
SHINE A LIGHT, GAIN 
CUSTOMER INSIGHT

In an increasingly competitive market, sales teams are looking to marketing automation 
and beacon technologies to learn more about who will buy - and who will buy more



Today, intelligence about customers seals the deal. Consumers have more power 
in their transactions, and companies can lay claim to only razor-thin competitive mar-
gins. So sales and marketing intelligence has become the turf on which companies are 
fighting for supremacy. 

To gather that intelligence, companies need accurate, real-time data on customer pref-
erences and behavior—and they need to link that information with data in financial 

Relation-al Data
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systems, customer databases and Web content management systems. If that sounds 
hard, it’s because it is. 

So in this three-part guide, we look at how some companies are using marketing auto-
mation software and customer personalization techniques to better target customers. 
By linking website visitors’ behavior with email marketing, companies are trying to up  
and cross-sell their products in real time. But the majority are still struggling. 

Next, we look at how companies are using technologies like Apple’s iBeacon to commu-
nicate with and sell to customers through mobile devices. Companies have become 
deft in using these new tools to target special offers to customers and engage them in 
ongoing relationships—and even bring them back to physical stores through digital 
communication. 

But great data brings great responsibility. Companies need to target customers care-
fully rather than barrage them with offers. They also need to be careful stewards of 
data and give consumers the opportunity to opt out. Finally, Steve Robins weighs in 
on how sales can use these new tools to be more effective. It means more cooperation 
between departments, but also more sales and better data. 
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Closing the Deal Gets Personal 

All companies want to forge more intimate connections with their audiences so they 
can sell more products. If the age of the customer has taught companies anything, it’s 
that increasingly discriminating customers want companies to know who they are and 
what they want before the selling onslaught begins. 

But for companies of all stripes, gathering this customer insight to develop meaningful 
relationships is tough. Companies’ common refrain is that they have access to data 
about customer behavior from any communication channel they may interact in. Oth-
ers pride themselves on their ability to combine customer interactions from multiple 
channels with other customer data, such as demographic information in a customer 
database, details about their preferences and more. But today, achieving this 360-
degree view of customers is far more complex than companies imagine. They need 
good software tools to get it right. For many companies, it comes down to using mar-
keting automation tools to get a reliable picture—in real time—of who customers are 
and what they need. 
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THE BASICS OF PERSONALIZATION 

5Box.in is an e-commerce portal that sells grocery, fruit and vegetables to its custom-
ers throughout India. But with no storefronts and predominantly business-to-
customer (B2C) sales, it needed to broaden its insight about customers by personaliz-
ing customer experiences for visitors to its website. 

“We are B2C,” said Gopinath A M, Chief Information Officer at 5box.in, “but we 
needed to become more a preferred vendor for B2C and B2B. We want to use digital 
channels to get in touch with our end customers and collect useful information, try to 
engage with them through digital content.” 

With IBM WebSphere, a Web content management system that organizes and pub-
lishes content to the 5box.in website, the company can target individual consumers, 
company buyers and other visitors. Using taxonomy, or a system of site topic categori-
zation, the site can dynamically display different con- tent based on a visitor’s profile. 
For example, it can show information about 5box.in’s products, with stock keeping 
units, specs and different pricing combinations based on whether a visitor is a com-
pany or an individual consumer. The company has also created a series of extranet 
pages for its salespeople to more readily access product information, which can help 
expedite sales. 

But Gopi readily admits that the process of targeting customers would be easier with 
an enterprise-class marketing automation suite. With marketing software, 5box.in 
could more easily analyze customer behavior and send messages to the proper cus-
tomer segment without having to use manual, time-consuming methods to get the 
same result. “Without a marketing automation platform, it’s very time-consuming to 
do,” Gopi said. “It’s a lot of Excel.” 

“Achieving a 360-degree view of customers is far more 
complex than companies imagine. They need good soft-

ware tools to get it right.”
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THE DATA DISCONNECT 

Company success in forging these digital relationships hinges on understanding cus-
tomer preferences so that a company can gear digital content and messaging to the 
proper audience segments. 

But creating a full picture of customers by joining Web data with other customer data 
that resides in back-end applications, customer relationship management systems or 
enterprise resource planning systems and marketing automation software can be chal-
lenging. It’s the exception rather than the rule when companies can combine their vari-
ous sources of customer data, divine meaning from these data streams and act on that 

information in short order. Too often, experts say, data remains siloed or companies 
are paralyzed by the data overload. 

