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Big data has become quite the buzz-
word in all facets of omnichannel 
selling. It’s being used in both the 

front- and back-end of operations, in the 
marketing department, and site design all 
in the name of boosting customer engage-
ment and increasing sales. 

If you’re a merchant who has yet to 
jump into the big data movement, you’re 
not alone. In fact, according to a recent 
survey of management professionals by 
SAS and SourceMedia, 21% of respon-
dents said they didn’t know enough about 

big data, 15% do not truly understand the 
benefits of big data and 9% lack data qual-
ity in existing systems.

In the modern world of ecommerce, 
big data should be considered the beating 
heart of retail. The multitude of ways it can 
be leveraged can include list hygiene, per-
sonalization and inventory. While there 
appears to be a lot of pressure on retailers 
to offer the most personalized shopping 
experience, rest assured, big data is noth-
ing to fear and not as complex as you may 
think. 

When it comes to big data, some online 
retailers believe the more data collected 
the better the return. However, it’s not the 
size of the data you collect that makes you 
successful, it’s what kind of data.

According to a recent report, while 
most companies out there are collecting 
and storing plenty of data, leveraging that 
data and uncovering the true meaning be-
hind that data can be tough to decipher. In 
fact, companies often collect so much data 
that it’s easy to feel overwhelmed, and data 
projects come to a stall.

Big Data Brings  
Omnichannel to Life
By Erin Lynch @LynchMcM gpLus.to/LynchMcM

http://twitter.com/@LynchMCM
gplus.to/LynchMCM
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So, how can you start the journey of big 
data while making sure what you’re doing 
is worthwhile? First, the best thing to re-
member is that data is not about numbers, 
it’s about the customer and your customer 
is already supplying you with copious 
amounts of information that can help your 
brand.

Important data and customer metrics 
can be found in email addresses, catalog 
requests, purchase histories, and open 
click rates, also known as first-party cus-
tomer data. The best place to start when it 
comes to big data is the information that 
is already in front of you and easily acces-
sible.

Creating a Better  
Customer Experience 

By integrating first-party customer 
data with inventory information, revenue 
management systems and buying history, 
retailers can deliver customer-specific of-
fers that will not only create a personal-
ized message that reflects shopping habits 
and preference, but can also help business 
goals and increase revenue.

Not only will big data help identify 
what a perspective shopper will buy dur-
ing a certain time of the year, but it is also 
a powerful tool in cross-sells and upsells. 

Merchants can find out a lot about their 
brand, their products, and customer inter-
action by taking a look at site metrics. The 
site search bar is a great tool you can use 
to see what language your customers use 
to find the products they want. That type 
of information will reveal the more popu-
lar products you are selling as well as the 
language they are most likely using when 
searching the web for a similar product. If 
you are obtaining several search queries 
without any search results, it could also 

mean that you are not supplying your cli-
ent base with the products they want.

In fact, an effective site search solution 
can also be a gold mine of information. It 
not only can provide the shopper with the 
products they are in search of but also pro-
vide you, the retailer, with data about how 
people are searching your site. This type of 
information can be used to improve the 
overall user experience, as well as other 
areas of your marketing—including mer-
chandising, paid search and SEO.

Taking it a step further, the road to 
the big data success is not about shifting 
through piles and piles of data. For retail-
ers especially, the focus should be on re-
turning customers, the frequency of their 

purchases and their behavior patterns. 
Once that is set, look at that data to un-
cover new insights about these specific 
visitors. This can help you generate ideas 
that will increase engagement about your 
brand, the products you sell and your 
ecommerce website as a whole.

Starting with a customer-centric ap-
proach will also help you create a much 
more personalized experience and im-
proved metrics.  

Manage the Data  
that Matters

When diving into the enormous 
amount of data that is coming your way, 
the best thing to do is figure out what mat-
ters most to your organization. For retail-
ers, a merchandising system would likely 
have the best inventory data. For a content 
website, onsite analytics should give you 
the best look into website behavior.

With all that information, create an 
aggregate data source that is fed by your 
best analytics. But beware, this will be the 

Smaller merchants like Lehman’s use big data to compete with the likes of Amazon. Big data helps connect the mer-

chant with its customer.

Some merchants believe the more data 
collected, the better the return. but 
it’s the type of data, not the size, that 
leads to success.
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moment where you need to make a smart 
business decision and figure out if it’s bet-
ter to use technology to compile all these 
data sets or better to assign one person to 
be in charge of the effort. Both techniques 
have pros and cons, and the approach your 
company should take all depends on the 
resources available at that time.

No matter who is in charge of the data, 
always store it all in one place.  This will 
not only make it easier to use, but it will 
become the one true data source in the or-
ganization that everyone can turn to when 
they need analytics.

Get specific. One of the best ways to not 
get overwhelmed about the data you col-
lect is to focus on a small piece of the pie. 
Look into something your organization 
would like to improve (such as cart aban-
donment rates or social shares), find out 
what the measurement criteria is, what the 
data points are and then work from there.

When honing in on a specific aspect 
of your shoppers, big data might reveal 
that for some reason visitors in a specific 
region could be more prone to abandon 
their cart. But by examining the data fur-
ther, you could learn that it could be be-
cause they live in a closer proximity to a 
traditional brick-and-mortar store than 
the rest of your visitors, or they prefer dif-
ferent payment options or generally do 
not hit the free shipping 
threshold of-

fered.
Test, test, and then test some more. 

