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maximise the value of interactions with customers.
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Leading organisations globally are tapping into the wealth of insights
hidden in their customer information in order to deliver the most
appropriate action at the right time seamlessly across touch points.

During this session, we’ll discuss

» The Customer is Empowered and now is in charge of the
relationship

» Customer analytics is a key component in understanding the
customer with a view to predict customer behaviour and
attempt to determine the ‘next best action’

» Delivery of the next best action both as explicit customer offers
and to optimise customer interactions in real time.

» How it's done: real examples of approach and outcomes

© 2013 IBM Corporation
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Today’s “empowered customer” puts

businesses to the test

86%

use multiple
channels

61%

trust friends’
reviews more
than experts’

75%

do not

belisve
companies
tell the truth

58%

are more price-

conscious today

than they were a
year ago

78%

of consumers
trust peer

recommendations 4 . 10
In

80% 8%

of CEOs think  of their
they deliver a customers
superior agree
customer
experience

Smart phone
users search for
anitemin a store

44%

of companies
use crowd

sourcing from
customers

4-5x

more than

average is
spent by multi-
channel buyers
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The customer has taken charge...

Customers have lost confidence in institutions
+ /6% of customers believe companies lie in advertisements
* Growing trust gap in many consumer focused industries

Technology is changing how customers interact
+ Social media changed purchaser influence; opinions viewable instantly
* Mass customization and personalization of products and services

Expectations have changed
* Focus is on value, transparency and accountability

1) 9,
-" "- + Customers want to be seen holistically across the enterprise

Institutions need to rediscover their customers
« Consumers are experniencing brands in new ways though new channels
» Micro-targeting: the move beyond 1 on 1 is accelerating

Sources:  hitpdfwww_nae.edu'cmsPublications/The Brodge/ Archives/T358/T598. aspx; Intermetworldstats_com; Strategy Analytics; Informa

Information OnDemand 2012
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Marketing has become a data-driven
discipline

Mission critical marketing processes
supported by EMM technology depend on data

Analyze / r 7 )\ ' Decide
data to find U \/ on the best action
actionable insights or communication

JI'L Deliver
)/

Collect @
data that augments

each customer profile

T

Manage

ONa

5 © 2013 IBM Corporation




Full eoverage starts on page AB | Updates at W5J.com/Election2012 m

- THE WALL STREET J OURNAL

What's
News
i |

—
Tat v o o S

fom i af obs Bl o
Pl 470 [ W
tht T @ty Wit
FOR AL LTI
R ey g
Y Sy

-
Bt ol e B
[P T ——

o L e EEA G4
WLF W )
A L LY WL Ly

P R Ty s ——

e o -
imne b brrvestors. 38

W Pl e e i
P T R L PERE B
ey, 3wl

S T P o e

L T ]

-------- WEDMICIAY, iy EMECE 7, P07 - YOL, CULY NI 1 reww LL00

Derrazrate Keep Control of Senate Exit Polle Showed Etonomy, Cay Marrisge Cate
COP Retains House an Johs Wiere Vobers” Focus me First Wires at Ballot Bow an

Teg w1y Dyeahew it TR
a1 Emmeowd w30 m -
[l L SRS
-ﬂ-ln.-ll whrh v =
e F-.....-H.-!J |

BBt e ey o Ewm  mroriry devly Sl v T

wl #d e ey wlE i wemygh n

Bl o o F gL
Tomaraapy

.- JI|=JI.II|| h-ﬂl'.l
WL ey of Lyl o g

u.-. MIE‘-J-uﬂ-InE m.l. : ‘:

-.-1.uu' ---n-u.-'n-
S — Y

[ ] F= o N
ot bl o il ow el

b B e, ! Wy (oichll b Fam

o sl wethn p e i, BE

B iy ey B o

Nt sl @ ofeT g

e ol Dl of aew

Obama’s team used
analytics to gain

DEEP KNOWLEDGE
of individuals

And TURNED that
knowledge

Into a SYSTEM of
ENGAGEMENT
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Data at the heart of customer analytics B by
High-value, dynamic approach
- f competitive differentiation
HOW? WHY?

Interaction data Attitudinal data
*E-Mail / chat transcripts o€ Ccy » Market Research
«Call center notes Ko 6 » Social Media
*Web Click-streams o e
*In person dialogues CE* ’l

o o]

=
Descriptive data Behavioral data
+ Aftributes *Orders
* Characteristics *Transactions
+ Self-declared info «Payment history
» (Geo)demographics <Usage history
WHO? WHAT?
Traditional approach o
O

© 2013 IBM Corporation
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Customer Analytics — definition & scope

Track & understand
consumer behaviors by
identifying and
monitoring the best

while delivering info
during research

Track, monitor,
influence & analyze
consumer sentiment,
engage advocates
leveraging social &
internal data to
promote loyalty and
advocacy

offer, time, and channel
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Customer

Analytics

yhe custome,. b
s,

Anticipate consumer
needs & desires while
delivering the right offer
by understanding the
% triggers and influence
leading to purchase
decisions

Provide personalized
and proactive
customer service,
connect users to
peers, engage in
conversations to
establish early in the
lifecycle
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Customer Analytics — definition & scope

Align + Anticipate = Anticipate + Act =
Consumer Insight Consumer Experience

+ Align, understand and predict
consumer intentions & behavior

+ Leverage consumer insight to
anticipate, influence and act, at the
right time, place and touch-points

+ Leverage the full range of consumer across channels beyond marketing

data and communications inside and

outside of the organization + Deliver optimal business outcomes
while building trust & intimacy and
securing loyalty and advocacy through

marketing, sales and services.

