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Marketing is Personal

‘\ 66 Personalisation is the next big thing... AGAIN.99

- Tim Walters, Ph.D.

Forrester - 2008
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The age of the empowered consumer

Consumers have Social networking
unlimited access to and mobile
information and can commerce have
instantly share it dramatically changed
with the world the dynamic between

buyer and seller

O—o
o0
O

195 million

Number of tweets sent
via Twitter each day

Customer

expectations of ¢

service, price and Get it now
delivery are soaring or go

elsewhere!

O

©

75%

$93 billion

Percentage of people Amount in sales missed
who believe companies due to out of stock
don’t tell the truth in inventory

advertisements

© 2011 IBM Corporation



IBM Performance 2011 Smarter Decisions. Better Results

Stagnant conversion rates
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Forrester: State of Retailing Online Retailer Surveys
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Consumers move effortlessly between interaction modes —
yet expect a consistent and personalised experience

Web Mobile
Social Print
Networks
Call Center

Store, Kiosk
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To deliver a consistently compelling customer experience,
marketers need to:

» Easily obtain deep insights into customers’
interests and lifetime interactions

 Justify their budgets and demonstrate the impact of
their investments on revenue

» ldentify and acquire new potential customers

« Take advantage of the new ways in which
customers are interacting with their brands

* Execute one-to-one personalised marketing
programs effectively and efficiently

* Recapture customers who abandon and stay
top of mind

» Reinforce a consistent, personalized message
across digital channels, including social and mobile

» Leverage insights and metrics to stay ahead of
changing market dynamics

© 2011 IBM Corporation
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Mastering The Digital Customer Relationship

Where to Begin
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IBM Coremetrics Digital Marketing Optimisation
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Customer insight — turning the lights on
66
Boden

It's like turning the lights on! v e g >
We wish we could ask our
customers, 'How can we make
our website work better for
you?' but it would be impossible
fo canvass all of them! Now e

Spring range. A wealth of
brighter hues, set to remind

we're improving the website s
simply by watching our visitors =~ =
walk around the store. o

\
.
, , A Fit & style guides  Shipping & returns  Shopping with us T
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Web Analytics

Link offline with online
behavior

Benchmark
performance against
peers and competitors

rE*nn'mnl Sites % of Site Traffic B
D.40% * v Si At
1.04% =
" | BT §32°

IR Tl
0. 40 e
0.90% ® sppursi deg

eyt ;

11

Understand web site and
marketing program
performance to build
customer profiles
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Gain a more complete understanding of the
downstream impact of marketing efforts

Measure social ROI relative to
other digital marketing efforts

:rf i S es—— Count 4 I )
i . [P i¥
H =
| E " e 2
| &
E - ey [
| B = 1
L@ == : | J
Track and segment customer
behavior over time
[t i e
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The recognised leader in Web Analytics

M Highest score for strategy
M Highest score for current offering

M Perfect” score for application usability

M Perfect” score for corporate strategy

FORRESTER

Figure 3 Forrester Wave™: 'Web Analytics, Q411

Rilshoy Strong
Bets Contenders Performers Leaders
Strong =
' m{:,_;
12m
SRS
AT Internet o '+ Webtrends
Google “
Current —
omu‘g ﬁm _'__
Market presence
—_—
Weak |
Wiak Strategy = Strong

Forrester Wave™: Web Analytics, Q4’11
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IBM Coremetrics Customer Profiles

Traffic 0, Off-line
Sources Interactions

Lifetime
Website Customer

Behavior Attributes
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Personalisation

IBM® Coremetrics® Web Analytics
IBM® Coremetrics® AdTarget

IBM® Coremetrics® LIVEmail

IBM® Coremetrics® Intelligent Offer

IBM® Coremetrics® Lifecycle IBM® Coremetrics® Web Analytics

IBM® Coremetrics® Digital Data Exchange
IBM® Coremetrics® Enterprise Analytics
IBM® Coremetrics® Impression Attribution
IBM® Coremetrics® Multichannel

