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There is no denying that the concept of good customer experience is now  

firmly entrenched as a key to success in today’s customer-led world.

As we have been preaching for a number of years at Leapfrogg, only those  

retailers who can offer their customers a positive, seamless experience across  

multiple touchpoints will gain market share and maximise profit.

In this report, we explore the challenges retailers face in becoming customer centric 

and provide a step by step process to overcome them. We explain how to use 

customer insight to make smarter decisions and improve the results of your day to 

day marketing activity.

Introduction
More than 80% of retailers plan to increase  
their customer experience spending in 2015.1

UK retailers are likely to see a 26% increase in revenue by  
making moderate improvements to customer experience.2 

Sources
1.  The Retailer’s Imperative: A Strategic Approach to Customer Experience 2015 Econsultancy and SDL:  
http://www.sdl.com/about/news-media/press/2015/more-than-80-percent-of-retailers-plan-to-increase-their-customer- 
experience-spending-in-2015-according-to-new-survey-from-sdl-and-econsultancy.html
2. Oracle / Temkin Group Insight Report – The ROI of Customer Experience 2012:
http://www.oracle.com/us/solutions/customer-experience/roiofcx-temkingroup-1715500.pdf



Sources
3  https://econsultancy.com/blog/66212-five-key-trends-from-our-customer-experience-optimisation-report/

The challenge of putting 
the customer first
Whilst most retailers are in agreement that designing and delivering the perfect customer experience 

is the key to success, in practice there are many challenges they face in doing so. Read on if any of the 

below statements resonate with you.

51% of companies cite insufficient resources (including budget and 
staff) as a significant barrier to optimising customer experiences.3 

We are too busy 
with day to day 
marketing needs 

to take the time to 
design the perfect 

experience.

We do not have 
the budget to 

invest in customer 
experience.

There are so many 
digital marketing 
tactics we could 

invest in, we don’t 
know where  

to start.

We have a lack 
of good data or 
insight about our 

customers.

We are not sure 
what we need to 
know about our 

customers to boost 
our marketing ROI.



Sources
4. https://econsultancy.com/blog/66513-five-reasons-your-customer-experience-initiative-is-going-to-fail/

Becoming fully customer centric across the whole business requires a large amount of investment,  

skill and structural change and many are still only at the start of their own customer experience journey.

This situation is no more prevalent than in a typical retail marketing department, where there are still  

many siloed components of the customer journey trying to work closely together.

Rosie Freshwater, Managing Director Leapfrogg Ltd

It is still very common to see online content teams, working separately to offline brand content teams 

and PR, or to see online acquisition teams working in a different room to those responsible for retention. 

Despite best intentions, this often leads to inconsistencies in messaging, appearance and experience at 

different stages of the buying journey.

Unless these siloed teams have a common purpose and business KPIs, there is little incentive for them to 

work together to create that seamless experience. Unfortunately, much of the change required in these 

situations must come from the top and this can take time.

Only 37% of companies report having the tools to  
provide an exceptional customer experience.4 

We see so many retailers still struggling with how to bring  
multiple marketing stakeholders together for a combined 
approach. These retailers are national companies with a  
number of highly skilled in-house marketers, yet these  
marketers are working in disparate teams in different  
parts of the business with no common goals or KPIs.



Using customer happiness  
as a common purpose 

A good customer experience causes customers  
to spend 40% more at the (retail) checkout.   

Sources
5. SMG survey of 359k UK shoppers in 2013: http://www.abacusalliance.com/wp-content/uploads/2014/10/Joanna-Reynolds-Reynolds-Busby-Lee.pdf

Having this insight allows all elements of digital 

marketing to be planned more smartly.

As the diagram below highlights, the customer is at the 

heart of the digital marketing strategy with a central 

content theme that bridges all disciplines. The stages 

of the buying journey encompass all marketing activity 

illustrating the role digital marketing plays at every stage.

Whilst marketing teams wait for the required structural 

changes to come from above, there are things they can 

be doing now to create a common purpose across all 

marketing disciplines and improve the success of the 

tactics they already employ.

