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The era of ‘Big Data’ is awakening companies to the opportunities to use customer data for competitive 
advantage.  Marketers are feeling the pressure to shift from gut-based to data-driven decision making as the 
linkage of analytics to performance is hard to ignore.

Yet, most are in the early stages of leveraging the value of their customer data. Marketers still primarily rely on 
information from their previous experience or intuition about customers. 

Marketers are faced with the new challenge to understand customer feedback, behaviour and needs well 
enough to make data-driven decisions about what customers are likely to respond to and what customer are 
likely to purchase. 

The Customer Analytics Roadmap allows for a complete customer lifecycle analysis of your marketing, CRM 
and customer intelligence.

Bigger Data for Marketing and 
Customer Intelligence 
Customer Analytics Roadmap
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Best-in-class companies are                               more likely

to customize offers to market segments, and                           more likely

to customize offers to individuals.

24% 
85%

Companies will increase their budget for marketing analytics tools by                      

over the next          years.3
60%

Of companies are not yet using marketing analytics
--even if they have access to the data.63%

Only                             of projects leverage big data. 11%
* Big Data for Marketing: Targeting Success, Aberdeen Group, Jan 2013
* Using Marketing Analytics: I Do, Therefore, I think, Forbes, May 2012
* Marketers Flunk the Big Data Test, Harvard Business Review, Aug 2012
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Howshould products be bundled?

Which customers are most 

likely to leave?

are customers talking
about?

Who are the most
valuable customers?

What

Customer Analytics Answers Questions 
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Which

How to improve marketing

campaign response?

customer segments are the most

profitable?

Which customers are most

likely to upgrade?

Which
products will customers

want next?

Customer Analytics Answers Questions 
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Customer segmentation allows you to understand the
landscape of the market in terms of customer characteristics 
and whether they naturally can be grouped into segments 
that have something in common. 

For example, each point on the scatter plot represents a 
customer in terms of his/her age and income. We can find 5 
segments in this data. Some data points have extreme
values which may be outliers. And some records don’t
belong to any of the segments. 

     Watch Video
 

Customer Segmentation
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Customer acquisition is used to acquire new customers and 
increase market share, and often involves offering products 
to a large number of prospects. This diagram shows a
schematic of the population with each record represented 
as a dot—prospects are those marked in red.  

We see that prospects are found within distinct segments 
of the population. The objective of a customer acquisition 
model is to find those segments that have a high
concentration of potential customers. 

     Watch Video

Customer Acquisition 

Customer
Acquisition
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Customer Segmentation Customer Acquisition

Potential Customers

Which prospects to target?
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Upsell/Cross Sell
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Upsell and cross sell aim to provide existing customers with 
additional or more valued products. Upsell is the practice of 
selling more expensive products, upgrades or add-ons to an 
existing customer. Cross sell is the practice of selling
additional products to existing customers.  

The target group is defined by customers who already have 
other products or more of the same products. For example, 
here are 2 groups of customers: the blue segment
represents customers who have product A, and the green 
represents customers who have product B. The intersection 
of these two groups (shown in yellow) represents customers 
who have both products A and B.  

Now, suppose that you would like to cross sell product B to 
customer who have product A. First, you would build a
model to score all customers with product A who do not 
have product B—customers assigned high scores will be 
likely to buy B as well as A.

     Watch Video 
 

Upsell/Cross Sell  
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Next Product

Next product recommendation aims to promote additional 
products to existing customers when the time is right. When 
a company has many products to offer they have to
determine which of those should be offered to a customer 
based on the existing products the customer owns. 

For example, the first row in this table shows a customer that 
has all products; therefore, he/she should not receive offers 
to buy more products.  

The second row shows that this customer has all products 
except B; evidently, the next offer should be for product B 
since it is the only product they don’t have. However, for the 
remaining customers, it’s not clear which product to
offer. That’s where the next product recommendation model 
comes in.  

It works by building an acquisition model for each product. 
The scores can be normalized using ranks. And those
rankings are applied to each customer. The product that 
ranks highest with that customer would be the next product 
to recommend to them. 

     Watch Video 
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Customer Retention/Loyalty/Churn

Customer retention and churn models aim at maintaining 
and rewarding customer loyalty—reducing customer
defection. Reducing churn and building loyalty with
retention strategies can significantly help grow your
business.  In the case of churn, we are looking for customers 
who will cancel a product within a certain time frame.   

There are 4 types of churn:

Customer churn: customers are leaving the organization by 
cancelling/stopping to buy the company’s products. 

Product churn: customers with multiple products are
cancelling some of their products. 

Declining revenue / downgrading: customers are reducing 
their level of product usage. 

