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The advent of the social web is speeding up the decline of 
traditional customer communication channels and changing the 
nature of relationships between consumer and brand.  This is 
throwing up a number of challenges to businesses and their 
use of data. 
 

Blogs, online communities, social networks, user referrals and affiliate advertising are all 
forming part of a new wave of consumer interaction and a shift in the way we relate to 
different media channels.  As members of this social web we are all becoming both 
expert consumers and producers of media, and increasingly aware of the role of our data 
is being used by organisations.  These are the same channels that marketeers have 
traditionally relied upon to communicate their brand to us, make incentives and inform 
purchase decisions. 

 

Traditional marketing models have used a combination of mass advertising and more 
targeted one to one marketing to get our attention to choose one product over another.  
The only problem is that their strategies have trained us to become expert noise filters, 
and proficient brand switchers and we have changed from being passive consumers of 
media to active researchers and users of media as a tool.  The social web phenomenon 
is exacerbating and speeding up this change.  In addition, more recently, as seen in the 
growing concern over players such as Google, the consumer is also wising up to the way 
brands use our data. 

 

Pretty soon it becomes inevitable that the consumer will find ways to switch on or off 
completely from this noise at will.  It also follows that the brand that steps too far over the 
line in the use of our data will undoubtedly suffer a harsh lesson in the hands of citizen 
journalism on blog and social network sites. 

 

Traditional providers of customer analysis and insight services have focused their 
analysis and modelling efforts on helping their clients optimise the performance of these 
media channels to increase cut-through and drive incremental revenues.  This is being 
driven by client organisations that in the main are still looking toward models such as the 
Tesco Clubcard to get closer to their customer by using data to enable relevant targeting.   

 

We believe that given this new consumer audience, this 
dependence on old tricks misses the point on a number of 
counts: 
 

The Clubcard Statements for example work extremely well as a channel for relevant 
offers for grocery consumers.  The frequency of transactions provides a rich source of 
data for the supermarket and the suppliers to target relevant offers and promotions.  
However, for many other businesses this frequency does not exist to facilitate the same 
level of insight.  More importantly, as consumers we donÕt necessarily perceive the same 
value from similar types of programmes from other sectors. 

 

As consumers we rarely buy goods or services in isolation.  We open a bank account to 
manage our money and facilitate purchases of un-related goods and services.  The same 
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applies to our relationship with many of other brands.  It stands to reason therefore that 
the insight you can create for many businesses, through just looking at your own 
customer transactions will only tell part of a story.  For most products you need to 
understand the context for a purchase if you are going to provide a really relevant and 
differentiated proposition for your customer. 

 

When consumers walk away from a brand it is usually because they have found a more 
relevant product or service elsewhere.  Therefore, addressing acquisition or retention 
strategies for a product or service is hitting the problem the wrong way round.  Customer 
insight should be used first and foremost to understand the customer and create the right 
proposition.  Otherwise you are never really addressing the right challenge.  Only once 
the product is right can acquisition and retention strategies start to really add long term 
value to a business. 

 

At beyondanalysis we believe that the successful consumer champions of the future will 
be those that meet these consumer changes head on.  They will seek instead to deliver 
highly relevant propositions and experiences to specific groups or communities of 
customers.  This will differ from today where organisations invest large marketing 
budgets to sell the same or similar product to different customer groups.  The consumer 
business of the future will sell multiple products and services to the same group of similar 
customers.  

 

There will be a number of ways the successful consumer brand 
will achieve this: 
 

• By deploying insights further upstream in the business to focus on getting their core 
proposition and experience right for their customers. 

• Through developing multi faceted propositions and experiences that will enable the 
organic development of their data asset such that the business becomes increasingly 
more expert in the needs and ways of a specific type of customer. 

• Through exploring engaging ways to participate and collaborate with the consumer 
and their network on the social web. 

• By working with complementary suppliers and partners to create new experiences 
that meet the consumers needs and simplify how we need to interact with brands. 

 

As a consumers of the future we will have more meaningful and extended relationships 
with fewer brands.  We will allow these organisations to get to know me intimately and 
make my life simpler through taking on more, so long as they respect and use my data 
appropriately to deliver what I need.  However, as today, switching will be just as easy. 

 

The challenge for the data and analysis players will be how they can help their clients 
identify which types of customers they are best served to develop an extended 
relationship with, the type of relationships they will have with different consumer groups 
and through which channels or networks they will access their customer base. 
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About beyondanalysis 
 

beyondanalysis is a data and customer strategy consultancy based in London. We help 
our clients go beyondanalysis to help them understand their data, what it means and how 
to use it to drive real value and sustainable growth for their business.  We are a team of 
senior managers with experience in identifying and implementing workable data 
strategies across a number of blue chip organisations including Tesco, BT, Visa, Sky, 
and eBay.   

 

beyondanalysis advise their clients on the opportunities their data present for business 
growth as well as identifying new customer propositions and business opportunities that 
can be created from data.  We also provide implementation and incubation services to 
support our clients in deploying data across their business and developing new 
commercial opportunities. 

 

beyondanalysis is part of the Wigborough group of companies. 

 

web: www.beyondanalysis.net 

email: info@beyondanalysis.net 

 

 


