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Deliver customer insight and drive value

How retailers can achieve greater customer insight

Build your universal customer view with Experian’s data and tools

Why a universal customer view?

Customer expectations are evolving at a rapid rate. When
interacting with brands, customers demand smarter, more
personalised and more seamless experiences, across every single
touchpoint. And as we become increasingly connected to smart
technology, the pressure to deliver that seamless experience is
only going to become greater.

Retailers understand this challenge, but are struggling to make use
of the massive volume of data available to them.

52% of retailers say customer
experience is a key area for

investment in 2018

Retail Connect Report 2018

Research conducted by Salmon indicates that we have already
reached the point at which service is now more important to
customers than the brand itself (88% vs 78%*). This provides an
opportunity for innovative, data-driven retailers to disrupt the
market and find better ways to engage with their customers.
However, to achieve this requires a focus on understanding and
managing your customer data.

Achieving your universal customer view

At Experian we talk about a ‘universal view' This is one that moves
beyond that traditional notion of a more technical ‘single customer
view" and combines analytics with database technology to develop
a deeper, more meaningful understanding of customers, their
needs and motivations.

With this view in place, you can cross-sell and upsell more
effectively, avoid the waste and reputation damage that comes
from targeting customers with offers for products and services
they already have, or that they are unlikely to want or be able to
afford. You can also ensure that critical decisions, such as where to
locate a new store are based on a true and accurate picture of your
current customer base.

The nature of omnichannel strategies means most customers
have multiple points of data entry across channels. However,

this approach also means managing the data can be a challenge,
particularly where data is stored in different databases, depending
on the route by which it came into the organisation. While you
might have different activity and strategies across multiple
channels, your customer doesn’t see these channels and expects
the same experience and engagement on your website, on their
mobile device, in-store, with chatbots or when they contact a call
centre. To be able to achieve this you need an accurate view of your
data which you can verify from the point at which you collect it and
then maintain and keep up-to-date over time.

A universal customer view complements your loyalty strategies
and digital marketing efforts, but the granularity of data it provides
can also help in forecasting demands for the future. A footprint of
real-time customer information, analysed and compared alongside
wider trends and other data points, can be used in the development
of an organisation’s product range and overall proposition.

Companies with successful omni-channel
customer engagement strategies retain
an average 89% of their customers,
compared to 33% for companies

with weak omni-channel customer
engagement.

— Experian Digital Onboarding Report, 2017
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How can Experian help?

The challenge of trying to instigate order and structure across
the data and then maintain this across so many systems can
seem like a Herculean task. However, at Experian we firmly
believe that it doesn't require mammoth transformational and
costly IT undertaking. To truly benefit from a common view of
your customer base is reliant on the ability to build a consistent
actionable data-set that is accurate and can be maintained
overtime.

We have developed a 4-step approach to addressing the

data management needs of retailers using Experian’s data
management platform, Aperture Data Studio, combined with
Experian’s contact data validation tools and third-party datasets.

Our approach focuses on the data and provides a methodology
that will consolidate, clean, fix and link your customer data and
enrich with additional data providing enhanced customer insights.

This can be done within your environment or, to further remove the

complexity of such a challenge, within the domain of Experian’s
secure hosted environments.

To get you started, our team will be happy to conduct an audit of
your data to show you what state it's currently in and what you can
achieve. From here, we can tell you what you need to get your data
quality up to the standard it needs to be if it's going to feed into a
successful universal customer view.

“Influencing customers’ decisions, buying
behaviour and loyalty cannot be achieved
in silos — it's about using data to make
a difference, connecting the business
with their customers across the entire
customer journey.”

— Adi Clowes, Head of Data & Analytics, Center Parcs

Experian’s 4 step approach to building your Single Customer View
using Aperture Data Studio.
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Link: Remove duplicates and give each
individual a unigue reference number

Maintain: Ensure you can maintain an
up-to-date and accurate view over time

Use: Leverage data in business
processes & analytics to meet stated
aims

Identify: Find data across your
organisation

Understand: Connect the data to the
business aims & customer outcomes

Customer
data

Standardise: Bring consistency
to the way your data is formatted

Validate: Ensure critical data elements
are valid

Clean: Improve existing data with industry
reference files and services

Enrich: Fill gaps and add insight using third-party
data
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Consolidate: Extract data for analysis
from across your systems

Profile: Assess the accuracy and
completeness of your data as a first step
to cleansing and validating

Contact dataquality@experian.com or call 0800 197 7920 today
to arrange your proof of value session free of charge.

Experian

T 0800 197 7920
E dataquality@experian.com
W www.edq.com/uk

© Experian, 2018. All rights reserved

The word “EXPERIAN" and the graphical device are trade marks of Experian and/or its associated companies
and may be registered in the EU, USA and other countries. The graphical device is a registered Community
design in the EU.

Experian Ltd is authorised and regulated by the Financial Conduct Authority.

Experian Ltd is registered in England and Wales under company registration number 653331.
Registered office address: The Sir John Peace Building, Experian Way, NG2 Business Park, Nottingham,
NG80 1ZZ.



