
will you 

measure and 

report? 

HOW WILL YOU 

MEASURE AND 

REPORT? 

will you collect  

and use this 

data? 

HOW WILL YOU 

COLLECT AND 

USE THIS DATA? 

are you doing it?

will you know 

you’ve 

succeeded?

WHY ARE YOU 

DOING IT? 

are your best 

customers?

 WHEN WILL YOU 

KNOW YOU’VE 

SUCCEEDED?

are customers 

engaging with your 

brand?

data is available? 

WHERE ARE 

CUSTOMERS 

ENGAGING WITH 

YOUR BRAND?

WHAT DATA IS 

AVAILABLE? 

WHO

WHY
WHEN

HOW

 HOW

WHERE

WHAT

Clearly define  

objectives of 

programme. 

Ensure alignment 

with strategic 

business 

objectives. 

Use data to 

identify them and 

understand their 

behaviour, e.g. 

spend and 

frequency, level of 

engagement. 

Use this 

information to 

develop targets 

and strategy. 

WHO ARE YOUR 

BEST CUSTOMERS?

Define the 

criteria by which 

success of the 

programme will 

be measured and 

determined.

Identify all 

customer 

touch-points 

(in-person, voice, 

print and digital) to 

gain a complete 

view of the 

customer 

experience and to 

identify sources of 

customer data.

What owned data 

and external data 

sources about your 

customer are 

available?

Is the data accurate, 

reliable, and 

access?

Determine whether 

the business has 

the technology to 

collection and 

analysis of data, 

and the 

management of 

customer strategy.

Determine whether 

the business has 

the reporting 

capability to track 

key metrics across 

specific campaigns, 

as well as to 

monitor the 

success of the 

overall programme.

If a company does not have an in-house data analytics team to work with them on the above steps, they should engage a data analytics company that can either help 
develop and execute their data-driven customer loyalty programme or complement their existing data analytics team by filling in any knowledge, skills or capacity gaps.

ENGAGING A DATA ANALYTICS TEAM
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GOVERNMENT

PERSONAL 

 SEARCH

DEMOGRAPHIC

CHANNEL 

PREFERENCES

SURVEYS

SOCIAL 

WEBSITE

CREDIT BUREAU

GEOGRAPHIC PRODUCT 

PREFERENCES

TRANSACTIONAL  

Customer Data Sources

External data can be used to 

supplement company owned data. 

Collectively, this will provide a clearer 

picture of customer behaviour, needs 

and motivators.

KEY:

Company owned data

External data

Below lists possible sources of 

customer data to drive your Customer 

Loyalty or Rewards Programme


