
Experian partners with Best Buy

INSOURCE data contributes to Best Buy’s successful
Customer Relationship Management (CRM) strategy

Client 
Best Buy is the nation’s largest-volume specialty retailer of consumer electronics, personal
computers, entertainment software and appliances. It operates more than 400 retail
stores in 41 states as well as www.bestbuy.com. The bricks-and-clicks retailer is
headquartered in Eden Prairie, Minn. Best Buy is a Fortune 500 company with earnings of
$347 million in 2000. The company continues aggressive growth with recent acquisitions
of Musicland Stores Corp. and Magnolia Hi-Fi Inc. Best Buy plans to open new stores in
the United States and Canada and to expand product lines and capabilities on its 
e-commerce Web site. 

Challenge/Objective
Tim Anglum, Best Buy’s CRM director, explains that the company wanted to emulate an
“old corner store” experience for its shoppers. While Best Buy stores may be large and
high tech, they also want to be informative, no pressure and convenient and anticipate
their customers’ needs and wants. Best Buy wants to provide the level of service
associated with neighborhood proprietors who can get to know their customers
personally. Anglum says, “With over 50 million customers, it’s impossible for us to
remember each one, but we can use data and technology to help us do it.”

Best Buy had a customer database of its cardholders but needed deeper insight into all of
its customers. Their objective was to create a complete CRM solution by creating a more
comprehensive customer database for e-mail marketing and traditional direct marketing
that would enable operational efficiencies and improve relationships with customers.

Solution
Best Buy developed a database that incorporates information from 19 customer touch-
points, including point of sale, and enhanced it with Experian’s INSOURCESM consumer
marketing data to develop a 360-degree view of their customers. Best Buy chose to
partner with Experian® after successfully testing INSOURCE data by enhancing a customer
file of 1 million records and analyzing the data’s coverage, completeness and accuracy.
Experian compiles data from more than 3,500 public and proprietary sources to provide
comprehensive consumer marketing information on U.S. households. 

Best Buy then enhanced over 50 million customer records with INSOURCE data, including
age, estimated income, occupation, lifestyle data and product-purchase elements such as
PC ownership and others. Best Buy’s new customer database incorporates purchase history
with Experian’s INSOURCE data to develop a more complete picture of customers and
provide insight into consumers’ current and future needs. Today, Best Buy’s data is readily
available for customer-centric marketing and responsive, personalized customer service. 



Results
Data enhancements are contributing to Best Buy’s successful Customer Relationship
Management strategy. INSOURCE data helps the company perform thorough
segmentation analysis to identify new customer segments, better understand existing
customers, more precisely target promotions and identify key locations for expansion. 

“INSOURCE helps us get deeper insight into our customers,” Anglum explains. After
enhancing customer data with INSOURCE marketing information, it’s possible for Best
Buy to better understand the types of products its customers will be interested in. For
example, customers buying video games may have children and may soon be in the
market for a Walkman®, an MP3 player or other popular personal electronics. After
appending age, presence of children information and other relevant data to their
customer database, it’s possible for Best Buy to segment consumer groups for the most
appropriate offers. Best Buy’s comprehensive customer database also enables operational
efficiencies such as quickly producing duplicate receipts for returns or repairs, and
validating a customer’s current address for home-delivery of merchandise. 

“We are very excited about using Experian’s data and see huge potential for future
applications,” says Anglum. Best Buy has aggressive growth plans — at a rate of
approximately 20 percent a year. With its recent acquisitions, Best Buy has important new
demographic groups to study and marketing plans to develop. Anglum predicts success,
“We’ll leverage the INSOURCE Database even more as we look at servicing and marketing
to these different consumer segments.”
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