
The old saying, “the customer is king,” may sometimes feel like it has lost some of its luster over the years. The longevity 
of the phrase, however, underlines how retailers have always sought to give customers what they want. Now, more than 
ever, the industry is actually in a position to understand exactly what that is. Advances in technology mean that retailers can 
harness and analyze both transactional and behavioral data from customers so that they no longer have to rely on “gut 
feelings” or assumptions to guess what customers want. 

Yet too many retailers seem to think that customer data is just a vehicle for more cross-selling at the point of sale. 
This is alarmingly short term thinking and ignores the powerful potential to harness data in order to build long-lasting 
relationships with customers. 

When used to their full advantage, analytical tools can help retailers get to know their customers better. It is no longer 
enough simply to suggest a product — it is imperative to create a positive customer experience. Whether it is in the store, 
online or over the phone, customers not only expect you to communicate with them efficiently, but also to know how and 
when they want to communicate with a company. Fortunately, there are a number of ways in which retailers can leverage 
data to provide a compelling experience.

INvesT IN The FuTure
regardless of how and when you interact with the customer, think about the long game and capture information for the 
future. If a customer typically shops with a retailer online, coupons that are mailed out and can only be used in the store 
are most likely going to end up in the garbage — a complete waste of time and money. Customers want offers that are 
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tailored to them and each interaction with the consumer is 
a learning opportunity, enabling retailers to better predict 
customer needs and preferences in the future. This is the 
cornerstone of building a loyal customer base. In an ideal 
world, retailers would capture the outcomes of every single 
customer interaction.

eMPOWer FrONT LINe eMPLOYees
Why should your in-store employees have the least cus-
tomer data available to them? After all, they are the 
ones actually meeting your customers face-to-face. 
Typically, they also have the fewest tools for recording 
customer interactions and preferences. This can lead 
to front line staff making the same mistakes with a given 
customer, again and again. 

One common scenario is doggedly asking each custom-
er to sign up for a store card. While this is the norm, retailers 
must realize that some customers will never sign up for the 
card and are simply annoyed by constantly being asked. 
retailers could be using data to develop customer profiles 
and “remember” past interactions. Instead of incessantly 
offering a store card again and again, front line staff could 
draw on a customer’s profile to initiate a more relevant and 
useful conversation.

KNOW The CusTOMer’s PurChAse hIsTOrY 
Knowing a customer’s purchase history can have a valu-
able impact on future interactions. Not only do retailers 
have information about what the customer bought but 
also how they bought it. If a customer just made a pur-
chase online and is now at a register, the cashier could 
anticipate that the customer probably has a question 
that was not answered by the information available 
online or by calling the help desk. 

Customers appreciate a commitment to good service. 
This is especially true when things go wrong — a time when 
retailers should be seizing the opportunity to prove they are 
truly committed to the customer experience. One of the 
best ways of showing that to customers is to demonstrate 
awareness of their problems or concerns. 

WINNING bACK YOur OPT-OuTs
When a customer decides to opt-out of communica-
tions, it disables a company’s marketing function and 
prevents communication — and it’s pretty hard to have 
any form of relationship where one party can’t talk to the 
other! Opting out of email communication is far from 
uncommon, but how can you get those customers back 
and ensure that they aren’t lost again? In-store employ-
ees and customer service staff have daily interactions 

with those who have opted out. empowering these 
employees with data that allows them to identify the opt-
outs can create new opportunities to reinitiate communi-
cation. While those who opt-out clearly don’t want to be 
bothered by emails on a daily basis, offering them more 
relevant or less frequent communication (e.g. weekly 
or even monthly emails) can be a way to re-open the 
dialogue. Making recommendations that are tailored to 
the needs of the customer and not just the company is 
a good way to ensure that those customers continue to 
engage with your brand and don’t opt-out again. 

PersONALIzATION
Personalization is arguably the most effective avenue to 
gaining a loyal customer. Knowing your customers’ tastes 
and purchase habits provides opportunities to not only 
send offers, but send offers that are tailored to them. A 
single woman with no children, for instance, isn’t going to 
care about a back-to-school sale on children’s clothes and 
may start to ignore offers from the company altogether. 
Anticipating the needs and wants of the customer is essen-
tial to growing loyal customer relationships.

More than ever customers expect a retailer to know them 
and understand their preferences. In order to meet these 
expectations retailers need to become increasingly savvy 
about how they capture and analyze customer data. There 
are sophisticated tools available to help but it begins with a 
commitment to creating mutually beneficial, lifelong rela-
tionships with shoppers. 
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