BusinessConnect and SolutionsConnect
It's time to make bold moves.

“It’s all about me!”
or
data-driven marketing

Mike Kearney
Big Data & Analytics Marketing
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Agenda

= Perspectives on big data and the consumer
= Data-driven marketing case studies

= Concluding thoughts
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It was (nearly) twenty years ago today...........

Have you ever clicked / {0l
your mouse right HERE? ({11
Stop Selling Ads and Do Something Useful
To remain relevant marketers need to ask consumers

“How can we help you?” instead of “What can we sell you?”
- Joe McCambley at http://blogs.hbr.org/2013/02/stop-selling-ads-and-do-someth/

October 1994 for AT&T ©2014 IBM Corporation
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Interaction data

Attitudinal data

Descriptive data 4 Behavioural data

NN
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ATM Withdrawals Online interactions per month
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Australian
mobile
purchases by
smartphone in
2013

Source: Google
Our Mobile
Planet

2014: Mobile payment
offered by Australian
banks, PayPal,
(Apple, Google?)
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A simple assertion: use data to inform interactions
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Agenda

= Perspectives on big data and the consumer

= Data-driven marketing case studies
— acquire customers
— increase profitability
— develop loyalty by creating valued relationships

= Concluding thoughts
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Lifting Customer Acquisition at Constant Contact

is a software

u “ .l company that provides a marketing

platform for small businesses. Through

our platform our customers send about
We
to help them be more

successful, help them understand when
YoefDHo

to send emails, help them understand

www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness © 2014 1BM Corporation

0.0 0. 029 09



http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness

Page header content goes here

Email campaign manggement at Constant Contact

35 billion emails per
year

email campaign

small business x 500,000
(Constant Contact’s customers: restaurants;
membership organisations; etc)

© 2014 I1BM Corporation
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Analysing campaign success: listening to customer’s voice

response to & \
35 billion
emails I

small
busnness

©2014 IBM Corporatiol
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Merging new insight with historic data to optimise campaigns

rospect .
respons>
billion emails

optimised
email
campalgn

results of content &
sentiment analyses

small .
business

©2014 IBM Corporatiol
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Acquiring customers to hel

prosp

p small businesses grow

[}
g ” response to
Qo 35 billion emails
0w 3
o C
-0
>
§ ® results of content &
g5 optimised sentiment analyses
<
[ER=] email
B

campaign
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4 Question ; Primary Candidate Primary Candidate

search answer search answer
— - generation — - generation
Question > Question = Hypothesis —> Soft Hypothesis & > Synthesis —>|  Final merging
analysis decomposition generation filtering evidence scoring and ranking
Hypothesis —> Soft Hypothesis &

generation filtering evidence scoring Answer and
confidence

Source: http://en.wikipedia.org/wiki/Watson_%28computer%?29, file is made available under the Creative Commons CCO 1.0 Universal
Public Domain Dedication.
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“Researching the best way to improve the online user experience”

E-Commerce Checkout Usability
Original Research - 63 Guidelines - Instant Download

| 4
E-Commerce -
Checkout Usability o

http://baymard.com/lists/cart-abandonment-rate

0. 6.0 009 ¢

© 2014 1BM Corporation




Page header content goes here

‘ ‘The Fluid Expert Personail
Shopper will take

advantage of Watson’s
ability to answer

questions in plain English
and learn from the

Iesponses , ,

Kent Deverell,

www.youtube.com/watch?v=x6p050c61h0

© 2014 I1BM Corporation
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Dialogue-based and customer-driven shopping

© 2014 IBM Corporatio
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Increasing profits by reducing “return fraud”

“With PureData System for
Analytics, our proprietary
linking system is able to
uncover those pctterns of
activity that where
otherwise unseen in the

data.”

www.ibmbigdatahub.com/blog/can-retailers-really-predict-shopper-behavior-leveraging-big-data © 2014 IBM Corporation
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Shoppers value their right to return goods

shopper employee

returned product + receipt + ID (optional

return details

© 2014 I1BM Corporation
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Predictive model to identify the one percent

shopper (
returned product + receipt + ID (optional)

employee

return
details
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Real-time consumer-based decisions

returned product + receipt + ID (optional)

return details
warned

MPP Data Warehouse
WY
declined
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Reward loyalty while reducing fraud

shopper

decision communicated to shopper

return details

Warnings and Declines
accompanied by invitation to call
The Retail Equation

The Retail Equation
consumer call centre

~© 2014 IBM Corporation
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Developing loyalty at Catalina Marketing

www.youtube.com/watch?v=M0t-Q8sVurQ&list=UU58XuplpHJ2YRzTQ86XQCag

© 2014 IBM Corporation
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Shopping app launches automatically
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MPP Data Warehouse
IBM PureData System for Analytics

Customer
scans
products
and loads
basket

Allaw the camera 10 focus for quicker scans.

© 2014 I1BM Corporation
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Campaigns delivered to the point of decision

| customer profile updated
with purchase details

offer sent to
customer in real-time

© 2014 I1BM Corporation
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Customers prefer self-checkout
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SMP her
Source
Systems

Customers

ERP Campaign analysis
Accounts
CRM

Products

Web Customer segmeniation

Others
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24
35X improvement in staff productivity Number of CPU

model development reduced from 2+ months to 2 days
90 models per year in 2006
900 models per year in 2011

with the same staff

Speedup

model scoring time reduced from 4.5 hours to 60 seconds While Increasing Depth of Data

Increased depth of data per model igg*ggg
150 to 3.2 million features 100,000
1 million to 14.5 trillion records per analysis a} '

50,000
'_—_l .

Corporation

Rows (Millions)

Number of CPU

- Days for Model Build Rows/Day/CPU (Millions)
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Data driven interactions at Catalina Marketing

offer redemption rate 40 - 60%

© 2014 I1BM Corporation
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Concluding Thoughts

*Customers value and respond to relevant, personalised offers

*Analyse customer-generated data to deliver value at their point of decision
(and increasingly on their smartphone)

*Delivering relevant offers at the point of a customer’s decision requires a
modern data management and analytics platform

© 2014 IBM Corporation
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