The first step is taking the time to find out more about 

your customers and what makes them happy.  



Sources
6.  https://econsultancy.com/blog/66271-maintaining-outdated-marketing-silos-will-lead-to-a-skills-gap/

For example, Facebook can play a role in brand awareness, consideration 
and retention phases and there are a plethora of digital marketing tactics 
that have an impact on its success as a touchpoint. 

If you multiply that one touchpoint by the number available to customers, you will start to see the vast 

range of tactics digital marketers have to pick from. Selecting the right ones for your customer base, 

when budgets are already stretched, is therefore a huge challenge.

A customer-first philosophy helps every digital marketing department cut through the noise and only 

work on those tactics that will work best for their customers. As such, siloed disciplines and those 

managed by external agencies will naturally work much closer together and have a positive impact  

from acquisition through to retention.

Over the following pages we will guide you through a number of steps all digital marketing teams can 

take to place the customer at the heart of their day to day work and increase the effectiveness of the 

marketing already taking place.

There are a large number of digital touchpoints available to the 
customer (for example, search, social, content, display, email) and for 
each of those touchpoints a number of digital marketing tactics that  
can be employed to deliver a consistent experience. 

The first thing to change is to make sure everyone, across teams is 
working toward a common goal. Shifting your focus away from an 
obsession with the volume of click throughs to understanding the 
customer behind the click will do this.6 

Facebook

Content outreach amplification

Social advertising

Social media 
strategy

Viral video content

Natural search 
brand / non-brand

Online PR

Value added
content

Display ads

Online brand
collaboration

Blogger outreach



A customer centric  
approach to digital  
marketing

Step 1   Define
Defining your customers is the first step to being able to plan 
your marketing around them. We guarantee you won’t have  
just one type of person buying from you at any one time.  
Your customer base will be split into a range of customers  
you can choose to define by any chosen parameter.



Selecting the way in which to segment, will depend on your business goals.  

If you want to increase retention, segment your customers by how recently they 

purchased. If you want to increase the value of your customers, segment by  

lifetime value. 

Whatever way you choose to segment, the biggest benefit of doing so is breaking 

down your customer base into manageable groups that you can then seek to better 

understand through attitudinal insight.  

• Recency of purchase
• Lifetime value
• Full price / sale-only customers
• Lapsed customers
• Particular product categories
• Average order value (AOV)

Common types of segmentation are:

£

High spend 
active

New  
buyers high 

potential

Low spend
single purchase

Sale only



Once you have selected the segments most applicable to meeting your business objectives, the next 

step is to take each group of customers and discover as much as you can about them.

You will be able to glean a certain amount of behavioural insight about your customers through your 

analytics package. You will be able to see how they are currently interacting with you and buying 

from you, allowing you to establish which of the marketing tactics you are currently employing work 

well. However, this only tells you how your customers are experiencing your current offering; the 

missing piece of the jigsaw for many marketers is finding out what your customers want from you 

that you don’t offer already. This type of attitudinal research is the icing on the cake in terms of a 

rounded knowledge of your customers.

Digital marketing teams in many cases won’t have access to a big budget for extensive market 

research. We therefore recommend the most cost effective way of finding out more about the 

attitudes and emotional needs of your customers is via an online survey. If you have access to focus 

groups or are able to ask questions at till point in-store that’s brilliant, but in many cases you won’t 

and an online survey is a quick and cost effective approach to take.

The only limitation here is whether you hold email data for all of the customers in your segments. 

Therefore, it is key to ensure as many people on your database as possible have opted in for further 

communication. 

Tip!
Tip: Encourage your customers on-site and through post 
purchase communication to sign up to receive emails from you. 
Incentivise them to do so by offering exclusive content, offers 
and product previews. Once they have done so, put them straight 
into a welcome programme to ensure when your survey comes 
through they are used to receiving engaging content from you.

