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Many of the revenue-enhancing opportunities for brick-and-mortar operations remain tied up in one key marketing 

challenge: an inability to identify in-store customers, understand their purchase behavior and engage them with 

targeted messages, offers and rewards. This white paper reviews existing options for identifying offline customers, 

including loyalty programs, and examines the potential of point-of-sale (POS) data for powering effective customer 

engagement across loyalty and non-loyalty customers.

Despite the recent surge in ecommerce owing to 

pandemic-inspired concerns around health and 

safety, customers still prefer to shop in-store.


In fact, according to PwC’s latest annual consumer 

survey, nearly 40% of consumers make purchases 

inside a physical store at least once a week while 

only 27% do the same online. Store openings are on 

the rise – and even notoriously online-only DTC 

brands have included physical stores as part of their 

omnichannel growth strategy moving forward. 
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Brick-and-mortar 
stands strong – but 
improving customer 
experience is

top priority.

https://www.businessnewsdaily.com/7756-online-shopping-preferences.html


Record reopenings in 2021

But opening doors is far from an instant business enabler. Customer experience remains a critical success factor 

across both online and in-store operations. In general, we know that consumers crave experiences.  And when it 

comes to delivering memorable in-store experiences, personalization and relevance are top priorities.  In order to 

compete with ecommerce behemoths, brick-and-mortar retailers need to deliver the same level of convenience 

and relevance that customers have grown to expect online. 



Personalization and relevance are the gateway to hitting customer engagement targets like increased frequency, 

lapsed customer reactivation and loyalty conversion. But to get there, you need enhanced insights on known and 

unknown shoppers. To what degree can brick-and-mortar retailers capture and leverage those insights to 

understand and engage unknown customers?

1- The 2019 WE KNOW Experiences 2.0 report, conducted by Momentum Worldwide, found that 76% of consumers would rather spend their money on experiences than 

material items (PR Newswire).


2 - Prioritizing personalization pays, driving an average 10-15% revenue lift while companies with faster growth drive 40% more revenue from personalization than their 

slow-growth peers (McKinsey). And according to Salesforce, 64% of customers expect tailored customer engagements based on past interactions.


Source: National Retail Federation


through 3Q20 through 3Q21

store closing

announcements

store opening

announcements

2,890 5,725
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https://www.prnewswire.com/news-releases/76-of-consumers-prefer-to-spend-on-experiences-than-on-material-items-new-study-finds-300937663.html
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
https://www.salesforce.com/news/wp-content/uploads/sites/3/2020/08/2019-state-of-the-connected-customer-infographic.pdf


Evaluate your

brick-and-mortar strategy

?

What are your current customer 

engagement priorities? Are you looking to 

increase frequency, reactivate lapsed 

customers, expand loyalty, etc.?

Can you identify your unknown 

in-store customers?

Do you have a unified customer 

view across all channels?

What percentage of your 

customers are loyalty 

program members?

What level of insight do you have 

into the purchase behavior of your 

unknown customers?

What percentage of  

loyalty member transactions 

are unidentified?

Do you know what your loyalty 

members were doing before they 

became loyalty members?
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Can you identify unknown customers? Do you have 
mechanisms in place to reach them with relevant offers?

And how are you measuring campaign impact?



Loyalty programs can help solve the challenge of 

identifying in-store customers and understanding 

their purchase behavior, at least for those that


opt in. These programs may also drive revenue goals 

like increased basket size, enhanced frequency, and 

improved retention.  Plus, loyalty members provide 

valuable first-party data to refine targeting, 

leverage cost-effective owned media channels, and 

enable accurate measurement.





But loyalty programs alone cannot deliver a 

complete picture of in-store customers and their 

purchase history. They can work against businesses 

by creating a biased foundation to plan, execute 

and measure engagement.



Plus, loyalty programs add unwanted friction to the 

customer experience. According to Think With 

Google, more than half of shoppers would prefer 

loyalty and rewards programs where benefits are 

automatically applied at checkout. If you’re relying 

solely on loyalty to deliver actionable customer 

insights, you’re pushing against the preferred user 

experience for the vast majority of customers.

Loyalty helps
— to a point.

Unfortunately, many brick-and-mortar retailers are 

in the dark when it comes to customer engagement 

because they lack insight on who their in-store 

customers are, what and when they’re buying, and 

how those actions connect to online identities


and behaviors.


 


Sure, you greet people and ring up their purchases – 

but what mechanism exists to actually identify the 

individual and capture purchase behavior over time? 

