
Targeting to Deliver Feel Good

The Role of the Data Mining Team

• Case Study 1: Quarterly Statement
• Case Study 2: No7 CRM Programme
• Case Study 3: Targeting at the Till
• Case Study 4: Customer Evenings



Case Study 1: Quarterly Statement

Applied simple RFM targeting to create 
consistency across all offers as well as 
speeding up the process

Move away from seasonal targeting and take 
all of customers’ shopping behaviour into 
account using propensity modelling

Tailoring messages, offers and creative 
versions to make it as relevant and 
personalised as possible

Targeting was haphazard, the process was 
clunky and offers weren’t dictated by insight
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Case Study 2: No7 CRM Programme

Broad targeting with detailed segmentation and strict control 
groups to understand what works and what doesn’t

K-means Clustering used to identify important variables for 
defining segments

Segmentation refreshed monthly to track changes in behaviour

OBJECTIVES:
• Drive No7 engagement, breadth and incremental spend through regular targeted direct communications
• Understand customer behaviour during the programme and how it changes
• Test and learn
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Case Study 3: Targeting at the Till

Applied gains chart logic to refine 
targeting and improve response rates

Increase in Customer Engagement
Increase in Spend
Increase in Redemption Rates
Increase in Customer Frequency

Move from one offer per period that was untargeted

Used CHAID models to identify which 
customers were the most likely to visit in 
a period and use a till-generated offer



Case Study 4: Customer Evenings

Refined the targeting to improve relevance and likelihood to visit

Focused on getting the right suggestions to each customer by 
using each customer’s buying history 

Customer Evenings Were Poorly Targeted – Not Customer Led



Case Study 4: Customer Evenings

2008: Poor Targeting

2009: Applied RFM targeting to find 
customers’ favourite stores

2010: Applied propensity modelling to 
achieve maximum responses from 
minimum mailings

2011: Introduced multi-channel targeting 
to increase customer awareness

2012: Refined propensity model and 
store list to attract the best customers

Early Indications

Bringing all elements of targeting together to maximise spend 
and minimise costs.



Joined Up Communications

Getting the message Out to Customers

•The role of Optimisation
•Multi-Channel Optimisation
•Future challenges



Delivering a Clear, Manageable Process

Pre-Optimisation

Post-Optimisation

Optimisation

• Selects and prepares customers

• Assigns optimal customer offer mix

• Processes Optimise Decisions and Output

Modelling

• Creates Propensity Scores

Efficient Process Increases Output Quality 



Multi-Channel Optimisation

Delivering Feel Good in all Interactions 

Traditionally a Direct Mail Focus Now Active via Multiple Channels



The Challenge of Growing Complexity

Coherent Planned Profitable Touch-points
Direct Marketing – In-Store - Online 

Opticians

Pharmacy

Web

Mobile



Delivering Feel Good

• Our Motivations and Objectives
– Delivering the right message to each customer

• Creating Feel Good moments
– Using insight to understand the customer

• The Future Challenge 
– Significantly increased output and results and a base for 

the future
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Thank You & Questions

rachel.pillsbury@boots.co.uk
paul.ravenscroft@boots.co.uk