Step 2   Discover



What do I need to discover?
The key to a successful piece of customer insight that will help 
marketers to improve immediately is to ask for information that 
is actionable. Retailers should work towards finding out the 
following about their customers:

Real life example

We discovered the location of key customers of a big-ticket furniture retailer by 
tracking online store searches to delivery addresses on store orders. We were then  
able to map the propensity to travel for online customers which led to an 
improvement in targeting for local search campaigns to drive footfall in store.

Social demographic Insight

Knowing the basics about your customers, such as their gender, age, life stage, 

salary and location is fundamental. By understanding these building blocks you are 

able to make tweaks to messaging, timing and product information that will help 

your brand resonate better with your target customer.

This type of data is readily available from large profiling companies, but can be 

very expensive to access and in some cases too general to make informed  

change at a tactical level.

Income Location

AGE

Life stage



Personal values
Create a set of questions that will help you understand the personal 

values of your customers. Knowing their life stage and circumstances 

will give you some insight into this, but by digging deeper into what 

they really care about, you can start to plan your brand messaging to 

show that buying from you will help reinforce their personal values.

Shopping habits
By understanding how often your customers buy online or in-store, 

and the type of products they buy from other retailers (especially 

competitors), you are able to forecast their propensity to buy from 

your product range should you get the experience you offer them 

right. Understanding the times of day and which devices they use 

will also help you better plan the timing and delivery of important 

marketing communications.

Real life example

We found that customers of a premium accessories brand valued exclusive products 
as an incentive above free delivery or discounts. This insight was fed into a remarketing 
program that used the most engaging offer to those leaving the site without 
purchasing. This led to a 300% increase in conversion within a shorter time frame.

Shopping channels
What channels do your customers use for researching purchase and 

which do they convert on? Which digital touchpoints do they use the 

most in their spare time and during their buying journey? If you can 

gain this information from your customers you can select the right 

channels for your own bespoke marketing mix to be present at the 

right time in the right way. 



Real life example

We discovered that the importance of fit was a key evaluator for a high end fashion 
retailer and this led to the development of size related content on their product pages. 
This resulted in a 20% higher conversion rate and a lower level of returns.

A luxury men’s clothing retailer found that their customers identified with a specific 
type of music. This led to a highly successful interactive campaign and competition 
across relevant music sites, boosting brand awareness, new customer acquisition and 
an increase of 1500% in social engagement.

Purchase evaluators
Do your customers value product quality above price? Will they 

be keen to evaluate technical specification above look of product? 

Perhaps they are most driven to purchase through emotional 

engagement with your brand. Build in questioning to help you 

establish the aspects of your products that will influence buying 

decision the most. Ask them why they have bought similar products 

from your competitors,  so you understand what they might be 

offering that you are not.

Hobbies and interests
Knowing the hobbies and interests of your customers gives you the 

insight to develop engaging content showing your product as part of 

the lifestyle they aspire to. It also helps you to select effective brand 

collaborations, bloggers and influencers to work with to maximise 

engagement.

Content
Last but by no means least, one of the most crucial pieces of insight to 

have about your customers is to understand their content preferences 

during the buying journey. Do they prefer visual content over written? 

Video rather than static image?  Real life or styled content? If you 

know the type of content that is going to give your customers the 

right experience you can invest in that rather than ‘creating content for 

content’s sake’ that won’t deliver ROI.



What do I do with all this insight?
and expectations are from you as a brand/retailer.

Collate this into a large visual profile that can go on the 

wall in your office and be shared amongst teams. Create 

a persona for each segment and find a picture that best 

represents that customer. Fill in as much detail as you 

can around that picture and keep adding to it when you 

find out something else.

Once you have gathered as much of the insight above as 

you are able, the easiest starting point for taking action 

is to create an in-depth profile for each key segment.

Analyse your data and use it to give a detailed picture of 

each customer segment, who they are, why they will buy 

from you, how they shop online and what their needs 

Family, love, friendship, 
personal time, socialise, 
culture, treat, quality, value for 
money, choice.

