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Analytics Optimization: Spotlighting 
Trends And Success Stories
 
By Alicia Fiorletta, Senior Editor 

The browsing and buying behaviors of omnichannel consumers are evolving at a rapid 

pace. As consumers turn more to digital channels to browse and buy, some retailers are 

struggling to track shopping behaviors, preferences and insights  

across channels. 

Data integration and analysis also are growing challenges, especially as retailers strive to 

create a comprehensive, 360-degree view of all consumers. 

“Retailers are experiencing a ‘be careful what you wish for’ moment,” said John Lucker, 

Global Advanced Analytics & Modeling Market Leader at Deloitte, in an interview 

with Retail TouchPoints. “The availability of all this Big Data is presenting several new 

challenges and opportunities.”

The top challenge, Lucker explained, is that retailers are dealing with so much “digital 

exhaust,” that they’re focusing too much time and energy on managing data, rather than 

leveraging it effectively to improve customer experiences. 

Businesses need to “learn how to effectively target customers without undermining the 

brand,” Lucker said. “Sometimes we that the messages being delivered to consumers 

are not highly relevant, nor did they display a keen understanding of individual customer 

preferences, needs and past purchases. This is a significant opportunity for improvement  

by retailers.” 

Retailers across verticals are implementing business intelligence (BI) and analytics solutions 

to better understand and integrate these data points. According to the Aberdeen report, 

titled: Business Analytics and Unstructured Data: Are You Asking the Right Questions?, 45% 

of businesses are investing in more powerful BI and analytics solutions, especially to help 

better analyze unstructured data such as social media feedback. 

More than half (52%) of all data an 

organization stores is unstructured, 

according to Aberdeen analyst Nathaniel 

Rowe. “Companies that had incorporated 

unstructured data — like text documents 

or social media analysis — into their BI 

architecture were able to get additional 

perspective on customer behavior and 

product reception.”

http://www.deloitte.com/
http://www.aberdeen.com/Aberdeen-Library/8674/AI-business-intelligence-analytics.aspx
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Lucker explained that when used effectively, 

structured and unstructured data “can actually 

strengthen customer loyalty by demonstrating that 

the retailer deeply understands the unique needs 

of individual consumers.” As a result, businesses will 

be empowered to plan and execute more relevant 

marketing and merchandising initiatives.

Frank & Oak Tackles The Big Data Dilemma

As a growing brand, the mission of menswear eTailer 

Frank & Oak is to help young men dress and live well. 

Because the company sells exclusively through the e-Commerce site and mobile apps 

for iPhones, iPads and Android devices, the Frank & Oak marketing team has assess to an 

abundance of data. 

Using solutions from RJMetrics, an SaaS BI and analytics company, Frank & Oak team 

members conduct custom analysis in order to understand key metrics and data that 

drive the business, said Ethan Song, Co-Founder and CEO, in an interview with Retail 

TouchPoints. “A Frank & Oak member can learn about a new product launch via a push 

notification on their phone, an email, a tweet, a Facebook or Tumblr post, an Instagram 

picture, and even via our new printed, quarterly magazine, The Edit. And typically, a 

member will interact with at least a couple of these touch points before they’re ready to 

come to the site to shop.” 

As consumers hop across commerce touch points, Frank & Oak can collect and analyze 

this data, and then personalize site content, Song explained. “Purchase history, on-site 

browsing behaviors, and interactions with our different channels tell us what our members 

are interested in, and we’re able to craft relevant content as a result.”

Frank & Oak also recently unveiled StyleScape, a personalization platform that “only shows 

members the styles we know they’re going to like best,” Song said. “We get a few inputs 

for our data: members answer a brief questionnaire about their style preferences, previous 

styles the member has purchased, on-site behavior, in addition to what styles are trending 

in each shopper’s local area. This allows us to generate a custom, personalized shop for 

each of our members.” 

Although Frank & Oak, like many retailers, still grapples with “data overload,” RJMetrics 

empowers team members to “make sense of it,” according to Song. “The combination of 

personalized shopping with custom, relevant marketing messages across channels is just 

the tip of the Big Data iceberg, but we feel we’re already ahead of the game.”

