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Data-Driven Customer Experiences
The New Battleground for Winning Customer Loyalty
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Consumers interact with brands through any 

number of channels, such as email, customer 

service departments, social media, in-store 

visits, and online shopping.  They are also 

aware that they are giving away more of 

their personal data (mobile app usage, 

loyalty programs, search history, etc.) and 

they expect brands to use this information 

to deliver value in return. The customer 

experience is about more than any one 

individual touch point – it’s about collecting 

and using data to enhance relationships and 

deliver value across the entire customer 

journey. 

 
 
And the payoff for these investments is well 

worth the effort. Customers are more likely to 

be loyal to companies that provide positive 

customer experiences.

In the pre-digital age, creating positive 

customer experiences was much more 

straight-forward. When customers enter 

“Customer experience is the new battleground for 
companies that can no longer win customer 
loyalty based exclusively on product 
features (too easy to copy), selection  
(“I can always find an alternative product 
or service online”), or price (“At any given 
moment I can almost certainly find a lower price”).
  - Harley Manning of Forrester Research

In the age of the empowered customer, the reality is that you need your 
customers more than they need you. Consumers have more options than 
ever before and access to more products on numerous channels. They 
are also willing to pay more for brands who deliver exceptional customer 
experiences. Creating loyal brand advocates is no longer a matter of 
competing on price or product features. More so than ever before, customer 
experience is the new currency driving brand loyalty.

According to Gartner, as customer 
expectations continue to grow, analysts 
predict that as much as 50 percent of product 
investments will be redirected to customer 
experience innovations by 2017.
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of customers are willing to pay more 
for a superior customer experience

of customers have switched brands 
after a poor customer experience

of revenue is lost annually due to 
poor customer experiences

Here are some crucial steps to gain more wins  
on the customer experience battleground.

Establish a 360-Degree Customer View 
Delivering exceptional customer experiences means truly knowing your customers, or what’s 

known as establishing a 360-degree customer view. To do so, multiple sources of customer 

data must be pulled together into one consolidated warehouse or database. With a better 

understanding of your customers’ preferences, lifestyles, and other key characteristics, you 

can deliver highly relevant and personalized offers.

your store or call your contact center, greet them politely, be helpful, and go out of the way 

to show them that “the customer is king.” However, we are now fully immersed in the age 

of digital, and consumers are interacting with brands across more channels. Having friendly 

sales staff is only half the battle – today’s consumers expect to be understood across multiple 

channels and will head to the competition if they aren’t provided with a seamless experience.

81%

89%

20%
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Data Integration

Most companies have multiple sources of information about their customers. However, 

this data is often stored in separate siloes. The 

bigger the organization gets, the more data 

accumulates, with separate systems housing 

individual data sources. Without a single 

repository or data warehouse, marketing 

departments have no way to access a 

single customer view. 

So, for example, Mary, a valued customer, 

has placed multiple orders online over the 

course of several months. She also redeems 

print coupons at physical locations when they 

are mailed to her but has unsubscribed from several 

promotional email lists due to irrelevant content. Each of these interactions with Mary 

contains important details about her preferences. However, if this information is stored in 

separate systems, such as POS, e-commerce, and email, the marketing department will have 

no way to understand what is driving Mary’s behavior across channels.

By establishing a single view of Mary, she can be emailed offers tailored to her unique needs 

and interests. Or by arming customer-service centers with integrated information, a service 

representative can determine that Mary is a high-value customer and can give her the proper 

attention if she calls customer service with a complaint. Personalized recommendations can 

also be presented to her when she shops online.

Data Quality

A customer marketing database should also include controls to ensure the data is accurate 

and remains current. Customers expect that their information will be correct. When 

this doesn’t happen, they are forced to deal with these problems, diminishing customer 

satisfaction.

Data decays at an average rate of 2% per month, 
which means you can expect 25% to 30% of your 

company’s contact data to go bad each year under 

normal circumstances.  (Source: NetProspex) 

RETURN TO 

SENDER
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DATA IDENTIFICATION
Identify all sources of data, 
fields of interest, format 
standards and definitions.

01 DATA CLEANSING & 
STANDARDIZATION
Conflicting pieces of 
information often exist across 
multiple sources for the same 
customer or prospect. Each 
data type must also have the 
same kind of content and 
format.

02

CROSS REFERENCING
Cross referencing or 
matching identifies data 
duplications by discovering 
intelligent links among 
customer records to merge 
duplicate records. 

03
SURVIVORSHIP
Consolidation of cross 
referenced data and 
elimination of redundant 
information establishes a 
single version of the truth, or 
a 360-degree customer view.
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Data quality can degrade in many ways. Customers move, names are misspelled, and 

households split. Another common data quality error is duplicate records. Contacts may exist 

is several systems, and if these duplicates aren’t identified before being fed into a marketing 

system then duplicate messages may be sent to the same person, not only wasting budget 

and resources, but also damaging your reputation with valuable customers.

In our example of Mary, she may be listed in one system as Mary Jones and in another system 

as M. Jones. She may have also moved and be listed under these same names with different 

addresses. If each of these records are then used for a direct mail campaign, Mary will receive 

multiple mail pieces. 