IBM® Coremetrics® Lifecycle

IBM® Coremetrics® Benchmark

Web Analytics

Social Media

IBM® Coremetrics® Web Analytics
IBM® Coremetrics® Social Analytics
IBM® Coremetrics® Impression Attribution

| Mobile Marketing

IBM® Coremetrics® Web Analytics

IBM® Coremetrics® Intelligent Offer

IBM® Coremetrics® Search Marketing
21 IBM® Coremetrics® Lifecycle

Retargeting

IBM® Coremetrics® Web Analytics
IBM® Coremetrics® AdTarget

IBM® Coremetrics® LIVEmail

IBM® Coremetrics® Intelligent Offer
IBM® Coremetrics® Lifecycle

Advertising

IBM® Coremetrics® Web Analytics

IBM® Coremetrics® Social Analytics

IBM® Coremetrics® Search

IBM® Coremetrics® AdTarget

IBM® Coremetrics® Impression Attribution

© 2011 IBM Corporation



[jun]
i
S

IBM Performance 2011 Smarter Decisions. Better Reslts.

Analytics

tifq
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Enabling change through Smarter Commerce

/Buy
Drives intelligent,
adaptive and
optimized
extended supply
chains based
on customer

demand

/

/
Service
Anticipates
behavior and
delivers
flawless
customer
service across
all channels

/

,/
Insight ,{'
/ o
A
/e /
/
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~~ Buy Marke‘t\ \
Sourcing, Targeted and . “
controlling and > personalized N @ \
procurement of marketing across “-..,\ ® \\
goods and all customer \
services —interactions ® ‘\
-\ | @)
i 'f II . :
T S Py :
\sttomer H
® |
Service |[ Sell o/
Servicing |/ Selling and e /)
customer fulfillment of ® ,I
needs across |y products and o /
all interaction services acros ® /
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Engagement

( Market

Creates
personalized
and relevant
offers with
unified
cross-channel
marketing

Sell

Enables
customers and
partners to

buy what they
want, when and
where

/
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Mastering The Digital Customer Relationship
Personalisation in Action
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Why Personalisation”?

« Personalisation is about the “person” and their lifetime journey of
interactions with a brand — all interactions are tailored to the individual

« Personalisation creates context and relevance that
drive an engaging customer experience and build
long-term brand loyalty

» Marketers use rich analytics data and lifetime customer
insight in order to deliver the most relevant message in
the most effective and efficient way

* Personalisation is about creating and extending
a “conversation” with every single customer

» Customers expect a personalised online experience

© 2011 IBM Corporation
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Approach to sophisticated personalisation

26

Time on site
Keyword search
Reviews

Location

Product attributes
Merchandising rules
Clicks

Sales

Margins

Filtering

Bayesian reasoning
Choice modeling
Simple data mining

Results

Product detail pages
Checkout pages
Home pages

Emails

Display ads

Mobile devices

POS

Print

Call center
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Business growth using personalised recommendations

JESSOPS

Business Need

= Automate the recommendations process to
free time for critical merchandising efforts

= Leverage buyer and browser behavior to
deliver more relevant recommendations

= Apply flexible business rules to fine tune
recommendations based on seasonality or
other vital factors

Business Results

» JESSOPS automated personalized product recommendations based on
comprehensive customer behavior data in IBM Coremetrics

» Cross-sell conversions grew by 13%, up-sell conversions by 17%
« JESSOPS achieved a six fold return on their investment and an increase
in AOV with IBM Coremetrics Intelligent Offer

ration
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Measure and optimise the impact from personalisation

Site Performance ! Zone Performance
Yesterday | Wednesday, Mar 9, 2011 Item Sales Yesterday | Wednesday, Mar 9, 2011 Itemn Sales
Total Sales WOMEN'S:22.67% ———\ CONTEMPORARY:15.71%
HANDB...8.19%
B :s.04 % of Total: ~

Intelligent Offer Sales “ HOES:11.28% —
-449.55 SALE:6.28%

All Other Cateq...tems:35.86%:

0 % 3% 10% 15%a 20%a

Intelligent Offer Performance Tiers Zone Performance
Filter Applied riter appied: | N
Page Views / Session
Mar J11
[ ggg ® Your Site Avg/Day
In— 7.57 ® us:Retail Avg/Day
JI|IIIIII|| +20.35% Avg Difference/Day

