Big Data "Segmentation vs. Profiles”

It's clear that information helps us make better decisions and build greater strate-
gies. It is true that information also helps us be more helpful, informative and rele-
vant when we contact our customers and prospects. It is imperative to recognize
that having data is as important as knowing how to organize it in a functional way.
Segmentation and profiling clearly help us organize our data/customers in a way
that can be used to grow our sales. But what is the difference between segmenta-
tion and profiling? And most importantly, what are their purposes and utilization
within a marketing strategy?

Let me start by saying that neither segmentation or profiling are the strategy them-
selves but they are the enablers that drive such strategy. Segmentation focuses on
how to organize/segment existing customers in a way that red flags and opportuni-
ties are quickly identified. On the other hand, profiling is what needs to be known
from customers in order to have a successful and relevant contact/engagement.
Profiles are critical as most strategies built from customer segmentations and
analysis will require a customer engagement. In other words, the segmentation will
drive the "What” to do and the profiling the "How” to do it when it comes down to
customer engagements.

- Segmentation. An imperative step to successfully segment an existing customer
base/business for further analysis is to identify and find out what is needed to be
known. The first 2 imperative things to know that will drive priorities and mar-
keting budgets are who in the existing customer base is at risk of leaving and
how profitable or unprofitable those customers are:

1. Who is loyal and who isn’t (Attrition Risks)
2. How much customers buy: small medium or large (Profitability)
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In a B2B business model as prices and payment conditions vary from cus-
tomer to customer a large sale doesn’t always mean a profitable customer.
So for B2B we need to add sales margins and payment reliability:
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Some red flags will be raised after segmenting customers based on attrition risks
and profitability. In order to also identify opportunities a further customer segmen-
tation based on purchase frequency and history needs to take place. Could cus-
tomers that buy only in March and September also buy during other periods? Is it
because those are the only times when they need those products? Could it be an
opportunity to promote other products/services that could be of their interest dur-
ing different periods? On the other hand, knowing when customers buy helps mar-
keters have a more proactive engagement during the most relevant periods. Know-
ing customers purchase history is critical in identifying which products/services
could be cross and up-sold.
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- Profiling. After the segmentation has been done and the "What” to do/strategy is
in placed then customers will have to be profiled for a successful contact/en-
gagement. Similar to the segmentation exercise it is critical to focus on what we
need know from our contacts/customers first, in order to effectively implement
the sales and marketing strategy through a successful engagement . Most popu-
lar profiles in B2C are based on:

Personal characteristics and life style such as gender, income, age, life stages

and AIOs (activities, interests and opinions)
Shopping style such as when (timing) and where (on or offline)
- Buying criteri

Purchase history

Purchase history and frequency are relevant for both segmentation and profiling
processes. Segmentation strategies can be built based on what people buy and
how often. This information/profiling is also critical to be able to have a more rele-
vant and successful contact/engagement.

In B2B models profiles are done in a slightly different way. Market category/indus-
try and job responsibility are the most effective profiles for B2B. Marketing should
always be helpful and informative. Therefore, focusing on what most workers care
about (their responsibility and industry) is critical. Then depending on “what” the
strategy is, further profiling might be required to achieve a successful engagement
and delivery of the strategy.

All companies share the following 3 marketing main basic objectives:

1. Growing existing profitable customers

2. Either turn non profitable customers into profitable ones or stop serving them

3. Find new profitable customers.

A proper segmentation and profiling is imperative to achieve the first 2 objectives.

The 3rd objective will require a thorough target description and finding strategy as
well as a proper profiling exercise.

Click http://x1.ltd.uk/data-video/data-video.html to watch a video about data.
Cllck ttp: Zwaw amazon com[Dlgltal Dlrect Marketmg-gzoose-2ndzdpu6ooo5256&

+marketmg+goos to buy the Dlgltal &Dlrect Marketmg Goose wlth more detazl
information about direct marketing.
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