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The essence of customer data analysis is best summarised in the frequently quoted statement made by Aristotle Onassis: “The key to success in business is to know something that nobody else knows.” This statement also applies to the field of customer data analysis.

Wanting to know one’s customers is hardly a new idea. Customer surveys and focus groups are well established ways in which companies attempt to get behind the faceless mass of their customers to obtain opinions and attitudes, determine preferences and discern purchasing patterns.

As shown in this presentation, customer data analysis can be further supplemented by inclusion of transaction data collected by various means, chief among them being different types of customer cards. Many of them are introduced in the framework of the so-called loyalty programmes. With advancements in the information and telecommunication technology, these have been transcending their traditional role as creators of exit barriers. Presently, they should be regarded primarily as facilitators of customer data collection, offering companies the possibility to unambiguously identify an individual customer, learn from the results of the integral customer data analysis and apply this knowledge when preparing their business strategies.
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