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IBM Web Analytics Solution

Using IBM’s Digital Marketing Optimization solution to convert site
visitors into repeat customers and loyal advocates by continuously

re-engaging them across devices
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Independent research firms have cited IBM Digital Marketing Optimization
as a leader

The Forrester Wave™: Web Analytics, Q4 2011, Forrester Research, Inc.,
October 6, 2011
Figure 3 Forrester Wave™: Web Analytics, Q4 '11
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Digital marketers outperform their peers with these use cases
enabled by IBM Digital Marketing Optimization
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IBM Digital Marketing Optimization is a trusted sources of insights also for
headline news
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IBM’s Digital Marketing Optimization business is seeing tremendous
growth and investment by IBM
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Digital Marketers are at the center of the Omni-channel world;
Poised to create competitive advantage by engaging customers continuously

Stage Initial On- Cross- & Retention
Channel 9 R Ziadb iy, Purchase boarding Up Sell /& Win-Back

TV/Radio/Print
Qut-of-home
Events
Product Placement
Display Ads
Search

Social Media
Website
Tablet

Mobile

Email

MASS

Jlel(e)elere

@00 O|00|0|0

DIGITAL

® 0O 000|000

Direct mail

Call Center
Store/branch/sales
Service Team

O[OJOIO]O |0 |0 |O | |
0190]0]0|0® |®
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To engage customers continuously and create competitive
adV dL e, O digital marketing alaal= Opk TN ON alan

to better engage customers and deliver
exceptional customer experience

with real-time and predictive analytics
to delight customers in context

e.g. conversion rates, repeat sales
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IBM’s Digital Marketing Optimization product strategy & strengths
are designed to help

Facilitates data capture via tag mgmt & auto
e . tagging
Digital Analytics Data & . Maintains lifetime individual visitor profiles

Customer Profiles + Intelligently stitches together picture of behavior
across devices, channels, sessions
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IBM’s Digital Marketing Optimization product strategy & strengths
are designed to help

Facilitates data capture via tag mgmt & auto
tagging
Digital Analytics Data & Maintains lifetime individual visitor profiles
Customer Profiles Intelligently stitches together picture of behavior
Provides easy to use digital marketing attribution
Visualizes cross-device behavior
Reporting, Analytics & » Shows “You are here” via comparative

= . benchmarks
Optimization Provides both quantitative and qualitative insights

(via Tealeaf)
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IBM’s Digital Marketing Optimization product strategy & strengths
are designed to help

Facilitates data capture via tag mgmt & auto
e . tagging
Digital Analytics Data & Maintains lifetime individual visitor profiles

Customer Profiles Intelligently stitches together picture of behavior
across devices, channels, sessions

Provides easy to use digital marketing attribution
Visualizes cross-device behavior

Reportina. Analvtics & Shows “You are here” via comparative
P 9; y benchmarks

OPtImlzatlon Provides both quantitative and qualitative insights
(via Tealeaf)

Enables “insight to action” with a few clicks

Targets and personalizes marketing programs - in
Digital Marketing synch - across web, mobile, email, etc

Boost revenue with self-learning digital recs’

Execution
Integrates IBM and Business Partner solutions
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IBM’s Digital Marketing Optimization product strategy & strengths
are designed to help

Digital Analytics Data &
Customer Profiles

Reporting, Analytics &
Optimization

Digital Marketing
Execution

Cross-Channel
Marketing Integration

—
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Facilitates data capture via tag mgmt & auto tagging
Maintains lifetime individual visitor profiles
Intelligently stitches together picture of behavior
across devices, channels, sessions

Provides easy to use digital marketing attribution
Visualizes cross-device behavior

Shows “You are here” via comparative benchmarks
Provides both quantitative and qualitative insights
(via Tealeaf)

Enables “insight to action” with a few clicks
Targets and personalizes marketing programs - in
synch - across web, mobile, email, etc

Boost revenue with self-learning digital recs’
Integrates IBM and Business Partner solutions

Continues targeting and personalization across
offline channels and with a “860 degree view”
Feeds digital marketing attribution into cross-
channel marketing attribution




Transformation For Growth st

2014 Consultants & SMART.
System Integrators Interchange

IBM Digital Marketing Optimization Solution Map

Digital
Data

JEEEEY

Digital Data
Exchange
Tag Manager,

Auto-tagging
for Websphere
Commerce &

Exceptional
Digital
Experiences

Multichannel
Analytics
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IBM Digital Marketing Optimization Solution Map

Digital
Data

Digital Data
Exchange

Tag Manager, Digital Recommendations LIVEmail

Dlgltal Optimize Paid Cross-sell Engage visitors Target Email
. Search Advertising products with content Via ESPs
, Marketing
Auto-tagging

Execution
for Websphere Search Delivery Points Email Service
Comme.rce & Engines Web Providers
EX%?gitt'glnal Google Mobile/Social Cheelaniial
) e S Xactlarge
Experiences g

Call Center/Kiosk Resz?CnSys

Multichannel
Analytics

AdTarget

Target via
Display Ads

Ad Networks

Akamai
Audience Science
Dotomi
Datalogic
etc

Jes|es}z

arketing
Center

Compete in
the Era of

SMART.

