized “always on” dataset of consumers
where purchase is imminent. Recognized by Gartner for data quality for the past eight years, we provide the most powerful
marketing data and technology services in the industry.

Contact us: www.datamentors.com | info@datamentors.com | (813) 960-7800