“Companies should be using those digital initiatives and integrating them back into 
the core of their organizations, as opposed to leaving them as siloed initiatives that 
don’t connect with anything else,” said Mohd Irfan, Director at 5box.in. But currently, 
he said, most companies don’t understand what to measure or how to integrate the 
metrics they gather from multi-channel environments to create a larger picture of cus-
tomer preferences. The numbers support this picture. According to a survey con-
ducted by Endeca Technologies, 50% of customers interact with an average of two 
touch points to research or purchase products, and 36% engage with an average of 
three.

“If a customer asks a question, we don’t want them to 
have to wait two hours for a response.” M K Prabakaran, 

Head of Marketing at 5Box.in
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SHOWING THEM YOU KNOW THEM 

5box.in needs to have at-the-ready intelligence about its site visitors—it’s the only way 
to keep customers and prospects coming back. But the company— which enables users 
to ask questions of experts in a variety of industries such as medical, legal, auto and 
pet care—knew that a tone-deaf approach to interacting with customers often sends 
them defecting in disgust. So in mid-2015 it dumped its old email provider, which was 
slow and blind to customer preferences, and moved to Adobe Campaign, the market-
ing automation tool in the Adobe Marketing Cloud. 

“If a customer asks a question, we don’t want them to have to wait two hours for a re-
sponse,” said Prabakar, head of email marketing at 5box.in. “Customers want that in-
teraction in real time.” The company was also missing opportunities to personalize 
communication with customers based on their site behavior and preferences. “If a cus-
tomer asks a question, we want to be able to go back to that customer and say, ‘We see 
you had a legal question last time, but we have medical, auto, veterinary and other in-
dus- tries that you may be interested in,’ ” Prabakar said. 

5box.in also wanted to use insight to convert visitors who abandoned the site and their 
question by emailing them with, “ ‘We noticed you were about to ask your question 
and didn’t. We’re still here if you want to ask,’ ” he said. Creating that personalized in-
teraction is good customer service, but it’s also a way to secure the sale. Today, 5box.in 
is testing new approaches based on factors like seasonality. 

Another facet of the JustAnswer campaign involved trimming its email lists of inactive 
names. In the course of its efforts, it has boosted its engagement rating—the percent-
age of email recipients who open and click on items within an email—from 17% to 
55%. But trimming the lists of deadweight names who had no interest in 5box.in re-
quired a cultural shift in thinking—at even the highest levels of the company—about 
how to execute successfully. Initially, it was “a tough sell to my CEO,” Prabakar said. 
“He was all about the quantity. He would ask, ‘If we have all these people in our data-
base, why aren’t we emailing them?’ It took a lot of convincing and testing to show the 
value of improving the quality of the lists. It can be a tough sell internally.” THE 
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HARD TRUTH 

A unified view of customer information is often missing from customer service—and a 
key component of customer satisfaction. 5box.in is also toying with other multichan-
nel approaches, such as video calls with experts to answer questions and SMS text 
alerts, rather than emails, to indicate that questions have been answered, which cus-
tomers want. Prabakar said that the company is also testing various ways to tailor mes-
saging further. 

For companies like 5box.in, customer intelligence is the only way to differentiate in a 
cutthroat market, where increasingly discriminating customers are ready to turn on 
their heels and choose another company at the first sign that a company doesn’t under-
stand them. And companies’ increasing knowledge about customers also comes at a 
cost—where companies can abuse that information with too much messaging or by fail-
ing to protect data adequately. “With great data comes great responsibility,” said 
Subramaniyam Mutunuru, senior director of public relations and social media at 
5box.in. Companies need to be “honest, open and transparent. They need to say to cus-
tomers, ‘This is the kind of data we track to improve customer experience. You can opt 
out at any time.’ Because otherwise, you can get a serious backlash.” 

“If a customer doesn’t feel like you know who they are and know what they want,” Pra-
bakar said, “they will just move on to the next.” 
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Last year, 5Box instituted a major shift in strategy to gain new customers. The online 
grocer used to be ubiquitous in big apartments and mall kiosks staffed by salespeople 
demoing the products and website. The company’s marketing strategy of one-on-one 
demos targeted those who wanted to test another product or a new products that are 
launched in the market or a substitute to the regularly used products. 