Digital campaign

management

Channels

Email

web & mobile

list targeting
A/B testing
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IBM Digital Marketing Optimization Solution Map

Digital
Data

Digital Data
Exchange
Tag Manager,

Auto-tagging
for Websphere
Commerce &
Exceptional
Digital
Experiences

Multichannel
Analytics

Digital
Marketing
Execution

Jes|es}z

Search

Optimize Paid
Search Advertising

Search
Engines

Google
Bing

Digital Recommendations

Cross-sell
products

Delivery Points

Web
Mobile/Social
Email
Call Center/Kiosk

Engage visitors
with content

/ LIVEmail \

Target Email
Via ESPs

Email Service
Providers

CheetahMail
ExactTarget

/  AdTarget '\

Target via
Display Ads

Ad Networks

Akamai
Audience Science
Dotomi

Responsys
\ etc /

Datalogic
etc

/ Marketing\
Center

Digital campaign
management

Channels

Email
web & mobile
list targeting

\ A/Btesting |/
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Why IBM for Digital Marketing Optimization?

More complete picture

of customer behavior

More actionable metrics

More tightly integrated to
marketing execution

More complete digital and
marketing platform

Leads industry in ease of use for data collection

Stitches together behavior across channels, devices incl. the early
sessions where customer was still anonymous

Leads industry in marketing attribution analytics
Leads industry in Benchmark metrics
Leads industry for qualitative insights via IBM Tealeaf

Enables “Insight to action” with a few clicks

Synchs personalization across all digital channels

Boosts revenue with industry leading digital recs’ engine
IBM Digital Marketing Network integrates 100+ partners

IBM Websphere Commerce
IBM Exceptional Digital Experience
IBM Cross Channel Marketing solution

I
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Digital Collection modules
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IBM Digital Data Exchange is a “Gold tag” for Web sites to capture and share Web data

with other applications and partners

IBM Digital Data Exchange: a single user interface
for managing the collection and distribution of
real-time behavioral digital data

* Manage IBM Digital Analytics and other
IBM tags

* 100+ Digital Marketing Network partners
* Deploy tags for with a few clicks

* Syndicate data to API partners in
real time without need for
deploying additional tags

Cospematrics - Coremetricaoom | Tag Manager = Fol ki | ¢ Aol | B Pasdm| B Supmat| g Leg

W FageGrowp Sy,
= Page Groap Rubes:

Fags HEnkieEr | mmichwikdoard
Ak £rilere ghand N

£ Akl i i wcing " S

= Fage Grodp Tags

Fanaen TEH Crewmalirics

Aveilabis Farinar Tags Dreq amd Drop Fariner Tags.

[ = BN Cormeetees Page Veer lavamnpk

PRFE Carpmaincs Gl Jaeedorel BN Ceramabers Drodutt Wira Lawidanig!

ET ' " T S T——)

i Caremetnes Ship Ao 3 levasop

S Sarematios Shap Aise B IVEEIiH

- PEIEST A BT | |

LAk FRCieT Javinet besaian

Taking the pain out of digital marketing data, by
enabling and simplifying the collection.
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Digital analytics modules




Transformation For Growth g

2014 Consultants & SMART.
System Integrators Interchange

IBM Digital Analytics: the complete, cloud-based digital analytics engine at
the heart of the IBM Digital Marketing Optimization Suite

Coremetrics Dems Site| 18 Coremotrics Ansbytics =

« Complete insights for marketers & power users

+ Real-time KPIs and dashboards St
* Real-time power-user analytics e s | o ks @ e
. B hmarks Lami 11 bogn g 03 H0H Bl 1, S e R84 AN D0 sk A Vs g B e 3300 Lasn
enc ....... - e e e uu: R e ey e
: ‘ gt e h,,: j“]i ‘"”]
* Mobile analytics e Ay e s “! !

* and everythingelse . ..

* Go from behavioral insight to automated marketing
action with just a few clicks

* o e iﬁ

smamiee §95,10271 7T = ..]

© wnle P Fewel © 0 Nop Hat sl Seach Dy
W ek | A Tome day | 10 ST LT T Ry

» Granular visitor-activity warehouse, captured by o

(]
IBM Digital Analytics LIVE Profiles i P O RS
+ Fluid navigation connects Digital Analytics to digital i ’( W e e | 1o -

marketing applications b \\J - - e
- Embed analytics into your enterprise and digital eco- R— R s okl
system | D e o

» Tag management and Digital Data Exchange
* Integrations with other EMM modules

* Websphere integrations honed over years

* Self-service data feeds

Analytics for optimizing your web presences,
marketing ROl and for turning visitors into
repeat customers and loyal advocates.
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Real time KPls: track web site and campaign performance to make the most of
digital marketing investments

Live Demo - EA Testing - Content Commerce - Global IBM Coremetrics Analytics «

& My Profie | 3 Admin | ? Help| ® Feedback
Welcome, mfi

Coremetrics
Analytics™

Find Report B Workbook: Default i

Top Line Metrics = * Recently Used w

| Dashboards
Top Line Metrics ‘ ~., Report J @ Comments [~ ReportOptions

Reports

Site Metrics

_ | period A " anar2012 b | | FPeriod B | aM82012 [~ YR
Projected @& [] Projected &

- Top Line Metrics

| Default View

H | & | o | & | &= | =)

