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• We’re a digitally-led, service-enabled home 
improvement retailer

• Local trade, Do-it-for-me, and DIY Retail 
form the core of our customer base

• We have 230 stores
• And 8,100 colleagues
• Help the nation feel house proud 



CHANNEL CLIENTS

TradePro: CRM

Google: Analytics 

E-commerce 
Systems

ACQUIA CDP

DWH: POS & 
Inventory Systems

Zendesk



December 2017
Wickes partners with ITG 
to help deliver CRM 
Strategy, and connected 
experiences with our 
customers

October 2019
Wickes migrate to ITG’s 
Deployteq platform for 
broadcast fulfilment of 
SMS, App Push and Email

December 2019
Acquia CDP machine 
learning testing in comms  

March 2020
First UK Covid lockdown 

October 2020
TeamITG begin mining data assets 
and customer behaviour - Mission 
Motivation Engine 

April 2021
Wickes completes demerger 
from Travis Perkins Group. 
Listed on LSE

Nov 2022
Best in Segmentation, Retail 
& Ecommerce & Grand Prix 
Winner



Creating a revolution in the 
Wickes customer programme



Surveys
500+ 

Customer records

Web
+300m 

Transactions

App
+73m 

Web browsers

Search
+1bn 

Page views

CDP
+2m 

Unique customer 
records

Social
+20m 

Searches



The pot of existing, truly regular, high value customers is 
small, and we're often too late to influence the mission

Insight:

• DIY see Wickes as a 
destination for a specific 
product, rather than using 
us to deliver the whole 
mission

Most DIY’ers buy only 
once a year, and from 
only one category

Insight:

• We’re seen by 
Tradesmen as a specific 
product destination, not 
a one-stop shop to 
answer all of their needs

Just over half of 
TradePro members 
shop 6 categories or 
fewer

On average 
DIY customers 

shopped 2.1 
categories 



A behaviour change challenge

Source: Acquia, TradePro App, Google Analytics, Talkwalker.

Infrequent 
visits by the 
majority of 
customers

Limited 
categories 

shopped

A perception 
gap



Learning mission choices and 
drivers (known 

and unknown customers and 
unknown acquisition prospects)

Predicting motivations that 
drive acquisition (unknown to known)

Predicting which motivational 
content 

appeals to Customers/Prospects 

Predict channel mix and comms 
frequency to drive mission acquisition 

and conversion 

Mission
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Motivations and tipping points that 
turn unknown prospects to known 

and drive customers to 
convert, complete, extend or stretch 

their mission

Predicting next best mission 
and motivations for database 

customers

Re-score customers as 
new motivation data is 
captured – adjusting 

and reframing the 
support they need to 
convert their mission 

with Wickes





Our Mission 
Programmes
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Strategic pillars

Strategic initiatives

Create ‘good’ 
behaviours -

Welcome and 
onboarding

Activate and 
Welcome new 

customers to our 
brand

Acquisition

Grow

Create ‘good’ behaviours – habit growth

Inspire, and generate demand 

Grow & complete your mission

Recognise & reward valuable audiences

Retain

Winback

Individual cross 
channel strategy

Re-engage At Risk 
customers

Re-activate Lapsed

Strategic purpose



These are designed around the missions our TradePro customer shop. Customers frequently shop across 
categories and products including missions such as Outdoors & Gardening, Building and Painting.

 



The results: powered 
by Deployteq
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2020 BAU 2022



BAU New 
programme



Our DIY 
Missions & 
Programmes
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• These are designed around the Missions on 
which DIY and DIFM Customers shop most 
frequently

• 3 of these include the DIFM audience, e.g. 
Bathroom Finishing

• The other 7 are pure DIY, e.g. Outdoors & 
Gardening
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IMPORTANCE OF 
TRULY KNOWING 

YOUR CUSTOMERS

LEVELLING UP OUR CX 
& TECH CAPABILITY 

ONLY JUST 
STARTING OUT BUT… 

• Uncovering your true 
customer challenge 
(some tough 
introspection!)

• Setting our vision and 
supporting strategies per 
mission

• Close collaboration with 
partners 

• Accessing scores per 
customer

• Operationalising mission 
scores and building out 
tailored programmes

• As Grand Prix winners, it’s 
validated our forward 
thinking

• Placed data planning and 
automation at the heart of 
marketing communications

• Where we’re going next…
• AI Learning 
• Moving MME in to the 

physical 



Thank you :)
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