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LEVERAGING 
CUSTOMER DATA 

FOR SMARTER 
ENGAGEMENT 

IN RETAIL

SESSIONM: PUTTING DATA AT THE HEART OF 
ENGAGEMENT FOR RETAILERS

In today’s changing landscape, retailers need to adapt to match consumer preferences. With 

growing competition from retail giants that can deliver quick, personalized experiences, retailers 

need to embrace digital transformation to keep up. Instead of focusing on growth and expansion, 

retailers need to begin to fully understand customers. But how? With various systems collecting 

information on customers and storing them in disparate systems, it is a long, slow process to 

unify data to gain valuable insights - especially in real time.

THE CHALLENGE: SLOW, GENERIC OFFERS RESULT IN LOST OPPORTUNITIES 

Shoppers interact with retailers in various ways - purchasing on an ecommerce platform, through 

a mobile app, social media, and in store at the point of sale. Data is collected at each touchpoint 

and stored, usually in a data warehouse. This presents a problem for marketers who need 

to leverage IT or operations assistance to query and pull data from warehouses or disparate 

systems. Creating a campaign can take weeks, wasting valuable time to connect at the moment 

of impact, and when delivered it still may not be unique to each customer’s preferences. 
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SESSIONM’S SOLUTION: LEVERAGING CUSTOMER DATA FOR INSIGHT

With SessionM, data is ingested, filtered and enriched from sources where retailers are already 

collecting data - EDW, CRM, customer service, kiosk input, e-commerce platform, email service 

providers, etc. to provide a near-real-time view of customer interactions. As a result of unified 

data, retailers can power more granular and successful engagement. For example, if a customer 

typically purchases basketball sneakers once a year, send an offer on basketball shorts to get 

her ready for the upcoming season and get her back into the store. 

Single-use, personalized closed loop offers are redeemable at the store’s POS system a create a 

two-way benefit: not only will the the retailer gain additional valuable purchase behavior to add, 

but also the customer will receive offers based on personal preferences.

THE CHALLENGE: CUSTOMERS WANT MORE THAN JUST A LOYALTY PROGRAM

Customers belong to so many loyalty programs, receiving daily irrelevant offers. It can be hard to 

stand out from the competition with generic, one-size-fits-all outreach. 

THE SOLUTION: LOYALTY AS AN OUTCOME

Consumers are beginning to embrace personalization from retailers. Providing more relevant 

offers to consumers at the appropriate time and on the appropriate channel to consumers 

encourages loyalty as an outcome, moving retailers away from a traditional “buy one, get one” 

style loyalty program.

Product and offer recommendations are provided on a per customer and per segment 

basis to personalize messages, and are based on historical data. Having product and offer 

recommendation data helps marketers more easily segment and target campaigns and offerings. 

SessionM provides further insight into customer behaviors such as product pairings and the 

detection of opportunities and disruptions in loyalty optimization. 

According to RetailDive, 91% of shoppers say they would be more likely to shop 

with brands who recognize and provide relevant offers and recommendations. 
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Increase engagement by offering exclusive benefits in different levels of status or tiers - 

encouraging members to interact more frequently to unlock exclusive rewards that are worth it: 

a free personal shopping appointment, exclusive access to new product releases, VIP passes to 

fashion shows, etc. Benefits that are relevant to the brand drive engagement and keep the brand 

top of mind for customers. 

With the right methods in place, loyalty becomes the result of personalization. With SessionM, 

know enough about customers to optimize value across the customer lifecycle, instead of simply 

sending out the same generic offers to everyone. 

To request a demo or learn more information on SessionM, visit www.sessionm.com. 

Easily segment campaigns based on previous unique ecommerce activity - eliminating generic 

outreach. Customers can see current tier status, view and redeem points directly at check 

out, resulting in a stronger ecommerce engagement experience and motivating customers to 

complete their purchase.

If given an exclusive offer, 48% of consumers would make a purchase 

sooner than they normally would


