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Introduction
Explore the many ways it boosts your 
confidence in decision-making and helps you 
create unforgettable customer experiences 
that sharpen your competitive edge.

Discover how hybrid analytics can transform the 
value you get from your data so you can maximise 
its potential. We cover how it works with real-world 
examples, demonstrating the outcomes and 
benefits you can expect to gain from this 
advanced analytics approach. 
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A critical 
advantage
Successful companies put data and analytics 
at the heart of everything they do, enabling them 
to become more customer-centric – they can 
make better business decisions that improve 
customer experiences, driving acquisition 
and retention.

It’s why insights-driven businesses are 
growing at an average of more than 30% annually. 
They’re also 162% more likely to surpass revenue 
goals as well as 58% more likely to beat their 
revenue goals than their non-data-driven 
counterparts (Forrester). 

But while 81% of organisations agree 
that data should be at the heart of all business 
decision-making (EY), many struggle to harness 
the full potential of their data. To illustrate, 40% of 
the insight delivered by customer intelligence 
teams isn’t actionable (CustomerThink). 
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The guessing 
game
There is so much valuable data available:

Data from these different sources have unique 
strengths which, in theory, can be leveraged 
to create valuable outputs for your business. 
But you may have found this difficult, 
probably because your insights are being 
generated from single sources in isolation.

Take customer data. When used in isolation, 
it’s limited to customer behaviours from the past, 
and it doesn’t tell you the reasons why customers 
have behaved in a certain way, or provide insight 
into wider market behaviours. It also doesn’t 
provide insight into how customers might react 
to your potential future propositions. 

Business data: (e.g. sales) is a necessary requirement for understanding 
your business’s performance.

Customer data: (e.g. transactions, contract info, usage) is great at helping 
you understand WHAT people have done with your business in the past.

External data: (e.g. Experian, social media) is great at filling in data gaps, 
for instance, WHO is interacting with your business.

Primary research: which helps you understand …

Meanwhile, primary research might be great 
at helping you understand the attitudes and 
motivations of your customers and prospects; 
however, it’s not connected to customer 
databases, which means activation of insights 
can’t be targeted at specific customers. 
This puts a limit on operational success 
from a CRM perspective.

So, whenever you’re using specific types 
of data in isolation, a lot of your data may not 
be actionable, and you’re often forced to rely 
on guesswork to get the full picture. The answer 
to this problem is combining multiple data 
sources. This can provide better predictions 
and forecasts that help you make valuable 
business decisions. Hybrid analytics enables this. 

- Attitudes and motivations of customers and prospects – the WHY
- The reaction to the potential future landscape
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What is hybrid 
analytics?

Hybrid analytics is about leveraging multiple data sources alongside the latest analytical 
methodologies to:

1. Make market-level 
predictions, e.g. likely 

sales given advertising 
spend across channels 

2. Person-level 
predictions, e.g. how 

likely individuals are to 
buy a product 

3. Segment customers 
for greater marketing 

effectiveness

Customer and market insights (which may come in the form of a report, recommendation 
or prediction) that have been generated from multiple sources give you confidence in 
decision-making. They produce outputs that are more reflective of real-world data rather than 
just a prediction. This capability results in valuable benefits. Let’s paint a clearer picture with 
a real-world example. 

bonamyfinch.strat7.com
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In 2018, a sugar tax levy was introduced by the 
government to tackle childhood obesity. 
Coca-Cola was challenged to reduce the sugar 
content of its drinks or pay the additional levy. 
Big changes in pack size, as well as price and 
promotion strategies, were required across a range 
of sugar, low-sugar or no-sugar products. 

This was a massive financial undertaking. To make 
the right decisions, Coca-Cola needed to analyse 
its data.

Its business and external data was great at 
understanding historic sales at different prices 
and promotions at different points in the year. 
But it was limited to packs and prices that had 
previously been in the market. Used in isolation 
and it wouldn’t be able to provide answers 
for future strategies.

So, what did we do? 

Taking on board the business and 
external data they had, we added the 
ability to test future scenarios through 
primary research. We presented shelf 
displays to consumers to understand 
appeal and take-up of new pack types 
at different prices and promotions. 
But we recognised this was at one 
point in time and didn’t fully align 
with seasonal sales.

