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Creating Breakout Value for Retailers: Driving Participation in 
Card-Linked Marketing 

1.  New data-driven marketing technologies applied to purchase data – machine learning/
AI, advanced data mining, cloud technologies – are enabling new opportunities in 
card-linked marketing. 

2.  Together, we can help address retailers’ most important needs: actionable insights to 
run their business, optimizing marketing efficiency, personalized customer 
experiences, and connecting advertising to purchase behavior. 

3.  Marketing budgets will based on proven, measurable efficacy, with new technologies 
to measure incremental revenue and to combat distortions. 

4.  Consumers’ use of personal assistants (Siri, Alexa) to find high-value products and 
offers will provide card-linked marketers new ways to cut through clutter. 
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SPEND INSIGHTS 

BUYER GRAPHICS 

CLOSED LOOP 
MEASUREMENT 

PRECISION MARKETING 



THE 
PURCHASE 
DRIVEN 
MARKETING 
ECONOMY 
IS HERE. 3 

A new shift in data-driven marketing… 



TOGETHER, WE CAN ADDRESS BIG RETAILER 
NEEDS 

“Half the money I spend on advertising is wasted; 
the trouble is I don't know which half.” 
J. Wanamaker (1838 – 1922) 

“How can I increase my marketing 
results by 50% or more, with the same 
budget?”  

“How can I connect every 
marketing action to 
consumer purchase 
behavior?” 

“How can I generate real-
time insights about my 
customers and 
competitors?”  

“How can my customers get 
relevant, highly personalized 
experiences, every time?”  



Affinity Solutions Overview 
We connect smart marketers to consumers at their moments of choice. 
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4K+ 
Trusted partner to 4,000 financial 

institutions,  
serving thousands of  

retailers & service providers 

10B+ 
60 million debit and credit card 

transactions, updated daily, 
representing over 10B  
transactions annually 

Extensive experience with 
proprietary analytics to deliver 
marketing productivity with the 

highest proven ROI 



Purchase-Driven Marketing Solutions 

6 

Addressing Retailers’ Most Important Needs… 

PRECISION
MARKETING 
CAMPAIGNS

CLOSED LOOP 
MEASUREMENT

BUYER
GRAPH

SPEND 
INSIGHTS

Unparalleled 
marketing intelligence 
turns likely buyers into 

customers

Precision marketing 
campaigns leads 

to higher proven ROI

Optimize marketing 
spend to generate the 
highest proven ROI

Better visibility 
leads to high 

impact decisions
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Card-Linking: Integrating into Digital Marketing Ecosystem 
Retailers are accustomed to buying digital media through established players and leverage data available through 
programmatic ad buying to optimize and measure advertising in near real-time.   



MARKET SHARE INSIGHTS 
•  By #of transactions 
•  By Total spend 
•  By % of category spend 

SPEND INSIGHTS: IDENTIFYING OPPORTUNITIES 
IN CARD-LINKED MARKETING 

CUSTOMER INTELLIGENCE 
•  % of loyalists, occasional vs 

dual shoppers 
•  % of new vs existing 

customers 
•  % of spend with competitors 

CROSS SHOP 
INTELLIGENCE 
•  Average Spend index  

by category 
•  Brand Affinity Solutions 

index 
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Market Share Insights 
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Highlights 
•  Retailer appears to be under-

penetrated in certain DMAs, 
due to the strength of local 
competitors 

Recommendations 
•  Tailor marketing initiatives to 

drive increase in market share 
in card-linked programs. 



Customer Intelligence 
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Highlights 
•  89% of category shoppers are dual 

shoppers, typically the most responsive 
segment to shift market share 

•  Those dual shoppers spent $132MM in 2016 
for card-linked program A.  The Brand has 
58% share of spend, leaving $66MM of 
opportunity. 

Recommendations 
•  Use Buyer Graphic segments to target Dual 

Shoppers 
•  Target Competitive loyalists with higher-value 

offers relevant conquest campaign. 

Market Share Insights 



CROSS SHOP INTELLIGENCE 
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The top categories where high value customers spend can be used in partner marketing 

Spend Index is defined as High-Value Customers average spend divided by total customers average spend. 



International Airline, Worldwide 
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Identify high-value customers spending at least $5,000 in the airline 
category in the prior 12 months, to identify, reach and acquire a 
larger share of the frequent traveler market spend.  

ACTIONABLE INSIGHTS 

7% 
BRAND       

LOYALISTS 

56% 
HIGH VALUE 
CUSTOMERS 

70% 
DUAL         

SHOPPERS 

CLIENT STRATEGY 



International Airline, Worldwide 
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INSIGHTS DELIVERED 

•  Competitive market share trends over 12 months 

•  Mix of new and existing high-value customers  

•  Identify customers as die hard loyalists, occasional or dual 
shoppers for tiered card-linked offers strategy 

•  Full wallet potential (headroom) and category cross shop, to 
determine offer level 

ACTIONABLE INSIGHTS 

7% 
BRAND       

LOYALISTS 

56% 
HIGH VALUE 
CUSTOMERS 

70% 
DUAL         

SHOPPERS 



International Airline, Worldwide 
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KEY OBSERVATIONS 
•  The client airline was capturing 56% of the high value traveler 

market, but only 7% of these customers were loyal 

•  70% of the airline’s high-value customers flew with competitors, 
primarily with two other airlines 

•  One competitor captured $4,162 in high value customer average 
spend, 6% higher than the client airline 

•  A low cost airline was capturing the highest retention of high-
value customers 

INSIGHTS 

7% 
BRAND       

LOYALISTS 

56% 
HIGH VALUE 
CUSTOMERS 

70% 
DUAL         

SHOPPERS 
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UNCOVERING SIGNAMS 
IDENTIFYING IN-MARKET 
CONSUMERS, TO TURN LIKELY 
BUYERS INTO LOYAL 
CUSTOMERS 
Buyer Graphics focuses on identifying a 
retailer’s best prospects and which are likely to 
buy in near term.  

