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Our Agenda today

 The Empowered Consumer
« Marketing - A changing landscape
 How to create an empowered marketer
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In a simple world...
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Today's reality...
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The Empowered consumer has taken charge...®

Customers have lost confidence in institutions Il""

» 76% 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

24 livingsocial » Mass customization and personalization of products and services
__ Evolvi .
‘buy) Bxpeciations:  EXpectations have changed
* v Timely

v' Localized o : -
* 7 Experiential Focus is on value, transparency and accountability
j ﬁ?gf%”aﬁ:gﬁd » Customers want to be seen holistically across the enterprise

Institutions need to rediscover their customers

« Consumers are experiencing brands in new ways though new channels
» Micro-targeting: the move beyond 1 on 1 is accelerating

IBM Performance 2012
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“Marketing must become more adept at
managing the magnitude of change now
taking place. Otherwise, it will be like going
into battle with a Swiss Army knife.”

Financial services vice president, marketing, US
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Specific challenges reflect growing "
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Figure 4
The biggest headaches The four most prominent &",;‘!‘D;‘,’Z‘”""“’”

o Growth of channel and device choices

o Shifting consumer demographics
0 ROl accountability 0

o Customer collaboration and infiuence

Q Privacy considerations Factors impacting
marketing
o Global outsourcing 40 — Percent of
L CMQOs selecting as
Q Regulatory considerations 1 *Top five factors”
I l I 1
0 Corporate transparency 0 20 40 60
m=  Mean

“From Stretched to Strengthened; Insights from the Global Chief Marketing Study” www.ibm.com/cmostudy
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The timeless responsibilities of marketers i
everywhere...
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...are evolving into three imperatives fora i
new profession.

Understanding Creating a system of Designing your culture
each customer as engagement that and brand so they
an individual. maximizes value creation are authentically one.

at every touch.
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Delivering on the imperatives for a new profession ..,%

will require closer collaboration between [
marketing and IT

Understanding

vstomer Marketing strategy and transformation

each customer

Creating a system
£ h I
of engagement that Customer experience and engagement

maximizes value
creation at every touch.

Designing your Customer analytics

culture and brand
so they are
authentically one.

Social marketing and collaboration

Marketing performance and optimization

ﬂt IBM Performance 2012 |
Smarter Analytics. Smarter Outcomes. © 2012 IBM Corporation




®
Iyl
-

Customer Experience and Engagement i

Maximize every interaction to make a relevant impression seamlessly across ol
all channels—creating repeat, loyal customers.

Collec@ & Deliver
»
&
Analyze Decide
marketing data to on the best
find actionable Insights marketing action
Collect
data that augments engaging messages and
each customer profile capture reactions
IBM Performance 2012
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Marketers must integrate all aspects of
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marketing
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What makes this hard? &

Most marketers lack: il

1Y)
Py

complete Eﬁ]

T platform

UNDERSTANDING | =8 "”;’:233;"' to take
of each customer Ll coordinated
g £ € % ACTION
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Customer Experience and Engagement

Maximize every interaction to make a relevant impression seamlessly across

all channels—creating repeat, loyal customers.

v

Collect @ @ Deliver
»
4
Analyze Decide
marketing data to on the best
find actionable Insights marketing action
Collect
data that augments engaging messages and
each customer profile capture reactions
IBM Performance 2012

Smarter Analytics. Smarter Outcomes.

Enables you to...
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* Engage each customer and prospectin a
one-to-one dialogue across communication

channels.

» Turn online prospects into repeat
customers and loyal advocates.

* Integrate offline and online customer data.

 Create a relevant experience across
all channels.

* Maximize response rates.

* Define next best and most relevant action.

* Maximize website conversions and
Improve search results and rankings.

* Improve ad and paid search ROI,
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Customer Analytics Ii!iiiii
Unlock insights to understand and win customers, build loyalty and deliver lifetime limil

value in a profitable manner.

