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O B J E C T I V E :  Major discount department store wants to identify groupings 
of their loyalty customer base and profile those segments to

• Guide their marketing strategy; &

• Differentiate between customers and their respective purchase patterns

F I N D I N G S :  Identified eight distinct customer personas using transactional 
and ConsumerView data

• Core Segments: 26% Customers & 64% Sales
• Occasional Segments: 74% Customers & 36% Sales

R E C O M M E N D AT I O N :  Focus prospect efforts on migrating customers 
into core segments  

• Used Mosaic to identify those groups most likely to become, ‘Spending Fanatics’
• Indexed proportion of customers in Spending Fanatics against all customers
• Middle-Class Melting Pot & Thriving Boomers had highest index;
• These top Mosaic Groups were targeted with upsell offers.

Case Study
Major discount department store

$545

$368

$109
$59

$0

$100

$200

$300

$400

$500

$600

0%

5%

10%

15%

20%

25%

30%

Sp
en

di
ng

 F
an

at
ic

s

H
om

e 
Fo

cu
se

d

C
hr

is
tm

as
 S

ho
pp

er
s

U
rb

an
 A

ffl
ue

nc
e

R
is

in
g 

H
is

pa
ni

cs

Sp
or

ad
ic

 S
en

io
rs

St
ar

te
rs

 in
 N

ee
d

In
fre

qu
en

t F
am

ili
es

Core Segments Occasional Segments

Av
g 

An
nu

al
 S

al
es

%
 C

om
pa

ny
 C

us
to

m
er

/S
al

es

% Customers % Sales Annual Sales Per Cust

Customer Segments 

Top Prospecting Targets

Middle-Class 
Melting Pot

5% of Core Customers

Thriving Boomers
10% of Core 
Customers