\ 9.99 = Your Site Avg/Day
986 ® Department Store Avg/Day

et o +1 .BUD.-'"}{I' Avg Difference/Day
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Business growth through pervasive personalisation

boosts email sales-to-send ratio by 271%

Business Need

= Increase relevancy of visitor interactions
across all channels: display ads, social

media, email and site recommendations

wehkamp.nl

= . ek
= Drive incremental sales through intelligent L

product recommendations

v i sg.
s (j_’x_.. T 3
= Personalize every interaction to increase 25

click-through rate and reduce opt-outs

Business Results

« WEHKAMP leverages intelligent product recommendations, personalized
advertising, and personalized emails to cultivate a relevant and ongoing
dialog with visitors and customers across multiple digital channels — 98%

+ Click-through rates increased by 68%, opt-out rates fell by 67%
» The sales-to-send ratio for personalized emails increased by 271%

orpgration
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Did you find what you Looking for the right

moisturizer?

May we
assist you?

e LA MER 'I:LINIHLIEI

P,

were looking for?

[ e s e iae . mmsses s s e
Looking for L

the right

moisturizer? ol

N —py

S

MIEEIEYHIF
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Business growth through personalised ads

PETC

Where the pets go.

Targeted ads drive new business and reduce costs

Business Need
= Company wanted more effective targeting
of display ads to specific customer segments

= Focus: granular customer segmentation
and geo-targeting to increase relevance

= Growth objective: attract new customers
with highly targeted banner ads

Business Results
PETCO coupon redemption rate doubled compared to any previous campaigns
66% of all bird accessory orders were tied to personalized display ads
Cost per order was 64% lower than average cost per order

Orders with products that tied directly to the content served in display ads was
proven from every segment used in the campaign
More than 50% of buyers attracted to ads were new to PETCO
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Personalised ads — by product category

Skin Care Shopper

Make Up Shopper

Abandoned Cart

CLINIQUE
T
A
-Iﬁ-_,'i:’ - .I-_.- :'_:_:_j-qll..,_
- v Tl

ELINI_QUE
g = =

Skin Care Ad

\ 4

CLINIQUE

Say YES to Great Skin.

)\ 4

CLINIQUE

Discover Top-Rated
Clinique Makeup.

Blﬁq

aaaaa

LUV R i
Shoppeg e —

CLINIQUE

Enjoy FREE Standard Shipping
with your $50 purchase.

iﬂ]hj
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Leverage social aspects for personalisation

(‘- facebook

ﬂﬂWEl'S.m Your Facebook Friends Birthdays n
Hi Alex, , L!
Here are your uptoming Facebook friands birthdays Glﬂ 51-“39&3 tions:

TN Angel Gunderson just ordered two dozen

Purchase today, remind your nends or get some gift ideas ‘ beawtiful long stem roses for Valentines Diayl

for those special people in your life. Plus, save 15% when
you use promo code facebook15 at online checkout

Drder a bouguet for your

L special someore fght here in
your News Feed and get 10%
offl

Enjoy!

s I you'd s b0 changs how often we nemend you, chck e

Just Because B

Upcoming Birthdays:

¢ Dylan Jin Megan Regan
Q1E1 e
i haming 24 s huming 24
e e [y S e Justin Bieber Valentines Day is coming and if you order any of the new
Remind ¥owr Frsnds &= Rermnd ¥owr Friends & AR T 1- & oy, h - M " P
Bieber Fever flowers or chocolates from 1-800-Flowers you GET A FREE MOVIE
TICKET for HEVER SAY NEVER! 6 DAYS!
Megan Matos Matt Kelly Gty L)
a1 a1
i baing 24 i hufning 24
Gl ldaeas = Share Tha & G klaad = Share This &
Remind Your Friends » Remind Your Friends »

of Lis= - P

Y 23,512 people ke this,
=

view all 1,861 commanis
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Engage...

Sraft foods

Information

About
Welcome to the official US Kraft
Foods fan pagel

This page is a fun, family - friendly
community where fans of Kraft

Foods products and recipes can
join the conversation.

571497 People Like This

.

