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CASE STUDY: MANUFACTURING COMPANY

Solution
With data management solution, DataFuseTM, we 

integrated 15 disparate systems which included a 

variety of internal and external information. This 

provided a flexible and adaptable solution to merge 

new and changing sources of information as they 

became available.

Custom cleansing and standardization rules for 

particular large corporate relationships were 

implemented to standardize significant variations 

in names. Relationship identifiers were added 

with customized match rules to identify specific 

site locations, separately from larger corporate 

affiliation, and National Change of Address (NCOA) 

was incorporated as part of the quarterly marketing 

database build.

 

Our business intelligence solution, PinPointTM, enabled a 

variety of customer centric analyses including customer 

value segmentation and predictive value modeling. 

These insights allowed the client to understand 

historical behavior and develop marketing investment 

strategies and targeted messaging for distinct 

customer segments such as:

 � Best of the Best: loyal and high value 

 � High Potential: high transaction value, but 

infrequent purchase

 � Emerging: low value, but high frequency

 � Loss Leaders: customers to stop focusing on

Company & Challenge
The client is an international commercial vehicle manufacturer with $10B in sales who reached out after 

realizing that inaccurate and incomplete data was impacting their ability to define and understand their 

customers. Various definitions of “customer” existed and they had no understanding of who were their 

client’s decision-makers and what drove purchase behavior. The result was impeded market growth, 

damaged client relationships, and lost up and cross-sell opportunities. They needed to improve channel 

partnerships and provide dealers with marketing intelligence to drive end-users to the dealerships.

Predictive value modeling allowed the client to create 

a “to be” state, predicting migration of customers into 

higher value segments, once “as is” segmentation was 

established.

Lastly, marketing emails were automated through 

DataMentors’ email marketing solution. Dealers began 

receiving weekly informational correspondence 

developed to enhance customer loyalty and increase 

sales, and customer analytics derived from PinPointTM 

easily interfaced with other marketing automation 

systems.

“Before moving to DataMentors we had multiple 
sources of data with several different pieces of 
information about our customers. It wasn't until we 
brought all that source data through DataFuse that 
we had a solid, single view of the customer. DataFuse 
allowed us to analyze customer data, take action to 
grow revenue and loyalty, and measure performance.” 
– CRM Director