Product replacement: customers are replacing one product 
with another, usually cheaper, product from the same
company. 

     Watch Video
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In the models discussed so far, structured data was used that 
was collected from product ownership, sales transactions, 
payments and customer related data. These data are usually 
stored in structured databases that allow for extraction and 
analyses. 
 
There is another, growing source of data that is now being 
used to understand customer feedback and predict
customer behavior—that is Voice of the Customer in the 
form of unstructured free text captured from sources like call 
center records, blogs, social media, customer surveys and 
emails. Text-based sources produce massive amounts of
unstructured data that contain customer feedback. From 
these sources, you can learn how they feel about your
company, its products and the competition.  

Text analytics allows for the analysis of these text-based 
data sources and turns unstructured data into structured 
fields containing the entities (basically the nouns), themes 
and topics that customers are talking about—as well as the 
sentiment (positive or negative). 

     Watch Video
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Product segmentation allows you to optimize product 
bundles using product affinity, in most cases using Market 
Basket Analysis.  

Market Basket Analysis is used to find product bundles. For 
example, you may find that products A,B and K are sold 
together in a high relative frequency. This suggests that
bundling these products would be welcomed by customers. 
 
Another use of Market Basket Analysis is to analyze the
contents of sales “baskets”, or groups of products that were 
bought together. The algorithm extracts rules that are then 
used to score the customers and their previous purchases to 
find the products they are likely to buy.

     Watch Video

Product Segmentation

Product 
Segmentation

Variation 1

Products & 
Services

Variation 2

Variation 3

Variation 4

https://twitter.com/intent/tweet?text=Angoss+eBook+-+Customer+Analytics+Roadmap&url=http://bit.ly/14yAKX5
http://www.linkedin.com/shareArticle?mini=true&url=http://bit.ly/14yAKX5&title=Angoss+Customer+Analytics+-+eBook
http://www.angoss.com
https://twitter.com/Angoss
http://www2.angoss.com/l/12172/2013-09-09/h13sm


 ________________________________________________________________________________________________________________________

Customer Segmentation Customer Acquisition Upsell/Cross Sell Next Product Customer Retention Voice of the Customer                             Product Segmentation

Previous  |  Next

Customer Lifetime Value

12

Customer lifetime value models are used to design 
programs to appreciate and reward valuable
customers. 
 
Customer lifetime value represents the expected
revenue that is to be earned from the customer over 
her/his lifetime considering all of the possible
products that this customer could purchase.
Customer lifetime value can also represent an index 
that represents such expected revenue. 

These models are based on several calculations and 
other models. They use the value of the customer as 
identified by segmentation models, the potential 
revenue possible through acquisition, cross- and 
up-selling, the potential loss through churn, and 
finally the prediction of the lifetime of the customer. 

     Watch Video
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Predict. Act. Perform.

PREDICT the best or most attractive, 
profitable opportunities by discovering 
valuable insight and intelligence from 
your data

Clear and detailed recommendations 
whether for sales and marketing, or 
risk – are provided for businesses to 
ACT upon

PERFORM and deliver measureable 
ROI to improve business performance

http://www.angoss.com
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Resources

Video Series: Customer Analytics Roadmap 
Explore each of the 8 stages of the customer analytics roadmap by viewing these on-demand videos. Learn 
more about how marketers and customer intelligence professionals can analyze customer data for insights that 
improve marketing campaign performance, attract new customers and improve customer loyalty.
Watch

eBook: Text Analytics Beginner’s Guide
You may also enjoy the Text Analytics Beginner’s Guide eBook about how to leverage customer feedback to 
support customer experience management. After reading it, you’ll be better equipped for a new age of
integrated customer intelligence.
Download

Resource Center
Visit our News and Resources Center to access many more resources to help unlock the power of your
customer data using predictive analytics.
Visit 

Weekly Demos 
Plan to join us during our regularly scheduled weekly demonstrations on a variety of sales, marketing and
credit risk topics. Learn best practices, watch product demonstrations and ask questions.  
Register
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About Angoss Software

Angoss is a global leader in delivering predictive analytics to businesses looking to improve
performance across sales, marketing and risk.

With a suite of desktop, client-server and big data analytics software products and cloud
solutions, Angoss delivers powerful approaches to turn information into actionable business 
decisions and competitive advantage. 

Angoss software products and cloud solutions are user-friendly and agile, making predictive 
analytics accessible and easy to use.

Headquartered in Toronto, Canada, Angoss has offices in the United States and United
Kingdom. For more information, visit www.angoss.com. 

Follow and connect with us:

http://www.angoss.com
http://www.angoss.com
http://www.linkedin.com/company/angoss-software
https://twitter.com/angoss/
http://www.youtube.com/user/AngossSoftware