A data solutions provider will perform the following functions to ensure important 

customer details are integrated and remain current:
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Gain Deeper Customer Insights 
through Data-as-a-Service
Data-as-a-Service (DaaS) is gaining huge 

momentum among marketers to enhance customer 

experiences. DaaS mines the Big Data ecosystem 

to source Hard-to-Find-Data (HTFD) and Fast Data 

sets about consumers on a real-time basis. These 

data sets are also onboarded to create digitally 

addressable identities.

1
Foundational Data
Internal data combined 
with additional 
demographic 
and firmographic 
enhancement and 
specialty data.

Fast Data
Real-time 
behavioral data.

Onboarded Data
Offline data 
transformed into 
addressable online 
identities.

2 3

Foundational Data

Foundational data refers to what a company’s customers and prospects look like in 

the moment – the 360-degree view. This foundational data set comprises internal data, 

demographic or firmographic data, and Hard-to-Find-Data. 

Internal Data

Internal data includes anything sitting in a data warehouse, CRM system, or other 

sources of customer data, such as customer service records, transactional data, credit 

card purchases, and email.  

Consumer and Business Data

Adding additional demographic and firmographic data establishes a more 

DaaS drives better customer experiences 

by combining three types of data, 

uniquely customized to each company
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Onboarded Data

Data onboarding is all about bringing offline data into the online world. As part of a data 

onboarding process, matches are made between offline data and online user profiles. Data 

such as a phone number, email address, name, or a physical address are used as identifiers. 

These identifiers are then matched to online cookies, creating a universe of digitally 

addressable prospects and customers.

By utilizing onboarding services, marketers are better able to enhance the digital customer 

experience. For example, targeted display campaigns can be displayed to specific customer 

and prospect segments. A retailer may want to target key customer groups with display ads 

for products in which they have shown interest. An auto company may show ads offering 

discounts to people who have leases up for renewal.

Fast Data

Fast Data is the continual processing of Big Data in real time to generate insights for 

immediate action. Big Data is created almost instantaneously at thousands of times per 

second, such as click-stream data, social media posts, purchase transactions, mobile GPS 

signals, and or sensor data. 

Fast Data aggregates event and behavioral-driven data to determine purchase intent as it 

occurs. These moment-to-moment insights play an important role in targeting in-market 

customers and prospects with the right offers and messages.

comprehensive customer and prospect profile. This includes demographic data, such 

as age, health interests, marital status, net worth, occupation, religious affiliation, and 

more. Demographic data may include annual revenue, D&B credit rating, legal code, 

number of employees, primary business address, SIC, and years in business.

Hard-to-Find-Data

A powerful advantage of DaaS is the ability to add unique and hard-to-find data that 

has been aggregated from hundreds of Big Data sources. These data sets are highly 

targeted and go well beyond third party lists.  Data sources include web mining, 

search information, social media, crowd sourcing, transactional, and mobile.
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Who just 

 had a baby? 

Who is searching for  
a new dining room set? 

Who just made  
travel reservations?

Who just applied 
for home loan?

Who is car 
shopping today?

What company is  
hiring new servers?

Social signals such as “Excited about the 
Move”, or “Car shopping today!”

Examples of Fast Data

Aggregated "intent data" from over 160 million 
unique users on e-commerce, online travel 
agency and auto comparison sites.

Digital data that includes web pages 
surfed, all email, and Machine to Machine 
(Internet of Things) digital activity, and 
search terms. 

Transactional data such as purchases, requests, 
insurance claims, deposits, withdrawals, flight 
reservations, credit card purchases, and more.

DaaS establishes rich and robust customer profiles, providing deeper 
insights to really enable companies to finely hone messaging and 
customer interactions. 
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Analyze Your Customer Data to Create Personalized Experiences
With a richly integrated customer database in place, any number of customer analytics 

can be applied to determine your customers’ lifestyles and interests, how they shop, and 

how to best reach them.  More traditional ways of analyzing customers by demographics 

and psychographics are important, but digital behaviors must also be analyzed for a better 

understanding of motivation and intention.

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?

Behavioral
Characteristics such as frequency of purchase and channel 
usage. For example, did they respond to an email, direct mail 
piece, or browse on-line before visiting your store? 

Digital Behavior
Any type of on-line behavior that can be tracked. These 
include email opens, when emails were opened, links clicked, 
cart abandonment, and social behaviors.

Psychographics
Values, attitudes, lifestyles. Psychographic information 
answers questions such as what motivates your customers 
to buy your products and services? What are their key
values? What are their hobbies and habits?

Armed with this intelligence about your customers, you can create highly personalized 

messages and experiences. Customers who feel like they are treated as individuals are more 

satisfied and in turn, more loyal. 

While people prefer to be greeted by their first name versus “Dear Customer,” personalization 

goes well beyond this, such as recommendations when shopping online based on past 

purchases, abandoned cart offers, or alerts when something they like is on sale. 