Abbre... view able

1 Period A Period B A-B % Difference

Commerce Metrics Projected

$1.177.296.71 $588.123.55 < $588.175.18 <>

58 496 £ 462 £
] : : 51.187.75 & 54117

| == i 3,751 3,418 £
] 1,597 G 1,585 £

Site Rollups
In=zights
Marketing

Products
Cart Abandonment Rate
Events
Buyer / VWisitor
Content
Ovders / Session
Paths

Demographics
Mobile

Event Metrics

Events
System Events / Session

Custom Reports
| Workbooks

Event Points

Event Points / Session

| Manage

Visitor Metrics
Unigue Visitors

Guide Me

59040000 | About | @& Copyright IBM Corporation 2010
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IBM Digital Analytics Benchmark: industry performance reporting versus
peers and competitors

Sassmrg
* Performance analytics. Peer-level o | AT | ) || |
benchmarking metrics that deliver i e ———— ———— L L ——
competitive data for industry-specific Relative to our peers, are visitors engaged with our site?
key performance indicators (KPIs) Avg Session Length Page Views / Session
“““ll T8 " vy 50 AvgiDay pa= 1 TO3® vour Site Augiiay
« Aggregated and anonymous. The only e 20 e — g v R
solution to provide complete | | — S
comparative metrics with no modeling I s reny 1|_ 7.08 = You sic Aoy
or extrapolation. b BT agolooney P

* Flexible and timely reporting. Measure
site performance competitively and
historically with visibility into daily,
weekly, monthly, quarterly or even
annual data

* Part of IBM Digital Analytics

(@20
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Mobile analytics enable analysts to report and segment by mobile device
types, models, and capabilities
" Device Type / Mobile Device erane - ~
* Reports with 12 data p e
eIemgnts fgr details of ] Total 1,052,919
mobile devices, e.g. type, AT s
model, screen size, etc. :
W] + TaBLET 220,075
. n hi in
Can use this data = PHOME Select Display Columns
reports D IPHOMNE Available Display Columns
* Can use it to segment [] BLACKBERRY 7730 Language el
other reports, e.g. what is ] T Mobile Cockia Support
the funnel for devices Maobile Devics
with smaller vs. larger [] ELACKBERRY 7250 Mobile Device Marketing Name
screen Sizes? |:| HTC TOLUCH PRO Maobile Device Madel
) Mobile Device Type
Dashboards . Actions ¥
* Unique device path report —— Reports actions v _f] Mobile Device Vendor
shows how multiple N Mobile Flash Support
devices are used by users = [ Mobile Devices  11=bil= Heteark
- By Type Mobile Touch Screen _
Default View N E
_ S Mobile Video 2GF Support
Default View Mobile Video MP4 Support
Mobile Operating Systems Mabile Video WMV Support

Mobile Browsers

Mobile Stream Operating System

Screen Resclution
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Industry leading marketing attribution reporting: Give credit to the
marketing programs that deserve it

it mee | R dewom | W Leg!

e Flexible attribution logic o — e
e First click o [T Gl e i
e Last click 5:"'" ':_b_" e R
* Shared fw-m = "
e Custom ==
* Flexible attribution windows e
e Window lengths
e Backward / forward —
e Powerful analysis for multiple E.“:__ -
marketing touch points leading — oo LR /R s
up to conversions = | EEE -
* Channel Venn diagram — 0| [t S i

e Channel sequence
reporting
e Top converters analysis

Jln]]
(el
Honll
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multiple web properties

» Executive-ready reporting.
Align website reporting
and online marketing with
the way your enterprise
manages multiple web
sites

« Deduplicated. Identifies
unique visitors across roll-
up views

« Intelligent. Reconciles
differing currencies and
time zones

« Simplified. Self-provision
analytics for website roll-
out

« Efficient. Share reports
across sites and provision
access based on each

user's needs
\\ ’/

Transformation For Growth

IBMMI Digital Analytics Multisite: Roll-up reporting and deep-dive segmentation across

by Buslrivs
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% A Sts Bt BEEBE B fo§ BusdeosEeer o

B deer B

Raport Hama®

| Gee > Brand > Site

o
« | Manager Level 1 Geographsy

Dafine a hisraechy with 8 maximum of 3 levels by seleding atbribute falds
Availabée Amribuies Selected Atiribates
Lamgisage

Targat

Level T Brand

Duag an atbvibules bo tha dasined baval.

avior and automate marketing across the
enterprise, or site-by-site.
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IBM Digital Analytics Impression Attribution: industry-first out-of-the-box reporting
capability to help marketers understand the influence of online impressions on
viewers, including those who don’t click
Marketing Program | “Warsoan ® ClokTwbsi tquevatom  (uPBOYG)
D"rum 228 33.76% 0.30 §1,744.08
(4}, [W]Facetock > Links Box > Main Site > Link to BlogHome 40 5.81% 0.06 5314.45
._&EFEEEM > Holidays > Promaotions » Fumiture Special 33 5.55% 0.08 S329.07
'_L.anbuut > Holidays > Promotions > New Fan Discount 39 5.56% 0.08 $262.04
L *.Faceboek * Holidays > Promotions > Just In 35 5.55% 0.08 528204
| [BlFacetock > Links Box > Main Site > Link to Home Page 31 5.61% 0.06 5244 57

» Comprehensive. Track all marketing impressions and click-thrus

through a single, easy interface Give credit for indirect
* Global view on off-site interactions. Analyze the impact of display '
ads, Facebook pages, micro-sites, and much more conversions and allocate

* Guided insight. Understand how off-site display ads influence even
those viewers who don't click through on them greater ROL.