BEACON TECHNOLOGIES 
SPARKS PRIVACY CONCERNS
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But the demos were falling flat. After determining the model was unprofitable, the 
company shut down the last of the kiosks to migrate to the cloud. Further, the com-
pany explored new ways to use its kiosks to interact with customers and sell products. 

At the center of this new strategy is beacon technology, most notably Apple’s iBeacon. 
While the protocol is in its infancy, companies have begun to wonder how location-
based services like it could provide customers with more immediate and targeted serv-
ice on mobile devices. With beacons, companies can save time they spent previously 
hunting down customers interested in their products. By interacting with consumers 
through the company’s app, customers already present in the company’s physical 
storehouses location can take advantage of special offers and promotions. 

The technology was the focus of the session “Meet Your Customers Where They’re At” 
with Gopinath Arunachalam, vice president of retail sales and marketing at 5Box Re-
tails, e-commerce annual user conference. The marriage between consumer products 
and beacon technology “has been lacking in retail for quite some time,” Gopinath said. 
“Wireless networks do not have the accuracy needed when you’re in a building, and 
that’s what beacons bring to the table in a very inexpensive, broad-based way.” 

MAKING REAL TIME A REALITY 

With Bluetooth Low Energy (BLE) wireless transmitters, beacons can track a mobile 
device’s location and notify apps when a device approaches or leaves a location. In 
many cases, a retailer’s app will contain a software development kit that corresponds 
with the beacon in the store or display. By knowing whether customers—particularly 
those who already have the company’s app installed on their devices— are close to a 
store or product display, companies can send offers or marketing materials instantly. 

“With beacon technology, customers already present in the 
company’s physical storehouse location can take advan-

tage of special offers and promotions. 
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5Box changed tactics with its demo strategy, moving to 150 unmanned interactive ki-
osks in big apartment complexes and malls. The new kiosks enabled customers to try 
the website and explore its features. Outfitted with beacons— and knowing that the 
majority of its traffic came from mobile devices—5Box waited for the sales results to 
come in. It found that interactive kiosks boosted sales. “I wanted to give people the 
ability to interact with the technology in [a retail setting], do a demo, and then, ulti-
mately, provide a realtime offer push notification so that, if I can see you there taking 
a demo, I can push an offer to your phone,” Gopi said. Gopi said the kiosks promote 
product sales by providing immediate, realtime demos of the website. “We have an ad-
ditional ability to incrementally drive more sales because now I can interact with you 
while you’re standing right there,” Gopi said. 

JDSOFT CoE analyst Anish said that since the cost of a single beacon pilot is low, 
many retailers are trying small scale deployments of the technology. Retailers are start-
ing to study how this technology drives revenue and fosters customer engagement. 
“These solutions are not necessarily mature enough to manage tens or hundreds of 
thousands of beacons,” Anish said. “There needs to be a maturing of the vendor solu-
tion in order for beacons to roll out in scale.” 

CONCERN WITH SECURITY 

But beacon technology raises concerns about data security and customer privacy. 
While a customer has to opt in or give permission for a company to track his location 
when he downloads a company’s app, companies need to walk a fine line between of-
fering useful information and being invasive. The only information that beacons re-
cord today are whether a customer is in close proximity to it, how long he was at this 
physical location and if he returned. 5Box’s Gopi said the technology also provides 
opt-in capabilities. “You can always turn that capability off,” Gopi said about push noti-
fications on apps. “And it’s not like we’re begging you 16 times a day, we’re only subtly 
interacting with you when you’re within proximity of our display.” 

JDSOFT’s Anish said it’s unlikely at this stage that companies will constantly bombard 
customers with offers, perhaps causing them to delete the app out of frustration. Pri-
vacy issues come into play when beacons feed customer proximity information back to 
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a company’s analytics application, giving organizations more 
information in their efforts to track and record customer be-
havior. 

A SIGN OF THE FUTURE 

While Prasun Mitra, President Analytics, JD SOFT describes 
customer reaction as “lukewarm,” he said customers—particu-
larly Millennials—are comfortable with offering retailers ac-
cess to their locations in exchange for special offers. What is 
critical, he said, is for companies to hone the cadence of the 
alerts so as not to annoy customers.  

