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the company decided to build a new data analytics 
platform that would provide access to reliable data for 
strategic as well as operational needs. the plan was to 
create a single data repository to house all customer and 
financial data, add data from additional sources over time, 
and support data sharing and reuse. intuitive analytics and 
reporting tools would help the company’s analysts explore 
data and generate decision support information—all with 
reduced dependence on it personnel. By developing a 
360-degree view of both customers and prospects, the 
firm hoped to not only improve targeted marketing but 
also boost understanding of customer life cycles and learn 
which customers are most profitable. 

FlExiblE growth PlatForM 
With the help of a team from teradata® Professional 
services, the company deployed teradata data Warehouse 
appliance and teradata utilities Logical data model. also 
implemented were a variety of business intelligence (Bi) 
tools from teradata partner companies, including sas, 
unica (iBm), and informatica. Within about ten months, 
the solutions were built, tested, and deployed—on time 
and within budget. 

drawing data from diverse sources such as enterprise 
resource planning (erP), customer relationship 
management, and billing systems, the company 
aggregated more than 15 billion lines of customer-related 
data from transactional systems and daily updates into 
the new analytics platform. once the data was integrated, 

the highly competitive european energy industry is 
complex and fast changing. opportunities and challenges 
vary by country, and customers can differ widely in 
their energy requirements and preferred sources. only 
by segmenting customers and targeting them with 
meaningful communications and offers can leading energy 
providers expect to retain customers, open new market 
segments, and drive business growth. 

to meet these goals, one leading international utility 
company deployed a new data analytics platform that 
supports individualized marketing campaigns and 
personalized communications. With household and 
business customers in more than 50 countries around the 
world, this provider of electricity, natural gas, and energy 
services now has a single source of customer and financial 
data for its core market. the company’s users can conduct 
targeted marketing campaigns and reporting, making 
the right offers to the right customers at the right time, 
without the help of it staff. over time, more effective 
communications will help increase customer retention, 
reduce churn, and boost profitability.

Foundation For nEw  
CustoMEr insight
in one country, this energy company provides nearly  
10 million households and more than 200,000 small busi-
nesses with gas and several hundred thousand customers 
with electricity. as the european union pursues initiatives 
to further liberalize the energy markets, company leaders 
recognized an unparalleled opportunity to grow the busi-
ness by engaging new electricity customers and selling 
combined gas and electricity contracts. 

however, the firm’s traditional marketing approach created 
a critical obstacle to success. a legacy it platform made it 
difficult to access complete, consistent customer informa-
tion. By storing data from more than 1 million customer 
contacts per month, the company had amassed informa-
tion about customer consumption levels, transactions, 
and billing. But because each business unit had purchased 
its own it tools, the customer data was stored in several 
different data marts. Before submitting a query, analysts 
had to search the data marts and aggregate the data. ac-
cording to one estimate, analysts spent 80 percent of their 
time finding the data and nearly 20 percent aggregating it, 
leaving little time for any valuable analysis activities. creat-
ing reports was time consuming and the resulting data 
quality was questionable. these problems made it nearly 
impossible for marketers to communicate effectively with 
individual customers or customer segments.

Before submitting a query, 
analysts had to search the 
data marts and aggregate 
the data. according to one 
estimate, analysts spent 
80 percent of their time 
finding the data and nearly 
20 percent aggregating it, 
leaving little time for any 
valuable analysis activities.

http://www.teradata.com


Case study

01.14 eb 6909

teradata and the teradata logo are registered trademarks of teradata corporation and/or its affiliates in the u.s. and worldwide. teradata continually improves products as new 
technologies and components become available. teradata, therefore, reserves the right to change specifications without prior notice. all features, functions, and operations 

described herein may not be marketed in all parts of the world. consult your teradata representative or teradata.com for more information.      

copyright © 2014 by teradata corporation    all rights reserved.    Produced in usa.
eB-6909     >  0114

EnErgizing MarkEting CoMMuniCations

10000 innovation drive dayton, oh 45342        teradata.com  

better understand the relationship between certain 
behaviors, such as contract termination or initiation, 
and identify the best times to make new promotional 
offers. marketers can also compare the profile of former 
customers to the current customer base, identify 
customers who are likely to defect to another provider, 
and take measures to retain them.

the new platform also helps analysts understand 
customer profitability. the company can review energy 
consumption, the number of people in a household, and 
customer account history, such as whether customers 
are homeowners or tenants and how many times they 
have relocated. armed with this information, analysts can 
determine what kinds of services each customer segment 
requires, which customers offer the most business value, 
and how much profit a customer is likely to generate over 
the entire relationship. this insight can help the company 
decide where to apply its limited marketing resources—
including which customers it targets to acquire or retain—
to maximize its return on investments. 

MorE data For EnhanCEd 
insight
as part of its goal to create a 360-degree view of its 
customers, the energy company plans to expand its 
analytics platform to accommodate growing data volumes 
from a variety of new sources. across many european 
countries, smart-meter rollouts are planned or underway 
for all customers over the next few years. the company 
estimates that 1 million smart meters could generate 
up to a petabyte of information that can be collected, 
stored, and analyzed for the benefit of the business and 
its customers. the scalable teradata architecture is flexible 
enough to accommodate these data volumes, enabling the 
company to use the additional data to gain new insight.

the company also intends to expand system access to 
additional users, including customer care representatives 
who could use it as they interact with customers. in time, 
the platform may also integrate multistructured data from 
social media networks. By using reliable business analytics 
to make sense of big data, the energy provider is well-
positioned to improve its marketing and sales performance 
and make smart data-based decisions that keep the 
company ahead of the competition. for more information 
please visit teradata.com/industry-expertise/utilities.

the company began shutting down the legacy data marts, 
helping to reduce associated it costs. over time, all of 
these data marts will be eliminated. 

PowErFul usE CasEs
today, the new data analytics platform serves as a refer-
ential data warehouse and a decision tool that supports 
operational, management, and strategic data as well as 
report management. the company’s business analysts 
waste no time aggregating data or preparing it for analysis 
because all of the data exists in a single repository. gener-
ating reports is faster and easier. What’s more, reports are 
more accurate because the data is updated daily. 

use of the data analytics platform is growing across the 
company. now more than 200 business analysts query the 
system, review responses, and either drill down for more 
detail or adjust their queries in near-real time. Within the 
first year after the system was deployed, data volumes 
grew to more than 20 billion lines, adding to the informa-
tion users can explore. Because analysts can access this 
data with reduced dependence on it staff, they can react 
quickly to business or behavioral change at a lower cost.

the analytics platform is delivering valuable integrated 
data that will help the company achieve its business 
goals, such as acquiring more customers. By following 
customers over their complete life cycles, analysts can 

as part of its goal to create 
a 360-degree view of its 
customers, the energy 
company plans to expand 
its analytics platform to 
accommodate growing data 
volumes from a variety of 
new sources.
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