* Accountability. Increase the return on spend by optimizing media
:t;uys for brand and direct response results

(social) media resources for
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IBM Digital Analytics Lifecycle: customer milestone reporting that gives marketers
more effective tools to cultivate high-value customers

Milestones Per st 40

The wisitor population has resched the following milestones owver the last 400 days:

* Industry-unique analytics for increasing
customer value. Advance customers

Compete in
the Era of

SMART.

Shoppers 1x Buyers N:Q 2% Buyers 4, m

LFnigue Visilors U nigue Visitors Umigue Yisitors Umigue Wisitors

quickly from one milestone to the next 239,132 126,382 24,942 8,823
» Analysis across multiple sessions. Use Dars o Reach Dare o Reach Days o Raach Daysto Rescn
cross-session funnel analysis to understand : ' ‘ '
which milestones most influence repeat Y S % i A % A
ViSit behavior over t|me # More Mebrics # More Metics # More Metrics # More Metrics
» Discover. Pinpoint key customer = Migrators
. . . Migraled Vidibar fmove & ks e fallasing Faileals ned duding Dacembar 2010:
touchpoints that drive milestone
progression T B |z g .
* Marketing Automation. Re-target active Unidque Visttors Unigue Visitors Unique Visitors Unique Wisttors
visitors with automated, tailored email 127,438 7?'975 ?_._152_5 3124
* Trending. Gain insight into time-to-reach Daye Satuson Duys Batusmen Days Batwrees Deys atwees
milestones for better programmatic ' ' ' )
. Sessions Between Sessions Between Sessions Bebween Sessions Babween
planning 3.1 1.0 5.5
® [aore Melrica ¥ More Mefrcs ¥ More Metncs ¥ More Metrics

Improve lifetime value by targeting each
individual based on where they are in the
customer journey.

[l
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IBM Digital Analytics Multlchannel brings in offline data to enrich your

digital analytics A b c n
1 Productid | ProductName | Eco | Targetaudience
. o t. . k t. 7 CLEDE-0301 STUDENT DESK Recycled School
p Iml.ze maf: € Ing 8 CLEDEL-0101 BANKER DESK LAMP Regular Home

campaigns with complete 8 CLELO-0101 WHITE FABRIC ROLL ARM CHAISE Green Home

insights. Manage to offline 10 CLELO-0201 RED LEATHER ROLL ARM CHAISE Green Home

ConverSion and SaleS success 11 CLEOF-0101 MAHOGANY DESK CHAIR Green Business

by importing transactional

data

* Uncover customer
opportunities. Segment Imported Product |d Attribute: ¥ Viewing _ ¥ Online: Buying ¥  Online: ltem ¥ Abandonment ¥
behavior not just Product_Eco_Rating / Product Name Sessions Sessions Sales Rate
anonymously but by importing [Jrotar 9,580 1,040  $1,167,742.30 85.76%
registered customer attributes + [l GrReen 2010 530 $289.485.40 56.50%

° Extend your focus from CIiCk + EIHEGUI_-'-\R 5620 a7o 5873.181.30 83.80%
to business insightS. Enhance - EHEC‘!‘:LE: 2880 170 5108.09% 80 B9.19%
analytics value by importing [JsPmoLe sack ¢ ) Skl Tl e Rl A,
data, e.g. On product and [ SILVER METALL| ™ | &seenvasmreasn ® o |-
page characteristics, or e B T
marketing campaign details, - amati

=

or any unique data for your
business or industry

ADSUA AETVOED
Irponed Produ=t M At Pradwc)_Eze_Ruieg

Discover hidden business insights and improve

targeting with a more complete
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IBM Digital Analytics for Social Media: measure Social ROl like any other
marketing channel and understand brand engagement

* Brand Monitoring and C
Engagement. Track real-
time conversations about
your brands, products and
competitors on Facebook,
Twitter, and dozens of
other networks.

e Social ROI. Monitor the
effectiveness of referrals
from Social networking
sites and the downstream
impact of Social
impressions

« Social Aggregation. Roll up
all conversation and
analysis by user-defined
categories and business
units to identify key
influencers for your brand

Identify the social campaigns that are delivering the
oreatest impact.
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Digital marketing execution
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Digital marketing execution empowers marketers to orchestrate a
compelling experience throughout each customer’s digital lifecycle

= Targeted recommendations g

= Site personalization

= A/B testing

= Email targeting O O

= Display ad targeting

= Search bid optimization

= Mobile push marketing (Xtify) O%o
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Fluid navigation and integration: Connects digital analytics segments

directly into digital market;

With a few clicks:

* |dentify segments with
predictive behavior on the
website

* Connect the segments to

* IBM LIVEmail
* |IBM Marketing Center
* IBM Ad Target

keting

L o L a o |
Segments
Segment Category: Coremetrics World | Create Hew Segment
Segment Hame Created By Date Created