* Provide actionable fact based input that
will drive intelligent business decisions

Customer
Analytics

OnDemand2012 @ U
Hibrenind A
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Advanced Analytics:

» Market-leading tools for predictive and advanced analytics
» Integrated optimization techniques that combine analytic output
for the best answer

Decision Management:

= Mature technology combining analytics and business rules
creation, integration, and execution
» Real-time recommendations beyond just marketing offers

Cross Channel Real Time Action:

= Actions include customer service, issue resolution, account
management response and billing—all touch points managed in
real time through the appropriate channel.

IBM Big Data Platform:

. » Integrate and manage the full variety, velocity, and volume of data
= Establish a phased approach for enhanced 360 customer view.
» Apply advanced analytics to information in its native form.

Multiple Entry Points:

» Analytics, Decision, and Information Management provide
guantitative starting points for Next Best Action project.

10 © 2013 IBM Corporation
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NBA Technology

10

NBA use cases require technologies to be combined in new ways

Information

Management
Data Warehouse

Distributed Map-Reducs
Streaming
Master Data Management
Information Integration

Advanced
Analytics

= Predictive Analytics
= Business Rules

= Optimization

Smarter
Analytics

Line of Business Real-time

Applications Coordination
= Marketing = Event Management
= Finance

= Services

| SEE = Messaging

=
InformationOnDemand 2012 © 0
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Support

* Marketing

Recent
Issues '
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: I Next Best Action ','

* Customer
Accounts

Buying
Patterns

l Current Customer Request -
Interaction Financial

Profile Profile
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How will we do it?
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information
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Managing scope will be critical to en
of value.

Analyse Data
Click stream analysed to rapidly
identify changes in customer
behaviour
Trigger libraries used to identify high
value triggers to develop customer
insight

v
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IdentifyTriggers

.com credit card

offers

Credit card usage
increasing/decreasing

Select optimal

Source Data L.

i - offer and
> Click stream data Flgig:ﬁga e
each
sourced from the custorper

Move from full
payment to revolvers
Reach Predetermined
Credit Level / Limit

digital channel

» Customer profile data
sourced and
provisioned in line
with objectives set by
business team with
as little latency as
possible

=
=

Model Score

sure the success of the

©

Tailored Offers

» Offers established and aligned to
deliver high value to the customer
> Direct alignment to trigger criteria

Deliver daily
customer

e g Selections to
Campaign
tool

Apply business rules
(eg. exclude
customer with

ig ; defaults )
Propensity to accept
Credit Card
— Assess Impacts

» Report campaign findings and
Customer Selections analyse performance of analytics
> Perform customer selections to » Highlight new insights discovered

identify customers most likely to » Accelerated test and learn and

accept offer refine offerings
» Selections are provided to > Performance measures will be

campaign and risk engine s for
application of exclusions and

oxecutioninto _selected. channels

used as inputs into commercial
model

roof
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Key components of the test case

There are five key components vital to the delivery of success and all required as part of an overall

framework to deliver value

Clickstream data

EDW .
Big Data

ustomer & Product Data Platform
5 Transactions g

Sales & Revenue

O

.ﬂ. Trigger Library
(Near-Time / Daily Source of

Customer-Level Indicators)

* History & Patterns Over
Time

+ Events i Product/Service
« Customer Interactions Transactions/Usage

* Real-Time Decisioning In-Session Transactions

« Transactional Event
Behaviors Rilles
* Automated i
Learning Customer-Supplied
Information
NG -
Transact o
/A e0
Inform &

Servi o
ervice ‘ >

Offer Market
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High value customer offers
A set of high value offers aligned to core card features
Offers specifically established to support tailored cross sell activity

Data Sourcing and Collection
Source customer data from rich sources of information
Credit card transactional and usage data
Cllickstream data from identifying digital interactions and customer
behaviour
Merge within a conceptual Big Data Platform

Scrub and Merge
Merge and conform data to facilitate advanced analysis and derivation
of customer attributes and preferences
Merge content from website and internal repositories (for targeted
customers/segments)
Match IP address to customer record

Analytical Assessment
Use analytics to segment and apply value scores to customers
Build analytical models to predict the propensity to take up credit card
offer
Accelerated decisionining based on above models to execute relevant
and timely offer to the customer

Channel Delivery
Demonstrate execution/delivery capability by promptly communicating
with the customer via direct customer interactions
Capture and measure response rate to prove offer relevance and
speed to market delivers incremental uplift over traditional methods of
lead delivery

15
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Maximising Customer Interactions by determining the relevant Next Best Action for
your Customer

Business overheads and constraints
competing priorities

Strategic
Objectives

Customers’
Needs

Self-Service - Kiosk

I"-'

Servicing costs, customer experience,
profitability
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Records offer
presentation and
- disposition Can be factored into self-
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o SCORING
: DELIVER Offers with OUTPUT:
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Winning required number of :4\.\. ....................... aad gorite seoring) \,\\ andidate offers
offer(s) offers from scored list 9 J \
: . g > g SUPPRESSION
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/ Consults “black lists” &
i ‘ </ “white lists” to remove or
' ) o ) ..1’ add candidate offers
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w...| SEGMENTATIONT™ "0 ELIGIBILITY |2
~~~~~~~ OUTPUT: ify whi ' -
INPUT: -~ & \ Putthe customer Segment Idsint:;ye\;vrilgzlffgs :g:ﬂ Preliminary list of
Session 1 [Ntoasegment - 9 9 candidate offers
) Assigned
data - w /
N :
o | et Advantages to this approach:
- . . _
C;D';éjn:ér Stepwise approach increases control over the process and
profile visibility into likely outcomes and impact of changes

Mix of algorithms and manually-built logic blends both to
maximum effect

Suppression & inclusion step allows for coordination with
other marketing channels (e.g., outbound)