“Retailers are 
experiencing a ‘be 
careful what you wish 
for’ moment. The 
availability of all this Big 
Data is presenting several 
new challenges and 
opportunities.”

-John Lucker, Deloitte

https://www.frankandoak.com/shop
http://www.rjmetrics.com/
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Embracing ‘Just-In-Time’ Marketing

Recent research from a variety of sources has 

confirmed the business-wide benefits of leveraging 

structured and unstructured data to personalize 

marketing and engagement strategies. As many as 

61% of U.S. consumers said they feel more positive 

about a brand when marketing messages are 

personalized, according to research from Responsys. 

The survey of 1,000 U.S. consumers also indicated that 

53% of consumers are more likely to purchase from a 

brand that tailors digital communications — perhaps 

since most consumers (64%) believe retailers that 

personalize offers and recommendations value  

their customers.

Overall, many retailers still are facing “a real-time challenge,” noted Rolf Anweiler, Regional 

Leader Marketing International at Teradata Applications. “Customers’ expectations of 

retailers are very high, and they expect the right offer through the right channel at all times. 

These high expectations are difficult to fulfill because there are a bunch of channels to 

manage and retailers can’t figure out how to do it effectively.” 

However, other, progressive organizations are embracing “just-in-time” marketing, or 

sending relevant messages to consumers based on their most recent behaviors. Nearly 

two thirds (61%) of best-in-class businesses, as defined by Aberdeen Group, are delivering 

outbound offers customized to market segments. However, 48% of these companies are 

delivering outbound offers that are customized to individuals. 

he Aberdeen report, titled: Just-in-Time Marketing: Digital Asset Management in the Age of 

Personalization, also confirmed that best-in-class organizations are more advanced in their 

ability to leverage customer data versus other businesses. Results show that best-in-class 

companies can: 

• Tap customer behavior to segment and target marketing audiences (47% vs. 38%);

• Optimize marketing offers and web experiences based on a buyer’s social profile 

(42% vs. 22%);

• Generate customer behavioral profiles based on real-time click-stream analysis  

(37% vs. 19%); and

• Update customer profiles in real time or near-real time based on customer activity  

(32% vs. 23%).

 45% of businesses 
are investing in more 
powerful BI and analytics 
solutions, especially to 
help better analyze 
unstructured data 
such as social media 
feedback. 

-Aberdeen Group

http://www.retailtouchpoints.com/in-store-insights/2807-personalized-marketing-improves-brand-perception
http://www.teradata.com/products-and-services/applications/
http://www.aberdeen.com/Aberdeen-Library/8608/AI-data-driven-marketing.aspx
http://www.aberdeen.com/Aberdeen-Library/8608/AI-data-driven-marketing.aspx
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“The combination of structured and unstructured 

data is where things get interesting,” noted Andrew 

Boyd, Managing Director of Content and Data 

Solutions at Harte-Hanks. “It allows us to combine 

classic value analysis, such as recency, frequency, 

monetary value, or customer lifetime value analysis, 

with sentiment to understand if high-value or high-

potential customers are having issues. Moving 

forward, we see firms building an analytical 

infrastructure that allows them to respond quickly to 

unstructured buying signals.”

Runtastic Engages Users With Personalized, Real-Time Marketing

As a provider of fitness apps and activity tracking products, Runtastic relies on customer 

data to make strategic decisions. More than 18 million registered users leverage Runtastic 

products to track distance, speed, pace, time, heart rate, calorie consumption and routes 

when running, biking and other physical activities. To keep users engaged and active on 

the apps, Runtastic is implementing data-driven marketing activities. 

“It is really important that we get all the information we can from users so we can generate 

the most relevant campaigns for them,” explained Philipp Durstberger, Marketing Manager 

at Runtastic. “We’re getting a lot of data from them, which allows us to get a complete 

view of our users and their activity preferences.”   

 

With the Digital Messaging Center from Teradata Applications, Runtastic can now send 

emails across different time zones, and tailor messages based on past behaviors and  

fitness goals. 