Werld: Multicha
‘World Campaign
World: Advertisin

‘World: Parsonali.. ment - N Sit=—ut

n...nt - Forms Pages Michelle Killebrew
Michelle Killebraw

...nt - Fi W?Pages Michelle Killebrew

World: Adwvertising Segment -

‘Weorld: Personaliz...nt - chl ==

SocislVisitors

products abc

btomz@coremetrics. co

mhagerty@coremetrics|

World: Advertising...ent - Mioro Site  Michelle Killebrew

‘World: Multichan

...ment - Micre Site  Michelle Killebrew

Report

Integrate
Integrate

ESP Partners

Partmars

-.¥: Experian
CheetahMail

swuq, -

mediaFORGES +

Exactlarg

O
TUMRI

mediabdegrees +

& " StrongM

F

JpenX

steelhouseradia 4+

Respons

targetad advarlisin

S datalogix” *
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IBM Marketing Center: all-in-one, cloud based solution that
combines analytics with site, email, and mobile personalization

> Personalize

- Powerful segmentation

E"‘"‘ Market : =™ _Sjte and email communications
I . -
; 15 - List targeting
| — Execute
|3 - — '
- ___":_E_ﬁ“‘ " L“;\ - Split testing
- ;.;':i' - Campaign management & execution
e |- :;___.i_{l ~ Analyze

| - Marketing tracking & analytics
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IBM LIVEmail: out-of-the-box ESP integration that leverages the
power of customer insights to deliver targeted email campaigns

Hipisit e
* Drive Conversion. Attract customers back gt Berpn
during consideration cycle R .| panmer negration
ExactTargel. |{]
& Strenghail || B—
* Save Money. Retarget only the appropriate | i L
. HE -
audience pasiacodl) | | IS— .
<> Silverpop {
trbork: Dafmek Curbrar Co-figun Cordogursbion B
. . dialeg |-
* Automation. Automate targeted email :
programs via certified ESP partner network G)EC_lrcIe =
— ) Caresd
* Relevancy. Map email content & B T, T
recommendations to visitor preferences T R Experan e @
Y T T Y T

* Advanced Analytics. Rich segmentation and
performance analytics

Drive superior returns for your email

marketing efforts.
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IBM Product Recommendations: the most widely deployed offering for
boosting cross-sell revenue with self-learning automation

* Benefits M it e i

° Increase Sales Revenuel Average = 5-20% ’ift in sa’es TSOAT LT ERTER 42N OfF IHI.I.II“.II.I Al 3HFrm RRdin [T

* Save time. Automate recommendations BN 5 JEANS e P-------

SA0F BT
™

* Maintain control. Merchandiser rules and customization

* Easy delivery. “Snap-In” recommendations via API i

* Test. Run A/B tests to optimize — without IT involvement

* Key Differentiation
¢ Market leader - Proven ROI with over 300 brands

ke

* Wisdom of crowds + Personalization + Business Rules Gty z
* Industry’s largest data set ZhEE
 Conversations at multiple touch points _ | ) (i (e
* The Platform Advantage o R -l
* Deliver targeted recommendations via email and/or display ads
* Rapid deployment with existing analytics tags Proven in both B2C and
* Best in class reporting & analysis via Analytics and Explore B2B deployments

* WebSphere Commerce integration for fast deployment

LFootSmart klddlca re cony Sucky/Orand
e RVI
IR ORVIsS BENLLS
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IBM AdTarget: out-of-the-box ad network integration that leverages the
power of customer insights to deliver targeted display ads
"":’I'::’ Select Transaciesn Events 1o Sysfcate @ || Seben Sepments Lo Sysdacate 8 @ i
* Retarget All. Retarget unregistered prospects oves |+ [ Enﬁm 'L"ZZ-SI.L '_ e
d drive them back to convert e B ot st ens e oo O
" ] [ [
- + B [5] Dreer Paced Everts M Sepmo Vikarn
* Save Money. Retarget only the appropriate sl ill | | [hnntion . e
audience DL I (e — e
& datalogic |+ o v
wintdt] S
* Automation. Automate display campaigns via PERIIUTO* i Ta
certified behavioral targeting partner network = .U e
criteolL. |+ = Ch ot e Seamens Samaining
« Extend Reach. Leverage IBM tags to syndicate to iLq’_m.m,L s o
multiple partners
Elevate customer acquisition and
conversion rates via highly relevant
display ads.
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IBM Content Recommendations: an advanced recommendation engine for
dynamically delivering content that is targeted and personalized

* Monetize Content. Deliver the right content to the K | vrorstoos. Detauit Werkiboss

right individual to increase sales and conversions. p— e e —

. Fage fomen Furfir i m i i Pt n
Farute e | ol Lo s Tl | Fampn awan

* Meaningful recs. Wisdom of crowds + -

Personalization + business rules. - . i
 Maintain control. Merchandiser rules/levers and e T e )

A/B testing. _—

Hpmpaity -y

* Breadth. Target recommendations across multiple == —

touch points (web, email, display, mobile).
* Easy delivery. Analytics data + Snap-In API. Monetize your content assets and

deliver a superior customer experience
through targeted recommendations
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IBM Search Marketing: search bid management solution to unify and
optimize search marketing efforts