Lila Brandy Desi
Bannerma  Weirzel Cregaory
n=Revels

Fawvorite Pages
Gaf 23 Pages See Al

& . -
ki gl AN
crarmiukral§ mté e

Comida quest-ce  Philadel

Kraft qui mijote phia
Cream
Cheese

Mabisco  Wheat Stove Top
Cookies  Thins Stuffing

Kraft Foods - Recipes and Tips | &Y Uke
Wall Info Recipes NEW Product! Phaotos Our Team 2

recipe of the month » ) peirn i

recipe of the month 2

make today delicious with these tempting recipes.

These elegant treals are as delicic as

they are easy to maks!

what's on the menu «

»valentine's day rvalenline's day v 1 bag, 5 dinners  »quick & easy
meanu ideas desserls

i%l{
= -
e —
——

recipes when and where you need them »

‘G Recipe Assistant iFood assistant 9

when you don't know what to make for dinnar Gt moipes and Shopping lsts right
check out the recipe of the day, on your Phone™, Pod Touch™,
BlackBermy™ or Android™
download now =

recipes by email £
Get new ideas debverad aach week
from our kitchen fo your inbox,

reqister now »

click to enter &)
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facebook

VW | ¥ Like
Wwall Info 2012 Passat 2012 Beetle VW Deals Discussions b

People are nervous. How dare we ake this beloved icon and reinvent P Wil ie e Toso mew ? Wil it
still smile at me when | look at it? Will it have a turbo? Will it be like the old Beetle? You're going
to have to judge for yourself

"Like" this to be the first to know about the all-new 2012 Beetle.

It's a Beetle. But it’s not.

Be the first to k

the lotest upda
678,851 People Like This

Douglas Bab Elaine

Anderson Endres Paterakis
-E] .

Pinky Buddy Stavros

Lolla Miller Katerin

The all-new 2012 Beetle. Coming soon.

Favorite Pages

6 of 19 Pages See All
The Beetle is one of Oprah's faverite thin gs.

,':1'_,_ ¥ Find your favorite Volkswagen now

-.'1'| New Vv G Vi Jetta
Beetle
Vil Volkswag VW Eos galike [ 578,851 people like this. Be the first of your friends
Routan en jetta
TOH Cup

d a comment.
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Start shopping... REIISS

1-800-Flowers.com » Shop | Uke

Prodi i

R

\(f 1300

flowers....
It's the 1800Flowers.coms
Facebook Shoplet! «

Welcome to our Facebook shoplet.

B wall Click right in and shop the cream
&1 Info of the 1800Flowers.com gift crop,
[] Notes without having to stray from

- jour Facebook account

# shop '

"ﬂ Links

& Take a look, select the gift you

@ oI want, and submit your order

&) Photos It's that simple. Then let us know
Exclusive Offer about your experience on our wall
Mare =

Giving someone that warm fuzzy
About feeling has never been easier.

Smiles. Designed and

delivered,
222,305

people like this

Likes See All

ﬁ Flowers
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Business benefits from personalisation

5-15% revenue lift

Increase in units per transaction

Increase in average order value

Automate merchandising

Time spent on site

Return visits

© 2011 IBM Corporation
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Things that matter

Personalisation is more than simple segmentation

In digital relationship, relevancy trumps quantity

Consumer expectations are real — make it personal every time!

Using the right “tone” is vital to deliver a personalised customer experience

Social, mobile and location aspects of personalisation are growing in importance

The most effective personalisation strategies leverage the power of one

Relevancy and transparency help create a virtual “conversation”

Mastering the digital customer relationship is foremost about building a
permanent connection between your brand and today’s empowered customer

© 2011 IBM Corporation
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IBM CMO Study

C-suite

From z:z=:-
Stretched to
Strengthened




Home Measurement Customer Adverfising | Personalisation Retargeting Social Media Mobile Downloads

= T he voice of personalisation.

The reason why you need to
customise and give customers
what they want.

I re

Time to

Steps to Personalisation
Success

The Voice of ; The Voice of
Reason Guide _-= .| Strategy
Videos

:E-LJ.F\.I'I'u'H"‘ag the changing , The Digitﬁ' Customer
with fresh criteria landscape.

vad Guide = Watch Video =

Copyright © 2011 IBM Corporation. Al rights reserved ™ shareThis & OurBiog [ Follow us on Twitter [ Become a Fan -
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