“We’ll send users special emails and notifications based on their past behaviors,” 

Durstberger said. “We try to add value to our marketing messages and truly benefit our 

users, while also increasing revenue. For example, we’ll send cross- and up-sell suggestions 

based on their preferences and past achievements.

An activity-based segmentation model also empowers Runtastic to generate mobile-

specific segmentations on customer data, so all emails and digital newsletters are 

optimized for multiple devices. Since partnering with Teradata Applications, email click-

through rates have increased by more than 100%, and open rates have improved by 20%.

“Runtastic isn’t a traditional retailer, but this case study points to the importance of sending 

personalized offers in real time,” Anweiler of Teradata Applications said.  

“Purchase history, on-
site browsing behaviors, 
and interactions with our 
different channels tell us 
what our members are 
interested in, and we’re 
able to craft relevant 
content as a result.”

-Ethan Song, Frank & Oak

http://www.harte-hanks.com/
http://www.runtastic.com/
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“This is a good example that proves all organizations 

are moving in this direction. If customers have a 

specific need, you want to respond to that as quickly 

as possible.”

Retailers Improve Sales And Marketing Results By 

Tracking Customer Behavior

Without a single view of customers across all 

channels, retailers are facing challenges when it 

comes to implementing successful omnichannel 

marketing, engagement and inventory strategies. 

However, the same RSR report, titled: Omni-Channel 

2013: The Long Road To Adoption, noted that retailers 

believe consolidating customer data (43%) and 

gaining better insight into cross-channel behaviors (35%)  

will help them overcome this challenge. 

Collecting data, though, is only the beginning. 

“What really matters is how you use that data,” noted Mark Simpson, Founder and 

President of Maxymiser, an online testing and personalization company. “It’s standard 

practice to use reliable platforms that can effectively analyze all of the data for you and 

work out what is most predictive now.” 

To ensure digital marketing is relevant and compelling, brands and retailers “need to 

make sure that analyze and apply these insights right then and there, so personalized 

experiences can be served in real time,” Simpson added. “The brands that harness this 

immediate influence and power are going to see the biggest surges in ROI.” 

 

Multichannel retailer OSP Group, for 

example, is harnessing conversions, clicks 

and other marketing performance metrics, 

to improve the online shopping experience. 

The company, which sells several retail 

brands, including fullbeauty, Jessica London, 

KingSize and Woman Within, has partnered 

with SiteSpect, a marketing optimization 

company, to implement multivariate testing 

and targeting. 

“It is really important that 
we get all the information 
we can from users so we 
can generate the most 
relevant campaigns for 
them. We’re getting a 
lot of data from them, 
which allows us to get 
a complete view of our 
users and their activity 
preferences.”  

-Philipp Durstberger, Runtastic

http://www.rsrresearch.com/2013/06/11/omni-channel-2013-the-long-road-to-adoption/
http://www.rsrresearch.com/2013/06/11/omni-channel-2013-the-long-road-to-adoption/
http://www.maxymiser.com
http://www.ospgroup.com/
http://www.sitespect.com/
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“We started working with SiteSpect to conduct 

more in-depth testing on new campaigns, features 

and investments that we want to guarantee are up 

to par with customer expectations,” said Mathieu 

Clavie, Director of E-Commerce at OSP Group, in an 

interview with Retail TouchPoints. Using the solution, 

the retailer is testing multiple versions of banner ads, 

landing pages and offers, to ensure all marketing 

investments have a positive impact on the  

bottom line.

OSP Group also leverages SiteSpect to test new site 

functions and features. For example, the retailer 

recently experimented with the shopping cart 

experience, which Clavie calls the “checkout flow.” 

Using SiteSpect, Clavie and the e-Commerce team 

compared the results of the current five-page model, 

and a new single-page model. 

After comparing the conversions of each layout, “we were able to validate that the  

single-page checkout experience was more effective,” Clavie said. “So we’re going to roll  

that out.” 