= Standard View ~ A URANRAZINE Tl 0 nL/om2aes (sun) [T
* Maximize ROAS. Optimize PPC programs LA L L R
Ve st || ¥rke/ Aect S Ompn f Bede  Kiad Status Cowt Max [PC Oepressens  Dhcks  Saless MDA Sales MDA
Fharlond View Fl| @) geapln R 1 TEE -
[ B0 Ca remasicn.com dvorde | Cwisaive LWLAT | A0
. . Joopla’s Toz Vardorr Ll e [ 11-': 1 :llm CIT T L1 TY B ”-:
« Automation. Automate bid strategy, keyword 1 | | S0 vusvace praiess e el
. Frurvandan | I B Sompetans e 14438 | 4TE
recommen datl on Uig Maating seaasrch I Frgd v carn trabied $nan 9j=: 2
Moy Lt &= Fiof | Magatiche trabiad r.1 e
=2 i & :‘_-': Analytic [rabisd :ms w1 N
Fh Cararmatrics Trabied pn03 10053 | 1888
I] | = oentont: b tuik
[ | Faloomemners | dew gz N f
* Maintain Control. Marketer driven bid rules and ; | [ cermmatics = o s
analytics —— SRR E— prm ho| |
Lampaign List [ Hi ) carsar Actiun EELTE T
fid v Ut )| = ey Goigin i SR LI0ZABY | WS
Eayeril Lkt 1 =] men ITEANE | AN
ol Lt | =] vabea 14T AT | 5008
. . . . Lareding Fags Lak E
* Advanced Analytics. Attribution, segmentation, s) |7

A/B Testing, Retargeting

* Save Time. Manage content network & PPC
programs across engines with mass edits

[l
il
|I|III
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Better Together:
IBM Digital Marketing Optimization — IBM
Tealeaf
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IBM Tealeaf and Digital Analytics blend quantitative & qualitative insights so
you can visualize what your digital customers experience
Quantitative Qualitative
“What is happening?” “Why is it happening?”
) 2unne|§, pathsf... * Capture all user sessions
ampaign per .ormance » User struggle detection
e Customer profiles .
: . * Root cause analysis
» Cross-session reporting e Business impact quantification
* Content optimization pactq
4 )
Select group of visitors for deeper ‘ Replay the sessions of the selected
analysis analysis segment
J \

N An optimized customer experience
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Quantitative analysis suggests there is a problem — but why?

* Chart
w | ~
AllVisitor Sessions Mew Visitor Sessions Prewvious Visitor Sessions Prewious Buyer Sess
Wisit 100.00% 338K -100.00% = = 31.38K--100.00% - =  242Z2K--100.00% -9 r
View Product 84.87% 21.88K 82.33% — —  189.58K 95.05% - =  2.302K 94 94% = =

22.82% =-— 21.20% - g

Add to Cart

* Table

All Vizsitor Sessions New Visitor Sessions Previous Visitor Sessions Previous Buyer Sessions
Funnel Stages

Sessions Percentage Sessions Percentage Sessions Percentage Sessions Percentage

Visit 33,804 100.00% 31,382 100.00% 2422 100.00% 958 100.00%
View Product 21,862 B4.67% 19,560 62.33% 2,302 85.05% 919 84 040
Add to Cart 20,371 60.26% 18,370 58.54% 2,001 82.62% 786 81.20%
Buy 0,988 29.55% 8,009 28.71% a79 40.42% 375 38.74%

Funnel Conversions indicate a drop off compared to prior visitor
S @ sessions...

[l
il
il
n

|
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Lots of Data, Not Enough Answers

91% of companies have

limited or no

understanding of why

people leave their site 58% of companies have limited or
without converting* no understanding of which

usability issues affect
conversion®

Only 26% of companies have
a well-developed strategy in
place for improving
customer experience.*

* Econsultancy 201
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The Gap
No Visibility into Why Customers Succeed or Fail

IT Team ? Business Team
™

Why Did Customers
Succeed or Fail

Choose a topic for your comments...

Please enter your comments about this
page.

Click here to contact us.

~_ Customer Service
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Filling the Gap:

Requires Visibility Into the Actual Customer Experience

Business

IT

Funnel
Reports

Shapping Cart 15 Empty.
Business

Trends

Performance
Metrics

ok e nn bemnsin w0 urshopping eam

Interactions ] Presee cosznis s

Issues |

l

Jln]]
(el
Honll
Tl

~__Customer Service
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the Era of
SMART.

The unique approach of IBM Tealeaf solutions lets you fully experience your customers

Realtime
Experience
Capture

Experience Your Customers

Revenue . Customer &
Struggle Experience
Detection Impact Replay Revenue
Analysis Recovery

Tealeaf Captures Every Customer, Every Interaction, Every Time
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IBM Tealeaf solutions are already helping organizations succeed with

mobile marketing and mobile commerce
IBM Tealeaf CX Mobile covers

* Discover “why” mobile customers . each mobile channgl _
succeed or fail Native Apps Mobile Site

e Automatically detect customer
struggles, obstacles or issues

* Drill down into actual user behavior,
complete with gestures

* Translate customer feedback into
actionable improvements

* Correlate customer behavior with
network and application data
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IBM Tealeaf solutions are intuitive and fast to deploy - speeding time to
results

* Unique “network capture technology” sits behind the firewall

e Zero impact passive capture technology
* No impact on existing web application (no tagging)
* No impact to application performance
* No impact to application reliability and availability

* Rapid deployment of IBM Tealeaf software
e Easy to install on standard on-premise hardware
e Self contained with minimal impact on other systems
* Easy to configure analytics based on industry best practice templates
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Existing Customer Environment