£50k+

Make sure everyone in the marketing team understands the profile and are able to make an emotional 

connection with that customer. As soon as you can get inside the minds of your customers, your ability to 

plan the most effective and personalised digital marketing strategy increases dramatically.

Marketers see a 19 percent uplift in sales when 
they personalise their web experiences.7

Sources
7.  http://www.monetate.com/blog/the-tipping-point-for-personalized-website-experiences/

43% UK (Market towns & rural
32.1% US
24% Rest of World

30-50
Young children

AGE

46% shop regularly online
25% shop 2-3 times a week online
40% use tablet once or more a month, 
unlikelt to purchase via mobile.

Service, product quality, value

Family, personal time, TV, 
reading, socialising / eating 
out, enjoys culture, luxury less 
often.

Editorial, both product and 
lifestyle, visual (image, close 
up), video, external blog posts,
customer and expert reviews.

Molly - Active High Value
00 12 Months Multi-Buyers



As you begin to build your pool of insight about each key customer segment, you 

can start making change immediately.

You don’t need to find out everything about your customers 
all at once. Starting small and building your knowledge over 
time will enable you to start making tweaks to the marketing 
you are doing now to deliver improvements sooner.

Follow these steps now to start putting the customer at the heart of your  

day to day marketing, make smarter decisions and create higher ROI on  

your marketing spend.

1. Select a customer segment to concentrate on

• Pick by value (potential value)

• Pick by type/behaviour

• Pick by product

Ask yourself which segment, if the value increased, will help you reach 

your targets the quickest? Work on that segment first.

2. Find out as much as you can about that segment

• Online survey

• Focus groups

• Analytics

• Your own current market research

3. Create a detailed profile of that segment

• Pictures

• Behaviours

• Demographic

• Lifestyle

• Values

• Needs & expectations

Stick it up on the wall!

Step 3   Deliver



Working through each of the above stages will lead to marginal gains in all areas 

of your marketing, tactic by tactic, touchpoint by touchpoint. You don’t have to 

change everything overnight, just work bit by bit to better focus the things you 

are already doing (and stop doing the things that do not resonate with your 

customers).

With every change you make, track the impact to prove the increase in ROI and 

get buy in for further investment in those tactics.

4. Pick the relevant touchpoints

6. Use your customer insight to refine each tactic

5. Identify the tactics that impact  
those touchpoints

For each buying stage, select the key touchpoints your insight has 

highlighted as important for that segment. Ask yourself, which touchpoints 

this segment uses most at each stage of their experience with you.

• Use the profiles / personas you have created 

• Use analytics (which touchpoints currently drive people to your site?)

How can you use what you have found out about this segment to make 

the marketing you direct at them more personalised and engaging? 

How can you create a better experience on each touchpoint? 

How can you drive more of this segment to each improved touchpoint?

Look at the digital marketing tactics you are already doing that impact 

the touchpoints you have selected

Which tactics drive customers to each touchpoint?

Which engage customers at each relevant touchpoint?



What are you waiting for?
about through attitudinal insight. Use this  

insight to inform your decision making,  

refine your marketing efforts and measure  

the impact against your KPIs. 

We would love to hear what you  
found out and what you changed.

Gathering and using customer insight in the way 

we have outlined in this report shows that you 

don’t have to wait for top-down organisational 

change to become a customer focussed 

individual and marketing department.

Challenge yourself in the next week to create 

a segment of customers that you learn more 



Want to find out more? 
Why not get in touch or  
connect with us socially?
01273 322830

enquiries@leapfrogg.co.uk

@leapfrogg

www.linkedin.com/company/leapfrogg-digital-marketing

google.com/+LeapfroggCoUk

About Leapfrogg

Leapfrogg is an award-winning, retail marketing agency specialising in the 

premium and luxury sector.

 

We help our clients craft game-changing digital experiences; the kind of 

experiences that make customers happy – increasing loyalty, profitability and 

market share in today’s consumer-led world.

 

Combining expertise in customer insight, experience design, retail strategy and 

digital marketing, we have worked with some of the leading names in fashion, 

homeware and beauty.
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