In the primary research, we presented 
the existing shelf display world to 
consumers so we could create models 
calibrated to existing real-world sales 
(Coca-Cola's business and external 
data). Meanwhile, the reaction to 
new scenarios enabled us to simulate 
the new world in the same context – 
using the same calibration to take 
out any differences between 
claimed and actual behaviours 
for future predictions.

Moreover, we created a predictive 
model which enabled scenario 
planning for each month of the year, 
building in seasonality and competitive 
prices and promotions. We then 
delivered our recommended sugar 
tax bottling strategy and a couple of 
alternatives – given in terms of volume 
and value to fit into their business 
P&L metrics.

The company changed their pack formats 
on the back of our research and 
recommendations. It was then able to 
specifically adapt its price and promotion 
strategies per month to optimise against 
seasonal competitor price and promotion 
trends for that time of year.
 
Hybrid analytics allowed us to provide 
razor-sharp forecasts to help Coca-Cola 
react to the sugar-tax levy in a way that 
benefited the business. 

The result

Hybrid analytics for Coca-Cola 
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Another example of hybrid analytics helping 
decision-making by reporting on real-world 
metrics is the marketing mix modelling (MMM) 
work we did for a radio station. We helped prioritise 
their media spend by modelling the number of radio 
listeners against marketing spend by channel but 
also building in radio factors, such as the number 
of ads per hour. 

This provided more accurate predictions of the 
number of radio listeners, making recommendations 
that saved marketing spend whilst retaining 
listening figures.
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How it works

Hybrid analytics provides insight into a person’s motivations, attitudes and beliefs relating 
to a product, service or brand. When we truly understand what drives a person’s behaviours, 
we can deploy tactics to influence them towards a desired action, such as buying a product or 
downloading content.

This information is obtained from primary research, which gives us the WHY behind customer 
behaviour as well as reactions to potential future propositions. However, in isolation, primary research 
is disconnected from customer databases, meaning any insights drawn can’t be specifically targeted 
at customers. Hybrid solutions fix this.

The power 
of a 360-degree 
customer view

With hybrid analytics, you’re also generating a 
360-degree holistic, joined-up customer view. 
It makes sure that when you activate your outputs, 
they’re more likely to trigger a behavioural change. 

For example, when you’re targeting a particular 
group of people you’ve selected in your marketing 
model, targeting them with a specific message 
means it's more likely to resonate with them and 
encourage them to buy. Having a 360-degree 
customer view gives you this capability.

bonamyfinch.strat7.com
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Database segmentation 
for a gambling company

We conducted hybrid database segmentation
 for a large gambling company. It had lots of rich 
usage data alongside customer demographics. 
The company knew what its customers were 
doing, but it didn’t know why they were gambling 
with the company, or what their wider market 
behaviours were.

The client needed a segmentation for more 
personalised engagement with its customers 
in a way that related to the WHY. 

What we did

We combined customer database actual usage 
data with survey responses which collected 
claimed market behaviours as well as consumer 
motivations for participating in different types 
of gambling. 

Hybrid database 
segmentation 

Hybrid database segmentation is a hybrid analytics technique. Its main goal is 
to make consumer insights actionable by tagging a database with segments 
relating to specific customers or customer behaviour. Let’s look at how this is 
achieved and what outcomes it results in.

Hybrid database segmentation was tagged across all customers, even those who didn’t answer the 
survey. This helped the gambling company boost customer-centricity as they were able to make 
better-informed decisions about their marketing activities and product propositions.

Create segments which were 
loyal vs. segments which were 

indifferent – great for identifying 
opportunities to increase sales

Create segments that had 
distinctive motivational profiles – 
great for personalising tone and 

copy of emails in CRM campaigns, 
as well as personalising features 

and new games

This helped us focus the segmentation 
on the database fields which had a stronger 
relationship with player motivational differences 
and wider market behavioural differences, 
so we could:
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Database 
segmentation 
vs. survey 
segmentation 

If you’ve read our eBook, Introduction to Hybrid 
Segmentation, you’re probably wondering what 
the difference is between database hybrid 
segmentation and survey hybrid segmentation. 
They both result in similar outcomes, but the 
approach is slightly different.