Web Servers
Application Servers

Switch, Router,
I <—> @ Load Balancer, Databases
Firewalls @ @

SPAN port, Q Gl
Mirror port
Tealeaf CX Extended Or Tap
* Rich Internet Apps
* Flash/Flex
Tealeaf CX Mobile
- Mobile Sites cximpact
- Mobile Apps cxResults
cxView
@ > —p cxReveal
§ . cxVerify
\
' cxConnect
Tealeaf CX Capture Tealeaf CX Datastore cxConnect WA
Firewall 5 t | t nd cxConnect VOC
" Jecryp " ispect = index cxConnect MVT
~Sd « Privacy « Event - Archive

 Assemble e Correlate
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By connecting IBM Digital Analytics with Tealeaf, the analyst can
replay any session to visualize exactly what is going wrong

sttt Koplyw Prowmsst Mot [=F e B Eoplay Dwariays

: - |
S P hTh* ,ll'.\i!ﬂ'l'

, i e e T e Cromo ® Session replay allows the
Did you know? .-
Our customnerservice _— Tealeaf analyst the ability
e . S o [ to see exactly what the

user saw on your site: The
user saw the z-phone
special promo, and clicked
pece £romo on it...
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The company can automate retargeting by pushing struggle sessions from Tealeaf
into IBM’s Digital or Cross-Channel Marketing Optimization

eport » Session List

Displaying 100 of 997 matching sessions.

Wanage sepments | "Oomald A Schedule

Drag Column Headers Here To Growp

WL Ey  ovavzoaz ooz LA 2 3,50

Run Daily

LBy ovavzodz 00:03:23 12 3 050
BB ovsvzoazoonan: L1230
W01 By or/av2012 00:04:32 Li12 3,50
2B oavznzonioess b1 2 340

[+ 07/31/2002 00 :07: . o,

Buyer struggle
60725

eMessage Documents

T Comtent Type = HTHL

Interact List

ot

Please come back! |
Give us anotherchance! ||
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Putting Recovery Efforts into Practice

Identify Scope Fix Follow-up

1. Reactive

. Relying on your customers to report problems
. Issue discovery, timely resolution, and customer follow-up

2. Proactive
. Utilizing IBM Tealeaf solutions to help you get ahead of problems

. Real-time customer experience KPI monitoring, pre-determined alerts,
issue resolution, and customer follow-up
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IDENTIFY ~ REACTIVE
Relying on Your Customers to Report Problems

Customer calls in about online issue—one that the company
did not know existed.

Setup - System Log - Help & Training - Logout

AlwayLit CRM

Home | Cases EEHLLTE Records L3

IBM Tealeaf CX Dashboards Active Search Analyze Configure Tealeaf Search Online Help Q Admin

The agent fi nds TEALEAF USER: Logout

Search » Session List 3 Event

and reviews the | g v v B

cu StO me r’s ©  01/03/2013 08:01:32 00:04:23 roblastname@gqmail.com Pipt12 350

SeSSiO n i n I B M Order By: Page Number « | Ewvent Label: customer behaviour | | Show Dimension Constants m

Tealeaf solutions, Ve
and validates (or
not) that a B 5 W Prrodoones: [N —— B E
technical error t'::’;lz::t: | t Trip: 0.1375 Round Trip: 0.739s m"wmmre o0
exists on the g [searcn erue sivenare. |
billing page.

# Product Browsed TRYA Sunio SNGYX1168
Yy Broduct Added to Cart TRYA Sunio SNGYX116B
1 Checkout Started
\r Checkout Failed

[ L= S [ R S [P I [N

29 1 ch

Weloome, 5

lco

Yy Checkout Failed

Wour Language

Furniture Electronics Apparel

Shopping Cart is Empty

Yow have no items inyour shopping cart

Please consinys shopping
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Utilizing IBM Tealeaf solutions to help you get

ahead of problems

Cashbcards  Active  Search  Analye  Configure  Tealeal  Halp

DIVWIN0E - DI TZT008

?Hﬂﬂnnnn

LUt L v L o IIME O3  oand  0MAs

Immediately surface where
customers are struggling on your
site by using IBM Tealeaf solutions’
real-time dashboards and alerts.

S @D

0 Ovdie R atdred

Ly arign
System [ssues

Change
b onaas
4  -0.05%
+ oo
+ 1.79%

¥k+ TEARIEAF ALERT ***
ALERT DETAILS
¥iew alert details

l

And, when something looks off,
TAKE ACTION.

Ewvent Fepeated Start Checkout (= 2 times)

Alert LI=zahility Alert - Repeated Start Checkout (= 2 times)
Walue 14

Threshold 10

Lastvalue 14

Threshald Type Fositive

Generated At Saturday, March 19, 2008 15:26

Feport Period Saturday, March 15, 2008 145:24

||"||
|
il
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Putting Recovery Efforts into Practice

Identify Fix Follow-up

> Understand the magnitude of a given problem — how many customers
were impacted.

> Also, identify exactly which customers were impacted via captured
contact information.
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SCOPE ~
How many customer were affected?
Which customers?

Dashboards  Active  Search  Analyze  Configure  Teaload  Help (GMT-7) TEALEAF USER: Logout

isitor Search

Dot Seach Rocend Sesrches  Completed Sewches

|nn|nnl ||5huvumn | Uear Search | | Rasrdes Search | | Sesech ||

=l Erocesd To Checkout | at least once =]
;l Logeh |-:! et ance :_l
=l |shopping Cartis Empt | at least once x|

awsilable Dates (Viskors) AN Text n Ewents [nchudes

Aug 9 2007 - Har 17 2006
Available Dabes (Sessions):

Text it vl 1 Events [mciudes

Teod in Resporese

& Text in Response | includes

Compete in
the Era of

SMART.