More detailed customer segmentation also will be used to further personalize other 

marketing campaigns and initiatives. Although OSP Group hasn’t captured a 360-degree 

view of customers “we have an excellent database because a lot of our customers are 

repeat customers,” Clavie noted. The retailer also has captured customer data from its 

catalog business.  “We have a lot of people coming from the catalog to the web site for 

quick ordering, so we’re able to identify those multichannel customers and give them 

specific attention.” 

Clavie reported that overall, OSP Group is working towards “more granular segmentation 

efforts versus just working off of past purchase.” 

Embracing Analytics To Improve Merchandising And Assortment Planning 

Although marketing optimization is a key in winning and maintaining customer loyalty, 

it also is important that brick-and-mortar stores carry the products and brands that are 

relevant and desired in specific stores and regions. 

Macy’s was one of the first retailers to tout product localization with its “My Macy’s” 

initiative. But as more retailers embrace analytics, they are reporting positive results.  For 

“Brands and retailers 
need to make sure that 
analyze and apply these 
insights right then and 
there, so personalized 
experiences can be 
served in real time. The 
brands that harness this 
immediate influence and 
power are going to see 
the biggest surges  
in ROI.”

-Mark Simpson, Maxymiser

http://www.retailtouchpoints.com/retail-crm/222-mymacys-localization-initiative-expanded-to-offer-tailored-assortments
http://www.retailtouchpoints.com/retail-crm/222-mymacys-localization-initiative-expanded-to-offer-tailored-assortments
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example, M.Video, an electronics retailer in Russia, 

has improved assortment control, forecasting and 

replenishment since partnering with Predictix, an SaaS 

merchandising solution provider. 

As Russia’s largest consumer electronics retailer, 

bringing in approximately $5.2 billion in sales in 2012, 

M.Video sought to “take command of merchandising 

and supply chain processes,” according to 

Christopher Mangham, CIO of M.Video. 

“We needed more accurate forecasting and 

planning decisions across all channels, in addition 

to building and improving our sales plan on a SKU 

and chain level,” Mangham said in an interview 

with Retail TouchPoints. “We also wanted to improve 

service levels and reduce both overstocks and stock-outs, allowing an even higher level of 

customer satisfaction.” 

Initially, M.Video went live with the Predictix Demand Forecasting and Item Planning 

solution. The second phase consisted of implementing the Purchase Planning solution, 

which helped extend item planning “down to the distribution center and vendor level,” 

Mangham explained. “M.Video subsequently rolled out Predictix Assortment Planning, 

Store-Level Forecasting and Target Stock Optimization.”

Using the cloud-based solution, M.Video can create more powerful and accurate 

forecasts based on real-time purchasing patterns and consumer trends. Additionally, the 

retailer can easily alter the solution based on “the demands of Big Data, omnichannel 

retailing, and strategic and in-season planning and forecasting,” Mangham said. “This 

flexible platform also adapts to our changing business needs, which is helping us maintain 

a leadership edge in the rapidly growing Russian retail market.”

The Predictix solutions also extend across all enterprise applications, which helps create 

“one unified source” of data, analytics and demand forecasting. Silos are broken down, so 

the retailer can make better decisions as a fully integrated, omnichannel business. 

“There are an enormous number of factors that influence consumer demand in an 

omnichannel world, and retailers must consider vast amounts of data when trying to 

understand the key influencers of demand,” Mangham explained. “Predictix enables us to 

really understand what drives demand, and quickly adjust our assortments, forecasts and 

plans in-season. This allows us to better serve our customers, improve our service levels, and 

reduce both overstocks and stock-outs.” 

“Predictix enables us 
to really understand 
what drives demand, 
and quickly adjust our 
assortments, forecasts 
and plans in-season. This 
allows us to better serve 
our customers, improve 
our service levels, and 
reduce both overstocks 
and stock-outs.”

-Christopher Mangham, M.Video

http://www.predictix.com
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Integrating Social Into The Analytics Equation

Although many analytics solutions provide retailers with a view of purchasing patterns and 

browsing behaviors based on structured data, they don’t necessarily address unstructured 

data, such as social interactions.  