Research shows that 45% of consumers are more likely to shop on a site that offers 

personalized recommendations, and 56% are more likely to return to a site that recommends 

products.1
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When deciding which types of personalization 

to utilize, consider these statistics from MyBuy’s 

2015 Personalization Consumer Survey.2

While there is obviously huge uplift 

when personalizing consumer 

interactions, many marketers are 

unaware of the negative impacts of 

sending impersonal messaging. A 

recent survey by Gigya revealed that 

67% of consumers have unsubscribed 

from an email list when sent irrelevant 

information. An additional 43% 

ignored future communications from 

the company, and 32% stopped 

visiting the company’s website or 

mobile app.3

48%

48%

33%

SEND PERSONALIZED EMAILS 

BASED ON PAST BROWSING AND 

BUYING BEHAVIOR.

PERSONALIZE THE SHOPPING 

EXPERIENCE ACROSS ALL 

CHANNELS.

SHOW PERSONALIZED 

ADS IN SOCIAL MEDIA 

FEEDS.

49%

53% SUGGEST PRODUCTS BASED ON 

BROWSING OR BUYING BEHAVIOR.

PERSONALIZE ONLINE ADS THAT 

PROMOTE OFFERS AND PRODUCTS 

FROM WEBSITE ACTIVITY.

CONSUMERS PURCHASE  
MORE FROM BRANDS WHO:

Monitor Your Customers 
Across Channels 
Nurturing customer loyalty and positive 

experiences requires that you are 

constantly listening to, monitoring, and 

analyzing your customers across channels. 

These insights will ensure their experiences are continuously 

optimized, as well as provide intelligence to develop predictive 

analytics to anticipate their future needs. 

Social Media

More than just another vehicle for marketing, your current customers are actively seeking 

to engage in conversations with you through social media sites.  According to a study from 

NM Incite, nearly half (47%) of U.S. social media users today actively seek customer service 

through social media.4 

Make sure you are listening to your customers and are responding quickly to social inquiries. 

A study by The Social Habit found that 42% of customers expect a response in less than an 

hour.5 Responding to customers quickly not only resolve complaints in a timely manner to 

mitigate bad word-of-mouth, but other users will see how quickly feedback was provided as 

they form their own opinions about your brand.
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Customer Satisfaction Surveys 

Customer satisfaction surveys help measure 

satisfaction, pinpoint potential problem areas, 

and find brand advocates. These are often done 

through online surveys or post-purchase calls. 

Customer satisfaction metrics should constantly 

be measured to identify problems that can affect 

future revenue, anticipate customer’s needs, and 

create an ongoing company culture of meeting 

and fulfilling customer expectations.

Research from 1Financial Training Services found 

that 96% of unhappy customers don’t complain, 

but 91% of those actually leave and never 

come back. These statistics indicate the high 

importance of utilizing customer satisfaction 

surveys.. 

96%

91%

of UNHAPPY 
customers 

OF THOSE CUSTOMERS 

LEAVE

DON’T 
COMPLAINP

Use Modeling to Predict
Predictive analytics can help companies deepen customer relationships by better targeting 

the right customer at the right time and with the right message. It is used to identify strategic 

customer segments based on their past behaviors to forecast future actions. Consider the 

following examples of how a predictive model may be used: 

Response modeling

This type of modeling is used to identify customers or prospects most likely to respond to 

marketing offers. By collecting and analyzing data on individual customers, marketers assign 

scores to individuals representing their likelihood to perform a desired action, such as a 

product purchase. Highly targeted offers can then be sent to those with the highest scores. 

Propensity to Purchase Model

This refers to the likelihood of a customer to purchase a particular product. By better 

understanding a customer’s purchase propensity, consumers in the market can be targeted 

with the right offers at the right time. Types of data that are often included in this type of 

model include purchase behavior in the last 12 months, amount of spend, frequency, and 

other actions such as increased clicks on a website. 



DataMentors, LLC Data-Driven Customer Experiences White Paper | 11 

Brands can no longer compete based solely on the quality of their products 
and services. Customer experiences are quickly outweighing the “best value 
for the buck” mentality. Consumers are willing to pay more for positive 
experiences, and for those companies who are delivering, research shows 
they typically grow at double the rate of their competitors. And when you 
don’t deliver, you can lose your competitive edge very quickly.

About DataMentors
DataMentors is a Data-as-a-Service provider, helping some of the world’s most prominent brands achieve growth with highly 

robust marketing data, technology, and analytics solutions. Our solutions 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 and comprehensive marketing data technology 

solutions in the industry.  

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

Customer Churn Modeling

By better understanding what is causing customers to stop using your services or switch 

brands, processes can be put into place to mitigate churn risk.  A customer churn model 

evaluates customer behaviors such as purchase frequency and date of last purchase. A 

possible indicator that a customer may be thinking of leaving is decreased purchasing 

frequency. By implementing triggers based on changing customer behaviors, customer 

experience improvements and retention strategies can be put into place before a customer 

switches brands.

1 - Invesp, http://www.invesp.com/blog/online-shopping-personalization/
2 - MyBuy, 2015 Personalization eBook
3 - Gigya, 2014 State of Consumer Privacy & Personalization survey
4 – NM Incite, State of Social Customer Service Report
5 – The Social Habit