Transform Enables you to...
through analytics for breakaway
results  Use sophisticated analytic tools to

connect people with the appropriate

Act . information to make informed
with confidence at the point of o . : :
~ impact to optimize outcomes decisions, identify potential trends
Customer | : and opportunities to improve.
Analytics & Align
. your organization around « Manage large amount of real time,
information disparate, unstructured data to

collect, analyze and manage.
Learn

from solutions that get smarter with « Make informed decisions, identify
every outcome potential trends and opportunities to

Anticipate Improve.

see, predict and shape business
outcomes

IBM Performance 2012

Smarter Analytics. Smarter Outcomes.




Customer Analytics — definition & scope

Track & understand ‘

identifying and
monitoring the best
offer, time, and channel

%

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

decisions

) T 4
while delivering info ég} CY
during research Ke) %
(2 P
5 3
o Customer o
< ) .
ﬁ Analytics %:
Track, monitor, 2 2
influence & analyze % §
. ~
consumer sentiment, 9 2

engage advocates
leveraging social &

Provide personalized
and proactive
customer service,
connect users to
peers, engage in

internal data to conversations to
promote loyalty and establish early in the
advocacy ‘ ‘ lifecycle
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A journey to improve customer experience
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... data that augments
each customer profile

/ \
... marketing ‘ ... on customer data
processes and to find actionable
measure results | insights

... on the best

engaging messages : )
marketing action

within resource
ﬁ!

constraints

IBM Performance 2012
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Capture and Collect: The wealth of data

Demographic
data

Demo-
graphics

Characte
ristics

Client
Centers

Customer
Service

Behavioral
data
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Website
Search

Mobile

SETE]

Web
click-
In-person streams
dialogs
Interaction
data
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Capture & Collect oo o
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- Social media monitoring and analysis =
— Customer understanding through social channels S et

« Bring together all your data
— Internal or External
« Monitor and analyse social media
— Create customer understanding
» Solicit Customer interaction/feedback
— Create dialogue
« Move away from silos of data
Gain a consolidated view

IBN
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Analyze & Predict

« Complete analysis of all data formats

— Includes structured as well as unstructured

« Rapid, accurate insights and predictions
— Find patterns, trends, & anomalies in data

« Better understand your customers’ next actions
— Attract ideal, grow lifetime value, retain profitable

ance 2012
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Analyze and Predict Social media Behavior

Monitor and 1&1
Segment
Analytics

Leading

Promoters
Interactions

3

Social
Leaders
g Leading
Detractors
O A ~— Descriptive _
I Scoring against Scoring for
N . Social Leader levels propensity to
buy
Online D
Surveys
Behavior
— ——
Exccute Campaigns  [|"71]] Predict and
v S~ monitor ROI
. . , \ Viral marketing
P0|nts Of SpeC|a| Of'ferS ’Q& ’Q& Offel’s to
teractions for
IBM Performance 2012
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Decide & Act ‘,’

ity
(W)
Move from insight to action sl

— Automate decisions by embedding into operational systems

Quickly & easily build offers & campaigns
— Purpose built for business users & analysts

Combine knowledge with technology
— Predictive analytics, business rules, & optimization

Personalizing every customer interaction
— Determine the right message, offer, time, & channel

.....
_res{

Personal Loan




Optimize & Deliver

* Optimize budget based on performance
— Allocate to projected highest performing campaigns

* Integrate with relevant customer touch points

StoreTATM — Website, call center, mobile app, etc...
Ly 4
webNp Phone « Send the message and record the response

V — Ensure the customer dialogue remains interactive

* Refine predictions based on outcomes
— Champion / challenger models ensure high accuracy
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Manage & Report Iy

Measure marketing performance & ROI
— Monitor the pipeline, responses, conversions, eftc...

