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This article is from the July/August 2014 issue of Admap, which focuses on 'total retail' marketing strategies. 

The future of retail is about offering a personalised and seamless experience. In real terms, this means offering the 

customer what they want, when they want and how they want it. 

 

Technology is transforming not just the way we shop, but also the way we live our lives. More than ever, we are 'always on'. In 

our multichannel world, consumers are surrounded by thousands of marketing messages a day. The trick is to deliver value to 

customers by using insight to make the media they experience more relevant and more personal. As customers increasingly 

switch between channels in ways that suit them, retailers must keep up and not be siloed in their thinking or their activity. 

Traditionally, retailers have produced discount flyers showcasing the best promotional offers available in-store and online that 

week, and either stuffed them through letterboxes or distributed them via local newspapers. Today, this customer 

communication must be relevant across all channels; it must be available digitally, and it must be personalised. Customers 

know that we use data to understand their shopping behaviour and use this information to make their shopping experience 
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more personal for them. We know how they browse and shop, whether they shop online, on mobiles, physically come into the 

store, or a mix of all three. By joining up all the dots and having an increasingly connected view of the customer, we can use 

this information to their advantage. 

Currently, we are investigating ways to make the weekly discount flyer more relevant for customers, working with our retail 

partners; for example, offering greater choice by presenting this communication via an app, via email and in paper format so 

that customers are contacted through their preferred channels. This latter point is critical. It's all about how the customer wants 

to be engaged and interact with the retailer. We cannot favour one channel over another, or declare one channel obsolete, 

particularly when customers tell us they want to receive information in specific ways. Retailers can't make those decisions for 

their customers and often customers don't want to stick to just one channel; we have to ensure that we allow customers to 

choose the way they receive information in the most relevant and convenient ways for them. We also need to appreciate that 

this will frequently change, depending on what the customer is doing – moving between viewing an app, to browsing online, to 

reading an email or text. Retailers can only serve their customers in this way if they use the data available to them to 

understand the customer, how they have shopped in the past, and the devices they use. 

Aside from the relevant channel, we can also personalise the content of the flyer based on each individual and what's relevant 

to them. When we do this, the results and engagements from customers are significantly better than the traditional discount 

flyers. 

Data offers the power to make communication and the overall experience truly targeted and personalised. Online shopping, for 

example, relies heavily on 'My Favourites' or 'My Usuals', as most shoppers make the same regular purchases week in, week 

out when it comes to groceries. These regular purchases can be stored in a basket online and the customer can simply visit 

'My Usuals' to stock up on his or her staples when required. Retailers can pick up on this and look for ways to make the 

customer's 'Usuals' increasingly available and convenient. Again, this will vary depending upon the customer. They may want 

to be able to order all of their Usuals for home delivery with just one click, or they may prefer to have some products delivered 

to their home and then buy others in-store – in particular, fresh produce. Other customers may want to 'Click and Collect', 

whether that's from the store or another location; or maybe they want their Usuals to be delivered on a subscription basis, 

every week, or every month. Retailers such as Tesco and Amazon are leading in this area, providing different fulfilment 

options for customers, be it Click and Collect at an underground station or regular subscriptions for 'pantry fillers'. 

Growing customer loyalty is of paramount importance to retailers, and they want to encourage customers to try more of their 

range, so it's important to include inspiration in all communications. In-store, this takes the form of layout and product 

merchandising in categories, seasonally, by event, or in other arrangements that can inspire the customer to try more. Online, 

customers may want to click and buy via a recipe – ordering everything they need from the recipe buy list for delivery the 

following day. We can use data to provide targeted and relevant inspiration by looking at customers' Usuals, and at the 

categories that they do not currently shop but may have browsed and have, therefore, shown an interest in. Increasingly, 

retailers are trying to encourage customers to buy impulsively online, as they would in-store. For example, at Christmas the 

whole store is decked out seasonally and impulse purchasing is encouraged via display and by grouping associated products 

from different category aisles together. For example, in its simplest form, by placing brandy butter next to mince pies. Retailers 

are trying to replicate this inspiration online, through the use of rich content, sharing experiences and product reviews. In a 

category such as fresh produce, we can encourage customers to find out more about the provenance of a product by 

interacting with the farmer that grew it. When it comes to events, the retailer has to replicate the experience across all 

channels, ensuring that each element is integrated to generate a meaningful interaction with the customer. 
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A well-executed, multichannel campaign can not only grow a brand or product, but also an entire category. We saw this in 

action with a recent campaign for Nescafé, which we devised in partnership with Nestlé and Tesco. A heavy education focus 

was chosen to communicate the proposition and demonstrate to customers the versatility and breadth of the Nescafé range. 

This was an integrated campaign with many shopper touchpoints pre-purchase, during and postpurchase. The campaign 

made extensive use of media including direct mail, BzzAgent, Tesco Magazine, sampling and in-store point of sale, Grocery 

Home Shopping placements and the Loyal Customer Mailing. Media was used to encourage the target audience to become 

advocates of the range. A full gondola end was available in-store to display a variety of Nescafé products, with a '3 for 2' 

promotional message. The campaign resulted in an increase in category visits and spend levels, while growing Nescafé's 

share of the category. The in-store event remained at the heart of the campaign, but accurate targeting and the seamless 

integration of activities ensured that customers had a consistent brand experience across all environments and touchpoints. 

Social has become a vital channel for retail. Customers increasingly trust other people's opinions rather than the opinions of 

institutions. Our data shows that 70% of recommendations are from friends or family members that people trust, whereas 30% 

to 40% are from institutions. Getting customers to talk about experiences and encouraging them to share good experiences is 

vital, and should form part of every communications strategy. 

Finally, we see location-based technology playing a significant role in communications and relationship-building with 

customers. This is likely to take the form of interactive apps which could help the customer navigate the store, view special 

offers, and also offer useful timely content – for example, information on product provenance and inspiration on usage. With 

smartphone penetration rapidly increasing, content like this will become more available to customers via their mobile devices, 

and we're already testing this capability. It's not just about giving people special offers – the overall aim is to engage the 

customer with as much information as they want, when they are in-store to aid their shopping mission. Some customers, of 

course, won't want to use this information – it's all about giving people options and choice. Understandably, there is a lot of 

concern around data privacy, so it is always important to give customers the choice to opt in to receive location-based benefits 

in exchange for sharing data on where they are. As long as customers see the benefits and it's clear how their information is 

being used, many are happy to share data in this way. 

We have seen retail data evolve from simple electronic POS data, through to loyalty data into what we now call 'SoLoMo' data 

– that's Social data (how people are sharing information), Local data and Mobile data (where they are and the devices they 

are using). Increasingly, retail is about using all of this information and linking it to behavioural data – what customers have 

bought in the past, and what they are browsing online and in-store. Right now, our priority is to understand the importance of 

real-time data. In the past, it could take two weeks to analyse customer behaviour. Increasingly, this will need to happen in 

real-time. To succeed, in fact, to remain viable, retailers will have to offer the customer real-time, personalised communications 

based on exactly where they are, what they want, and what they are doing. 

About the Author 

David Clements is global head of retail at customer science company Dunnhumby, he has more than 20 years' experience in 

retail in customer strategy, marketing, loyalty, e-commerce and customer insight. He previously held a number of senior 

marketing roles at Tesco. 
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