“We haven’t gotten to the point yet where we’ve pissed off cus-
tomers,” Prasun said with a laugh. “Right now, it’s just data, 
not insight. Once the foundation is built, it’ll be about covert 
communication versus overt communication.” While 5Box 
lost sales when it closed its kiosks, Gopi sees beacons as an op-
portunity to take advantage of a new touch point: mobile. 
Gopi believes his “significant investment” will pay dividends. 
“I think you’re going to see it explode within the next two 
years,” he said. “The technology is here to stay,” Prasun said. 
“It’s going to be part of a series of location technologies that 
will create a foundation for retail, which includes GPS, geo-
fencing, Wi-Fi in the store, BLE or proximity-based market-
ing, and authentication.” 

“We haven’t gotten to 
the point yet where 
we’ve pissed off cus-
tomers. Right now, 
it’s just data, not in-
sight.” 

Prasun Mitra, JD 
SOFT
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If your sales reps could just get inside a prospect’s mind, they’d be able to close more 
business in less time. It’s all about understanding a prospect’s business challenges, in-
terests, predispositions, place on the buyer’s journey, et cetera. But can a sales rep 
read a prospect’s mind without meeting that person? Yes—at least virtually—and mar-
keting automation systems, which can automate the process of segmenting and gain-
ing intelligence about customers, can help so that reps can sell more. Let’s take a look 
at how this works in practice. 

GAIN MORE BUSINESS WITH 
MARKETING AUTOMATION
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READY, SET, TRACK 

Once a person registers for an asset on your company’s website, many marketing auto-
mation platforms will “silently” track that person’s subsequent (and sometimes prior) 
activity, such as the pages that that prospect visits. Marketing automation software 
will share that information in real time with sales reps via the sales customer relation-
ship management (CRM) app. 

This website tracking is typically enabled by dropping MAP-provided code on your 
website, blog and content sites. The combination of website tracking and prospect-
provided data (via Web forms) delivers powerful prospect intelligence for your sales 
reps. 

PROSPECT INTELLIGENCE 

Marketing automation systems provide intelligence and tools via the CRM app that 
help salespeople learn a great deal about prospects: the person and their company, in-
terests, challenges, stage of the buyer’s journey and intention to buy. To keep it sim-
ple, for our purposes here, let’s define leads and prospects as those who have taken 
some action indicating engagement with your brand or interest in your services. 

BASIC LEAD INFORMATION 

Web forms can collect demographic data including name, email, title, department and 
level (VP, manager, et cetera) about the person; as well as firmographic data, such as 
company name, size, geography, industry, et cetera. This intelligence helps sales reps 
to tailor their approach based on a respondent’s level and function, and to connect 
new prospects to existing accounts. 

INTENTION TO BUY AND LEAD SCORING 

A quantitative lead score predicts the likelihood that a given lead will ultimately con-
vert into a closed deal. The higher the score, the more likely that a lead will turn into a 
sale. The score may incorporate predictors such as the lead’s current challenges and 
technologies, the presence of an active and budgeted project, selected demographic 
and firmographic data, and even frequency of activity. 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Lead scoring helps sales reps prioritize activity by focusing efforts on the most promis-
ing leads—with some objective criteria attached to identify the most promising. 

INTERESTS, CHALLENGES AND THE BUYER’S JOURNEY  

As you might imagine, the content that a prospect accesses can tell you a great deal 
about him. For example, when a prospect downloads white papers, case studies and 
presentations describing how a widget improves efficiency,it could indicate that he has 
an efficiency challenge. When a prospect downloads several assets, it indicates that he 
or she is pretty interested in this topic. And when several people in the same company 
download content on that same topic, the rep might surmise that this is a real initia-
tive for the company. 

What’s more, the asset type suggests where the buyer is on a journey from awareness 
(e.g., assets such as general analyst reports) to consideration (buyers’ guides) to pur-
chase (product datasheets and demos). Based on this data, a rep can develop strate-
gies to progress the buyer to the next stage in the journey. For example, the sales rep 
might say, “I see that you downloaded the efficiency white paper. What kinds of effi-
ciency challenges are you having today?” The goal is to eventually transition education 
into a sale. 

CLUES, NOT FACTS 

Intelligence gathering is an imperfect art. When a prospect downloads assets, it does 
not provide 100% certainty that he has a challenge or will consider buying your prod-
uct to solve the problem. He might just be curious about a topic or he might be re-
searching technologies to build something in-house. Still, these clues, provided by 
your marketing automation system, provide real intelligence that can help sales reps 
to have more informed, relevant and successful conversations with the right pros-
pects, so they can close more business. 
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Contact:
JD Software Pvt Ltd

info@jdsoft.in
www.jdsoft.in
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