Unlike with online ordering, there’s no instant 

recognition of the customer and record of purchase 

behavior for most brick-and-mortar operations. 

Most

brick-and-mortar 
stores don’t know 
who their 
customers are.

3- Loyal customers spend 67% more than new 

ones, and they’re more likely to generate new 

business for your company by making a referral to 

friends and family (Yotpo). Targeting loyal 

customers is also a more economical use of your 

marketing dollars, since it’s five times more 

expensive to acquire a new customer than retain 

an existing one (Invesp).
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https://www.prnewswire.com/news-releases/new-data-reveals-that-brand-loyalty-is-on-the-rise-among-consumers-300957799.html
https://www.invespcro.com/blog/customer-acquisition-retention/


53% of shoppers surveyed

think their shopping experience 
would be better if a retailer’s 
loyalty or rewards program 
activated automatically

at checkout (Think With Google).

Trade area analysis and CDPs provide a 
wider but less reliable view of customers.


Across the brick-and-mortar landscape, a large 

percentage of consumers do not sign up for loyalty 

programs, creating a biased view of customer 

preferences if this is the primary means to 

understand customer behavior and take action. 

What about the large number of folks who are non-

loyalty? How do you identify them? How do you 

gain insight into actual purchase preferences and 

target them with personalized communications and 

offers?  How do you engage non-loyalty customers 

that align to best-fit candidates to grow your loyalty 

program? Most existing options for identifying and 

reaching unknown in-store customers combine 

speculation with externally purchased – but often 

unreliable – data. 

Trade area search, is one approach used to define and 

target your market by analyzing purchase behaviors in 

select geographic areas. You can then use those 

insights to identify potential targets and even make in-

store layout and inventory adjustments based on your 

findings. However, keep in mind that match rates will 

not be entirely reliable, since the analysis relies on zip 

codes that could be outdated or simply inaccurate for  

a given consumer.



It’s also important to factor in the long-term viability of 

your data investments, particularly given emerging 

privacy restrictions for personal identifiable  

information (PII). 
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Many retailers purchasing PII associated with the identified individual must consider the privacy sensitivities of 

acquiring and retaining such data without the consent of individuals, in addition to headwinds that future 

legislation might ban the ingestion of such personal information without expressed consent. 





Customer data platforms (CDPs) are another option for identifying and reaching targets. These platforms collect 

data from relevant touchpoints and create unified customer profiles for targeting based on first-party identifiers 

such as email addresses, telephone numbers, and zip codes. Identification, however, is based solely on those 

“known” customers who have provided PII.  Furthermore, insights may reflect online behaviors that do not align 

with in-store purchase preferences and behaviors.

For brick-and-mortar retailers to stay competitive in 

the long term, offline identity resolution is mission 

critical, but current approaches yield problematic 

match rates and unreliable accuracy levels. Absent 

from the approaches outlined above, for example, is 

any direct link between actual in-store purchases 

and accurate, up-to-date identities. And now, 

thanks to the retirement of third-party cookies and 

tightening privacy laws, brands face the additional 

challenge of how to track targeted offers and link 

them to actual purchases — whether in-store or 

online. In-store customer identification — and the 

technology tools to collect, manage and leverage 

that data — are crucial to attracting and retaining 

customers moving forward.

That’s where point-of-sale (POS) data comes in. 

Sign-up sheets by the register notwithstanding, 

most every customer provides one key data input 

with every in-store purchase: an abbreviated record 

of their card information. That information, when 

leveraged properly, can serve to change unknown 

customers into well-understood and marketed-to 

targets. Credit/debit cards, after all, make up 82.1% 

of all in-store transactions in the United States 

(NPD). In that sense, most every customer leaves 

behind actionable insights simply by checking out. 




Accurate offline identity resolution that 
maintains privacy is possible with

point-of-sale (POS) data. 
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https://www.cnbc.com/select/credit-card-usage-coronavirus/


Keep in mind, however, that POS data only offers a timely solution if you can also ensure consumer privacy. By 

layering POS transaction data with anonymized offline identity and behavioral insights, you can create a privacy-

safe, 360-degree view of in-store customers. You gain a single source of truth across offline and online 

touchpoints for a longitudinal understanding of spend independent of channels that can reconcile multiple cards.





POS data is the bridge marketers need to pinpoint offline identities — and the key to building anonymous, 

privacy-safe profiles with SKU-level purchase history and hundreds of enriching customer attributes. As a result, 

not only can you reach unknown customers, but you can begin to power their visits with personalized offers based


on insights that include:

Actual purchases

	Channel preferences DaypartPromotional history

Price sensitivityFrequencyPreferred items

As your understanding of your customer 
base and their in-store preferences grow,

you can also begin to incorporate those 
insights into higher-level strategic 
decisions, such as:
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Improved

post-promotion analysis

Media spend/
optimization

Rewards program 
enhancements

Store location 
and layout



In-store purchase data 
yields measurable 
business outcomes.