Flexibility to change in real time
— Modify forecasts, alter messages, adjust programs

Share insight across the organization
— Deliver KPIs and scorecards to key stakeholders

Information everywhere, anytime
— Share through mobile, desktop, and server

M E H
Performance 2012

r Analytics. Smarter Outcomes.
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Introducing: multi-channel campaigns with i
Integrated social analytics

| ||
An integrated approach which allows organizations to measure, adjust and, ultimately,
use social media data to gain greater precision for their campaigns.

A can | leverage . * Measure the social impact
A7 " social analytics to optimize % of campaigns through
i‘ return on my campaigns? earned_and owned media
T : * Gain greater campaign
Manager precision by applying

predictive models to
socially-derived segments

How can | maximize the ) - Evolve and align

( value of our soci.al insights\j} market-ing and social
‘s for marketing? campaigns through a

centralized workspace

Social Media
Analyst

f'r IBM Performance 2012
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Making technology work for both lQ

marketer and consumer ]

<

» Gender / Age
Target « Geography

. * [Income
Audience

Demographics

* Channel
* Contact Time
 Value Buyer

Preferences

Jane Cogswell Behaviors

Demographic Profile

* Accountant

* Married

» 28 years old

* Located in Boston, MA

» Hobbies
. Family Interests
« Lifestyle
IBM Performance 2012
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Pulling together the whole scenario

Cookie=24601

Rinse and
Repeat

Regular web site browser
Recently looked at Golfer's Edge Drivers

Email =jane@brainyjanie.com
Cookie =24601 (or opt in)

Open rate: 73% together

Click-through rate: 5%

Comes to the web site and gets a cookie,

Email and cookie are tied

browses, but does not buy

@BrainyJanie
Tweets sneak preview link, Later receives an email with a personal
opened by 125 friends URL, and

clicks through to the web site.

» Cookie and Email
* House Hold and Cookie
* Email and House Hold

Jane gets an email
invitation to attend a
sneak preview of
STFlex Hybrid Woods
and she can invite her

Jane makes a purchase and
enters her email for the
confirmation and address for

Connections made between:

friends via Twitter. R
shipping

Facebook ID
And cookie tied together

Jane, loves her product so

much she becomes a fan on
The Facebook.

Jane, tweets
about #STFlex Driver

Channel

@BrainyJanie

Facebook ID=01810

Following 530 210 Facebook friends

Followed by 1052

Member of Pebble Creek Country Club
Twitter = @BrainyJanie

Twitter handle appended through Facebook

© 2012 IBM Corporation




First Tennessee

Personalize your offers in near-real time

The Opportunity

» Missing opportunities both to connect with customers and to more
accurately measure campaign ROI

* Needed a better way to analyze the large volumes of customer-

related data it was accumulating and a faster way to develop
targeted marketing campaigns.

The Solution
Implemented an integrated marketing solution that allows them to

automate and execute highly personalized marketing campaigns
based on prediction of customers buying propensities

What Makes it Smarter

600% overall return on its investment through more efficiently
allocated marketing resources

3.1% increase in marketing response rate through more accurate
targeting of offers to high-value customer segments

20% reduction in mailing costs and 17% reduction in printing costs

due to the ability to target the most attractive segment for specific
offers

T
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“Our aim was to shift from
the ‘marketing-as-an
expense’ mindset to the
Idea that marketing is a
true profit driver.”

Dan Marks, Chief Marketing Officer

Solution components:
* IBM SPSS

= |IBM Unica

= |IBM Cognos

P2 FIRST TENNESSEE.

powering your dreams- /




A progression path for the empowered marketeﬁ.

A
5
Automate
marketing
4 decision at the
point of impact
(1.1)
Generate
3 insights in real
time that are
predictive, not
2 Run the right just historical
© 2 analytics, at
o the right time,
o on the right
= Interconnect customer
S 1 social media
data, digital data
and transaction
Instrument all data to paint a
the key . more vivid
touchpoints to picture of each
gather the right customer
data on each
customer

Capabilities over time
Performance 201« P >
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