In turn, more retailers are embracing text and social analytics solutions. These offerings are 

designed to capture unstructured customer feedback, and help retailers connect the dots 

between hard data, customer experiences and overall brand sentiment. 

Analysis of unstructured social and other text data can help businesses “identify process 

failures that impact the customer experience,” noted Boyd of Harte-Hanks. “Customer 

sentiment doesn’t stay private for very long in the age of the empowered, social customer, 

so being able to identify sentiment issues is now an imperative.” 

For example, DICK’s Sporting Goods recently implemented the platform from 

newBrandAnalytics (nBA), a social intelligence solution provider, to better track, evaluate, 

and respond to social media feedback. By integrating social insights into in-store and 

online CRM data, the sporting goods retailer can keep a constant pulse on customer 

sentiment and constantly monitor and improve the cross-channel shopping experience. 

“Our CRM analytics team has a plethora of data, but there was a huge gap when it 

came to humanizing that data,” said Ryan Eckel, VP of Brand Marketing at DICK’s Sporting 

Goods, in an interview with Retail TouchPoints. “Numbers can tell you what’s going on to a 

certain extent, but there is extreme value in social media because it tells you why you are 

getting specific results.” 

Eckel added: “At the end of the day, we’re dealing with humans, not collections of 

numbers. With nBA, I’m able to really keep pace with how people perceive the brand, 

then pull levers at the store level to improve customer experiences.”

Social listening and analysis also plays an important role at Frank & Oak. Because the 

menswear retailer was built on community and communication, the team “loves” to 

engage with members “and some platforms, like Twitter, facilitate this,” according to Song 

of Frank & Oak.

“But generally, we don’t think in terms of ‘mining’ and ‘harvesting’ data,” Song added. 

“Instead, we just make sure we’re a part of the conversation in an authentic way. If a 

member posts a picture on Twitter of his new shirt, we’re happy to ‘re-tweet’ and thank him 

for sharing. When we do this, we know that this specific shopper is more likely to spread the 

word about Frank & Oak in the future.” 

http://www.harte-hanks.com/
http://www.dickssportinggoods.com/home/index.jsp
http://www.newbrandanalytics.com/
http://www.retailtouchpoints.com/cross-channel-strategies/2650-dicks-sporting-goods-turns-social-data-into-actionable-insights
http://www.retailtouchpoints.com/cross-channel-strategies/2650-dicks-sporting-goods-turns-social-data-into-actionable-insights
http://www.frankandoak.com/
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Social media also is empowering Frank & Oak to address customer service issues, and even 

provides intelligence into future product offerings. 

“Because our members are from the most digitally-savvy generation, they aren’t shy 

about reaching out on Facebook or Twitter to let us know what they think, which we love,” 

Song said. “It not only gives us an opportunity to fix problems in real time, but it’s also an 

important feedback loop for our web and product teams. Our users give us great data on 

what they think about the clothes, the web site, our apps, and because we’re so agile, we 

incorporate a lot of what they say into the next release of our products.” 

So what will the future of analytics hold? According to Boyd, the future of analytics 

optimization revolves around business’ overall ability to “combine classic value analysis 

with sentiment to determine if high-value and high-potential customers are having issues. 

Moving forward, we see firms building an analytical infrastructure that allows them to 

respond to unstructured buying signals within an optimal timeframe.” 
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About Retail TouchPoints

Retail TouchPoints is an online publishing network for retail 

executives, with content focused on optimizing the customer 

experience across all channels. The Retail TouchPoints network is 

comprised of a weekly newsletter, special reports, web seminars, 

exclusive benchmark research, an insightful editorial blog, and 

a content-rich web site featuring daily news updates and multi-

media interviews at www.retailtouchpoints.com. The Retail 

TouchPoints team also interacts with social media communities 

via Facebook, Twitter and LinkedIn.

411 State Route 17 South, 
Suite 410
Hasbrouck Heights, NJ 07604

P: 201.257.8528
F: 201.426.0181
info@retailtouchpoints.com
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