What business outcomes can you expect from a significant increase in 
identified in-store shoppers, SKU-level purchase history, and hundreds of 
demographic, socioeconomic, and lifestyle consumer attributes?

Relevant offers

that yield 
measurable growth

Increased spend 
for the short and 
long term

Newly identified 
customers and 
greater spend
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and 15x increase in matched 
transactions. 

Retailer saw 10x increase in 
targetable individuals

increase in sales for test 
group vs. control at the 
end of the campaign and a

CPG brand targeted 
formerly heavy brand 
spenders at a Midwest 
grocer to create a

and average 
check value by  34% +

50% + 30% +

 22% +
QSR brand increased 
conversion rate by

increase 15+ 
weeks later.

Known 
customers who 
grow loyalty

Fast-casual restaurant achieved 3x growth in loyalty member base by 
identifying and understanding unknown customers behavior.

Consumers targeted on Facebook by QSR brand were 1.8+ times more likely to 
click on a Facebook ad and were 1.6+ times more likely to finish watching a 
video ad (vs. control group). 

More intent to 

purchase



When leveraged correctly, in-store purchase data  

does more than help you reach unknown customers. 

It can also help you refine and improve – rather 

than replace – your existing loyalty efforts. If you 

already have a loyalty program in place, you can 

enhance your record of behavioral history by 

identifying and factoring in purchases that program 

members make without self-identifying at checkout. 




Having trouble reaching critical mass with your 

loyalty program? Consider a stealth approach that 

removes friction while creating customer flywheels. 

When you leverage POS transaction data, you can 

track purchase behavior without asking customers 

to opt into a loyalty program. And since consumers 

prefer passive rewards activation, why not 

automatically dole out the same benefits as you 

would if they were loyalty members? Credit and 

debit cards become loyalty cards, and no one has to 

self-identify at checkout. In other words, reward the 

same desired behaviors without holding up your 

customers — and save the marketing dollars 

normally spent on capturing signups. 



We can help. We’ve built the first platform that 

utilizes POS transaction data and proprietary, self-

built census of offline identity and behavior to 

identify the individual customer behind a transaction 

leveraging the payment instrument used (debit/

credit card). We then build an anonymous, privacy-

safe profile with SKU-level purchase history and 

hundreds of enriching customer attributes that 

power analytics and marketing.





What happens then? Loyalty tactics can be used 

across all consumers, and brick-and-mortar retailers 

enjoy the same rich insight into customer behavior, 

targeting capabilities and closed loop measurement 

as online commerce vendors – driving overall media 

efficiency and top-line growth.




Make your loyalty programs more 
effective and remove friction from 
the rewards process.
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Purpose-built for brick-and-mortar retailers and CPG brands, Bridg 

enables the identification, understanding, and engagement of unknown 

in-store customers. Credit and debit cards act as loyalty cards. And with 

individual level consumer anonymity and privacy protection, we’re also 

setting the standard for secure, compliant customer data management 

according to CCPA, SOC2, and CAN-SPAM standards. 









We can help you personalize outreach and increase revenue. 
Drop us a line at hello@bridg.com to get started. 

Partner 
with Bridg

In-store shopping is on the rise, but consumers expect increasingly 

personalized experiences and offers.




Given the sunsetting of third-party cookies, retailers are more 

dependent than ever on first-party data to deliver that personalization. 

That’s the same data that brick-and-mortar operations routinely fail to 

collect, while falling under greater scrutiny.




You can gather valuable in-store insights and drive marketing goals 

with loyalty — but it can’t deliver a complete view


of purchase behavior. 




By leveraging card data, brick-and-mortar retailers have the 

opportunity to identify unknown customers, gain operational insights, 

and deliver more effective, targeted marketing engagements — all 

while freeing consumers from the burden of offering up their 

information or taking added steps.

Key 
takeaways

Bridg, a Division of Cardlytics, Inc. 2022

bridg.com

https://www.linkedin.com/company/bridgplatform
https://twitter.com/bridgplatform
https://bridg.com/

	Cover - page 1.pdf
	2.pdf
	3.pdf
	4.pdf
	5.pdf
	6.pdf
	7.pdf
	8.pdf
	9.pdf
	10.pdf
	11.pdf