Simply put, hybrid segmentation is more 
of a survey-led market segmentation, 
driven by survey fields. It involves analysing 
the relationships between survey and database 
content, identifying the candidate survey drivers 
of the segmentation that most relate to customer 
behaviours on a database, as well as the wider 
market behaviours. From this, rich segments are 
uncovered and can be attributed to a database 
using the latest machine learning algorithms.

Database hybrid segmentation is segmenting 
customers on database fields. We append survey 
data covering the WHY to understand which 
database fields to segment, making sure that the 
database segments contain profiling on relevant 
customer behaviour, attitudes and motivations. 

Database hybrid segmentation was more suitable 
for the gambling client because their business 
questions were more about growth and retention, 
whilst they had a lot of very rich behavioural data 
which would have been very difficult to replicate 
through claimed behaviours in a survey  (partly 
because many customers didn’t want to admit 
what they have done, as is the nature of 
gambling). 
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A quick recap

So far we’ve discussed the importance of leveraging and combining multiple data sources. 
We’ve talked about how hybrid analytics gives you a 360-degree view of your customers, and drives 
smarterdecision-making. And we’ve shown how hybrid segmentation boosts customer-centricity. In the 
next section, we discuss the benefits of hybrid analytics in more detail but first, here’s a quick summary.

Hybrid data sources Hybrid analytics Hybrid segmentation

Business data (e.g. 
sales, distribution)

Customer data (e.g. 
transactions, usage)

External data (e.g. market 
share, demographic 
tagging)

Social and online data (e.g. 
social media, webscraping)

Primary research (e.g. 
customer and market 
research)

•

•

•

•

•

Combines multiple 
data sources

Generates a 360-degree 
customer view

Produces outputs that are 
reflective of real-world data

Assists with forecasting 
and scenario planning

Drives smarter 
decision-making

•

•

•

•

•

Survey-led or database-led 
segmentation

Produces segments 
relating to customer 
behaviours

Provides insight into wider 
marketing behaviours

Attributes segments 
to a database

Assists with 
personalisation at scale

Unifies teams and 
drives innovation

•

•

•

•

•

•
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The benefits 
of hybrid analytics

Deploying a hybrid analytics technique, such as hybrid segmentation, unlocks the full potential of 
your customer data, and this results in exciting outcomes that help you accelerate growth. 

01. Influence customer 
behaviour to drive 
retention and  growth

With hybrid segmentation, you don’t 
need a crystal ball to understand what 
your customers and prospects are 
thinking or what their next action will be. 
You know what they want and what 
they’re most likely to do because you 
have segments that tell you this 
information. And you have the insight 
needed to understand what to do with 
those segments to trigger an increase 
in customer behaviour or change 
it altogether.

Likewise, for models that predict an 
outcome (e.g. a CHURN model which 
estimates how likely it is that individual 
customers will leave you), hybrid helps 
you identify different types of churners, 
and provides the insight and strategies 
needed to avoid it in different ways with 
different individuals.

02. Make business 
decisions with more 
confidence

Hybrid analytics provides outcomes 
that are business ready. Whether it’s 
calibrating results to real-world data 
or providing more accurate forecasts 
from adding multiple sources into the 
modelling, hybrid analytics gives you 
the confidence to make the right 
decisions at the right time. 

This drives cost efficiency and profit, 
as you’re putting your resources towards 
activities that are much more likely 
to have a real impact on the business, 
driving growth.
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03. Demonstrate ROI 
and boost growth 
opportunities

Hybrid gives you validated key metrics 
for the majority of your activations. 
Because you can measure the success 
of your activations, you can provide use 
cases and success stories that make 
other key stakeholders take notice, 
increasing the chances that hybrid 
analytics techniques can be adopted 
more widely across the business. 

Through this, you can continue 
to deliver new and satisfying customer 
experiences that make your brand 
stand out – a critical factor in this 
competitive world where more and 
more businesses are focusing on 
improving customer-centricity 
through personalisation.