Identify, reach and influence prospects at their 
moments of choice with highly-relevant card-
linked marketing campaigns that complement 
what the retailer is doing in display, mobile, social, 
video, and TV.  
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How We Build Buyer Graphs? 
With other big data analytics focused on what was, Buyer Graphic segmentation is based on predictive 
models built ongoing, focusing on best prospects likely to buy in the near term. 



Buyer Graphic Segments: Consumers In Market 
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RETAIL
Accessories
Footwear
Jewelry
Apparel
Children’s Apparel
Men’s Apparel
Women’s Apparel
Department Store

Luxury Department Store
Mid-Tier Department Store
Discount Department Store
Toys & Games
Drug Store
Electronics
Grocery
Hobby
Home 

SPECIALTY RETAIL
Cable
Cell Phone
Beauty/Cosmetics
Florists
Optical

ENTERTAINMENT
Movies 
Theme Park

AUTOMOTIVE
Auto Parts

RESTAURANT
Fast Food
Non-fast Food
Fine Dining
Casual Dining
Steak House

TRAVEL
Airline
Car Rental
Lodging
Luxury Lodging
Mid-Tier Lodging
Economy Lodging

PROFFESSIONAL 
SERVICES
Financial Services
Consumer Services

Home Furnishings
Home Improvement
Mass Merchant
Office Related
Pets
Sporting Goods
Warehouse Club
Membership Club
Gas

Key Differentiators 
•  Leverages prior purchase 

behavior of consumers to 
predict future behavior 

•  Integrated with major 
programmatic media buying 
and marketing platforms 
(DSP/DMP) 

•  Custom models for retailers, 
tailored to their marketing 
objectives across the 
customer lifecyle 



Largest National DIY Retailer, USA 
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•  A major home improvement retailer with 47 million 
customers wanted to identify, reach and influence high 
value customers likely to spend $1,000+ on home 
renovation in next 30 days.  

•  Custom Buyer Graph trigger model developed to 
predict purchase. 

CLIENT CHALLENGE 

PRECISION TARGETING 

$1K+ 
HOME 

IMPROVEMENT 

47MM 
CUSTOMERS 



Largest National DIY Retailer, USA 
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•  88% of likely renovators were dual shoppers, 
identifying greatest opportunity to drive share shift 
from competitors 

•  Dual shoppers spent 58% of category spend with 
client retailer 

•  Observed increase in sales (target vs. control)  
in Buyer Graphic segment near 87%  

•  Shifting 1% of customers who shop at competitors 
expected to drive tens of millions of dollars of 
incremental revenue 

OUTCOMES DELIVERED 

PRECISION TARGETING 

<30 
DAYS 

$1K+ 
HOME 

IMPROVEMENT 

$55B 
TOTAL 

OPPORTUNITY 
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CLOSING THE LOOP:  
MEASURING SALES LIFT AND TRUE ROI 
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Major US Auto Manufacturer 
CLOSED LOOP MEASUREMENT 

A major US auto manufacturer with independent and company 
owned auto service centers wanted to measure in-store sales lift 
and ROAS impact of digital advertising investments. 

CLIENT CHALLENGE 

$772K 
INCREMENTAL 

SALES 

69% 
SALES LIFT 

15X 
ROAS 
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Major US Auto Manufacturer 
CLOSED LOOP MEASUREMENT 

•  In-store sales lift and ROAS measured for 
customers exposed to digital campaign, using 
deterministic test and control mechanisms 

•  0.2% penetration rate, with average purchase 
size of $231 and total sales  
of $1.76MM  

•  Observed sales lift (target vs. control) of  
69% and ROAS of 15X 

•  56% of transactions between $30 and $150, 
representing 20% of total sales volume, while 
mid and higher ticket purchases contributed 
18% of total transactions each, and 35% and 
39% of total sales volume respectively 

$772K 
INCREMENTAL 

SALES 

69% 
SALES LIFT 

15X 
ROAS 

OUTCOMES DELIVERED 



Driving Retailer Participation in Card-Linked Marketing 

Leverage Purchase Driven Data Analytics, leading to … 
Highly relevant offers from top merchants, broadly available 

Using Buyer Graphic segmentation to predict propensity to purchase 
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Earn 5% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 

Earn 15% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 

Earn 5% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 

Earn 10% Cashback 
in-store and online 



1.  Card-Linked marketing can help address retailers’ biggest problems: 
actionable insights, personalized experiences, marketing productivity, and 
transparency between marketing and purchase behavior. 

2.  This is enabled by new technologies – machine learning, advanced data 
mining, marketing cloud – operating on purchase data at scale.  

3.  What’s next: highly personalized experiences, and more marketing that’s 
invitation only, based on consumer interests and needs. 

4.  That will lead to hyper-personalization, challenging marketers (even more 
than today) to strike the right balance between personalization and the 
dreaded “creepy line." 
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SPEND INSIGHTS 

BUYER GRAPHICS 

CLOSED LOOP 
MEASUREMENT 

PRECISION MARKETING 

Creating Breakout Value for Retailers: Driving Participation in 
Card-Linked Marketing: Summary 



Thank You 
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