Collecting Customer Data – Using ClubCard

The real benefit of a loyalty scheme is the very rich data obtained on customer behavior. These data improve a retailer’s ability to make the whole shopping experience more compelling, with the right products on the shelves at the right prThe volume of data we collect is enormous. 

Tesco’s sales run into tens of millions of items a week. To make sense of all this means a total focus onOur role as data analysts is to make the data tell the story that Tesco needs to hear, i.e. highlighting patterns in the data that give Tesco a commercial advantage over its competitors, such as buying trends and the results of promotions. Traditionally we could look at a promotion to see the sales uplift, but we would be unable to tell whether an uplift was the result of more people buying the same number of products, or the same people stocking up while the promotion ran, or new customers to the product category, completely new customers, or those switching from one brand to another. Understanding all of this is fundamental to working out which promotions work and then looking at other factors that we could build into the scheme, such as identifying brand-loyal people to see what can be done for them, or customers who like experimenting, others who focus on quality food, or those who have a tight budget, to see what can be done for all these categories of customers.

We can compare the Clubcard scheme to having a panel of ten million people whose buying habits we can analyse; as such it is invaluable to manufacturers. If, for example, a food manufacturer launches a new flavoured product, Clubcard data can show, for example, who buys the new product and whether they were already customers of the manufacturer’s other products. The data also show repeat purchase rates, which indicate whether the new product can be considered a success. And because purchasing data are collected in real time from such a huge number of customers, they give manufacturers an immediate and greater insight into their products and range performances than could be offered through traditional, initial market research. using the data well.ices and with the right promotions. 

The Clubcard has been the technical tool to enable Tesco to build up a considerable insight into customer shopping behavior. This insight includes knowing when and where consumers shop, which tells us something about how an individual or a family lives, and this in turn helps in terms of determining a launch strategy for financial service products. Most of these products are sold through in-store promotions with Clubcard point offers.

Meanwhile the Tesco brand is very strong and this image is reinforced because Tesco is perceived through Clubcard as being relevant, offering value for money and giving the impression of caring about customers. The points gained through the Clubcard are a compelling part of the proposition. In addition, Clubcard data can also help the customer wishing to buy online from Tesco. By giving a Clubcard number, items purchased on the customer’s most recent visits to Tesco stores will be listed as a useful memory jogger.