05. Use the voice 
of the customer

Too often, companies rely solely on 
primary research to understand their 
customers. In truth, understanding pain 
points, experiences, and the ways people 
talk about brands and products is best 
sourced directly from consumers’ 
own words. 

But hybrid analytics is about utilising 
different sources and the power of 
analytics. Taking the understanding 
of problem areas from primary research 
findings, and digging deeper into online 
conversations (social media and forums), 
reviews, and call centre logs, 
to understand experiences and pain 
points in consumers’ own words. 

You can execute this at scale with 
artificial intelligence, such as our Strat7.ai 
technology. It uses web scraping and 
natural language processing to ingest, 
aggregate and summarise 
voice-of-customer in a digestible 
and actionable form.

04. Enable multi-team 
collaboration

Relevant teams within the business – 
from Insights and Marketing to CRM, 
Customer Service and Innovation – can 
all use the same rich understanding of 
their customers. 

It gets everyone working together 
to maximise customer-centricity. 
For example, hybrid CHURN models 
give Marketing focus when tailoring 
messages to customers most at risk 
of leaving. Meanwhile, call centre staff 
have the information they need to 
build relationships with such individuals, 
helping to drive retention by making 
undervalued customers feel 
important again. 
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Strat7.ai 
in action 

We often look to hybrid analytics, 
combining different data sources, 
to make recommendations to our clients 
with the help of our Strat7.ai technology.

Just last month, we took a recent 
headphones brand tracker from primary 
research and complemented it with a 
deep dive into customer experiences and 
customer pain points from scraping 
review sites. This provided us with over 
200,000 reviews across 30 different 
brands, providing category context and 
brand benchmarking. 

We used our Strat7.ai technology to 
web scrape and structure review data 
(through web scraping and natural 
language processing) into different 
topics, which quantified specific issues 
to address in product descriptions, 
as well as identifying genuine points 
of differentiation in consumers' own 
language which we could leverage.

Not only is this complementary analysis 
enlightening but it can also be done 
much more quickly and cheaply than 
traditional methods.
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Need more proof? 

We recently generated tens of millions 
for a leading travel company using hybrid 
segmentation. The client came to us with 
an existing segmentation that was good for 
high-level brand positioning but not much else. 

It was built on primary research using values, 
but it wasn’t specific enough to provide 
behavioural differences in the holiday sector. 
Nor was it great for understanding how the 
company could stretch into new holiday offers, 
and ultimately, it wasn’t capable of being 
operationalised because it didn’t sit on their 
customer database.

We helped the travel company combine its 
primary research with its own customer data 
to gain a 360-degree view of consumers and the 
market. This resulted in segments that provided 
insight into why customers feel and behave the 
way they do, what leads them to purchase, plus 
how, where and when they make a purchase.

Learn more about how these segments were used 
to drive business growth in our case study. 
Essentially,  hybrid segmentation helped the travel 
company significantly improve the outcomes of its 
activations across:

This generated additional revenue in the region of tens of millions, money that could be put towards further 
innovation, helping the company accelerate growth.

bonamyfinch.strat7.com

15

Proposition development 
and innovation

Branding and 
communications

Electronic customer 
relationship management 

(eCRM)



A key 
consideration
When working with a hybrid analytics specialist 
who can implement and deploy techniques such 
as hybrid database segmentation, 
communication is key.

Before the work begins, you need to explicitly 
convey what’s going to be done with the work 
provided. This ensures the specialist can get the 
right data sources and tailor the outcomes in a 
way that makes them viable for the business 
decisions you need to make.
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Step up 
your game

Once you’ve experienced the power of hybrid analytics, you’ll never look back. No more guesswork. No more 
treating customers like numbers. You gain the insight needed to understand your customers and prospects 
on an individual level; insight you can action to elevate the outcomes of all your data-driven initiatives. 

This could be integral to your business’ survival. If you want to compete against brands that are delivering 
world-beating customer experiences, hybrid analytics is essential. 

Get ahead of the game now. 

Contact us for more information 
on what hybrid analytics can do 
for your business.

bonamyfinch.strat7.com
info@bonamyfinch.com
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