Effective marketing promotions through
the use of loyalty data
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» Understanding promotional activity
= The contribution of loyalty data
- Examples in practice (dunnhumby)

= The conclusive advantage of loyalty data
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Back to basics: promotion

= “the various activities the company
undertakes to communicate it’s products’

merits e Look Fabulous.

Head to Toe.

.
= to persuade target customers to buy
them.”

and

- Kotler (1967)
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 Promotion to loyalty:
5 the twin forces of loyal behaviour

RATIONAL

Product superiority
Service superiority
Price superiority

Look Fabulous.
Head to Toe.

e Wihould

Baaa Dress ST =
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Loyalty data: action versus talk

« Measuring what

people do
I::EI'-IE.IQ];F'DDEI].JI.E L1771
- Not what they MRAT MASON
think they do!
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Promotion & loyalty

= “the various activities the company
undertakes to communicate it’s products’

merits
2. RELEVANT COMMUNICATIONS

and

= to persuade target customers to buy

them.”
1. ANALYSIS & INSIGHT

- Kotler (1967)
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The conclusive advantage of loyalty schemes
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Complexity in the consumer
Customers belong to more than

one segment for brands and formats

Customer status Profitability :
. Prospect status Promotional history
. Channel preference Demographics :

Loyalty status

: Product information

Permissions ~_ Model scores
Payment history Competitive data
Product utilization Attitudes/Opinions:
Lifecycle Risk profile :
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Loyalty data enables the development and
communication of a relevant offer

Complexity in the consumer Complexity in the demand process

Customers belong to more than
one segment for brands and formats
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