Once you feel you are successfully collect-
ing data that is working, doesn’t mean it’s 
game over for big data. Merchants should 
constantly test messages, message place-
ment and creative to see how the con-
sumer responds. Running all these tests 
will boost your knowledge about your cus-
tomer base, which will lead to more and 
more revenue.

Get data in real time. In order to cap-
ture the most up-to-date and efficient data 
from shopping habits, to page views, to site 
searches, to email click rates and to sale 
statistics, one of the most important things 
you need to ensure is that your data can be 
captured in real time.

It’s practically guaranteed that you 
will be able to improve efficiency within 
all aspects of your company when access 
to your data is available as business hap-
pens. By looking at the data and metrics 
on a real-time basis you can identify what 
is working, what isn’t and make tweaks ac-

cordingly.

Big Data Is 
Not Just 
About Online 

Shopping
Big data is not just 

about harnessing infor-
mation to boost an on-
line sales experience; it 
can be used for catalogs 
and in store. According to 
a recent New York Times 
article, “well over 90% of 
sales still happen in physical 
stores.” All too often, retail-
ers have an analytic blind 
spot in brick-and-mortar 

channels—the very place where behavior 
intelligence could potentially deliver the 
greatest value.

In the same way that online data drives 
decision-making for digital channels, a 
detailed understanding of what’s going 
on in physical stores can help managers 
forecast staffing needs, address customer 
service issues and evaluate how things like 
merchandising, promotions and product 
placement impact sales conversions. This 
intelligence not only leads to better and 
more profitable decisions in individual 
stores; it can also help merchants measure 
brick-and-mortar performance within the 
context of broader multichannel strategies.

According to a 2012 survey of 78 cata-
log companies by the American Catalog 
Mailers Association, in 2012 alone, 9.3% 
of customer orders came from mail-in or-
der forms from catalogs, 46.6% came from 
online sales, and 44.3% came from phone 
orders. Those stats also represent a quar-
ter of all catalogs mailed in 2012. While 
9.3% might not seem like a huge number 
compared to ecommerce sales, the catalog 
industry is still a major player in the retail 
world, which is exactly why using big data 
for list hygiene is imperative for retailers. 
Merchants need to pay attention to what 
catalog is being mailed to who, what that 
prospect’s shopping history has been and 
how that prospect is engaging with your 
brand. 

If your listing information is not up-to-
date, your catalog mailing could become 
obsolete. 

Getting Personal  
with Big Data

With big data technology, marketers 
now have the tools to identify every visitor 
to an ecommerce site, as well as the ability 

big data might reveal that visitors in 
a specific region are more prone to 
abandon their cart because of their 
proximity to your retail store.
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to see exactly which mouse click got them 
there. This new tactic is also allowing mar-
keters to deploy their messages in a much 
more personalized manner.

Glenda Lehman Ervin, vice president of 
marketing at Lehman’s, a family-owned re-
tail store that specializes in old-fashioned, 
non-electric merchandise, told Multichan-
nel Merchant a few months back that big 
data will help create much more personal-
ized relationships with customers.

“How can we compete against the Ama-
zon’s and the Walmart’s? The way we can 
do that is by creating a connection with 
our clients,” Ervin says. “We will be able 
to contact people where they want, when 
they want.”

Adult novelty retailer Adam and Eve 
knows all too well the importance of creat-
ing a personalized marketing piece, given 
the highly private products it sells. Glenn 
Mersereau, Internet marketing director 

and head of ecommerce at Adam and Eve, 
says that being able to create a tailored 
message should ultimately “increase the 
lifetime reactivation and rebuy rates for 
the customers we do not know about.”

The bottom line when it comes to big 
data is that when a merchant is able to 
personalize a consumer’s shopping expe-
rience, only good things will come. You 
not only will create a happy customer who 
feels that you are tailoring your brand to 
his or her needs, but you will also increase 
your bottom line.

A recent survey has found that custom-
er-centric marketing—the ability to en-
gage consumers in one-to-one conversa-
tions across the customer lifecycle and all 
touch points—increases buyer readiness, 
engagement and sales activity. 

According to the research study of 1,100 
consumers, 40% of respondents claim they 
buy more from retailers that comprehen-

sively personalize the shopping experience 
across channels. Results revealed that con-
sumers increasingly reward customer-ob-
sessed retailers. Nearly 60% of consumers 
indicated that personalized product rec-
ommendations make it easier to find the 
products they are most interested in and 
provide a valuable service. More than half 
of consumers state website recommenda-
tions and emails personalized based on 
their past browsing and shopping behavior 
is desirable to receive.

Simply put, when big data is imple-
mented across the channels, retailers real-
ize 100% increase in purchase frequency, a 
50% increase in average order value and a 
25% increase in conversion of cart aban-
doners to buyers.

Big data is no longer creepy for con-
sumers; it’s expected and merchants, if 
they haven’t already, need to step up their 
big data game in an attempt to offer the 
most personalized shopping experience to 
the consumer. 

Always remember, when diving into big 
data, many companies can feel frustrated 
that they are not getting the immediate re-
sults that they are looking for. This should 
not stop you or your organization from 
moving ahead with big data collection. It 
is important to change the company fo-
cus away from failure if you do not get the 
results you wanted into learning why that 
campaign or test didn’t succeed. No matter 
what campaign or test you have created, 
there is still quality and important infor-
mation collected. Always remember, no 
matter what you do, the data you capture 
is still giving you insight in to your visitors 
and customers. ■
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