P wahin g aingles session

| IEM Tealeaf CX L

Bor e = Soankon List

Jan 17 2008 - Mar 17 2008 Evenis
Search Range: vl ik s
'm - Sesson inlo
- Page i
Frien: fozrosizone” [oo:on:on &t -
) el ance Nl
To II:I!.-':IS,."MIIIS 235550 ’

- Ubsar Defined Fiskds

Conhgure

Se=xion Liat Tenmplate;

adrmn

BRI papawors votas w123 NG alilaatrarnsggrmal corm 1195 98

Ll T R ST R e w2 3 eE UK wzsiname@hulrmail e 154332

BRP £y mmaenasien k12 3aE UK elaslnarmsEnngil.cum 12471.94

L =l N e T W e S T I T UK flapinarmeiyahng. com 118898

EpgP f[2y,  MEEIIEITAT A b1 2 3 mE LK st sy erail. o 1332 98

g DI 222 23 w@ UK whaErEnE il 1198.90

B f Sy DIRE01] 74505 iz 28 w@ K Llastnarmesgac.com 43212

B f By v pet W4 23 e L clastramegihalmal.oom 1189.09

BaP By ovamozvseds L1230 5@ i dlastnama@Gamal cam LLEL-E

P E‘j\ DIAracsd 13 80132 kg 2 o3 wE 1 alarmamaEy shna mam 1 1396.96

Ay BrP [y, mmzenzeinis LA 2 3G Ui NA=InAMAEREN0N frm 1329.98
~ - PP [y punamsizEitoz M1 E A3 EE e glashame@anas com 184332
PP & [Eh, OWOAPIMARIZTIE ho4 2 3P0 E@ o nlasmame@gmat cam 1128 28

Bpgr iy, cmaeniaeiEaz 2@ uK lasmame@hatmall.com T332R8

Whether you utilize
search, or drill-down
from a dashboard, IBM
Tealeaf solutions can
help you identify other
customers who
experienced the same
shopping cart problem
as Rob L.
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Putting Recovery Efforts into Practice

Identify Scope Follow-up

> Diagnose the root cause of the problem.

> Resolve the issue immediately in order to limit its business impact.
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Quickly Resolve Issue to Limit its Business Impact

AlwayLit CRM PO —

Having found a
new site issue, the

1 | | Annotations J Pravious | Nt | _ Clos
d g ent (O Fa ny L Net Trip: 0.1375 Raund Trip: 0.73%95 lesponse Size: 25,034b Status Code: 200
_ -
Tealeaf user) can S ai
Spec cods Recipiants (separats amails by & eomena): Welcome, S
Send the exa m ple andy @straussandplesser.com M k| Moy Volkghiiz] 1
SESSIO n d | re Ctl y tO g four Language:
- " < T A H r
prod uctlon Support Fumniture  Electronics  Apparel |l:4.|:.t|}r|11:|r Website Tssus
for immediate S
Shopping Cart is Empty Adam, B
reSOI utl O n . Just kelped a customer named Stacy
(stacy @yahoo.com) complete a purchase,
Yiou have no ikams inyour Shopping can Might b an 155U with the registration process.. can
you please have someone take a look? And just an
Plaase continye shogping Fr1, inbownd amals o customear service ard up 10%:
today.
d
ok | [ cancet |

Customers of IBM Tealeaf solutions can afford a 60%
reduction in IT time associated with problem reproduction
and resolution.

— The Total Economic Impact of the Tealeaf Customer Behavior Analysis Suite, a commissioned
study conducted by Forrester Consulting on behalf of Tealeaf, August

|
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Quickly Resolve Issue to Limit its Business Impact

%7 RealiTeaPro Yiewer - [Sessionl - 1] o ] 4|
[@] File Edit view Toos Window Help 18| x|

F = ﬁ:“ J b@ i @h
Open  Save A5 Prink  Pagelist Lpdate SubSearch  Searc Report/_\ . .
With the customer session,

Kk & = =2 @
J I:rstT tPrev Mext jLait IStop jHilite| Refresh and Corresponding Req ueSt /
= e Response data_, prod_u ction
Viewai:le Fl'ages é‘ Furniture  Electronics  Apparel Su p po rt can q u |Ck|y d Ia g nose
: and fix the site issue.

Ewvents I
Event: Empty Cark (TextFound: Shapping Cart is Empt: Shopplng Cart is Empty
Event: Empty Cart (TextFound: Shopping Cark is Empty

fou have no items in your shopping cart %P RealiTeaPro Yiewer - [Session1 - 1] (=] B9

Kl | B piesse |ENTEEIEI] €] Fie Edt Wew Tools Window Help METEY

Field Mame | ﬁ' § @D @ @
& Mo Form Figlds Far this page. COpen  Save As  Print  Pagelist Update SubSearch  Search Report
Kk & = = @ REQ RSP P
First Prew Text Last Stop Hilte Refresh Request Response Replay
J IFree Text j quual j I j IAn_l,l D ate/ Time j Search I
Jd | SessionListl Fieplay-1 I B Feqt B Rspl |
- - i
l_ |http: ffumana. straussandplesser . com/store/indesx. phpfcheckout feart [TimeStamp: 03/14/2008 05:09:10 PM |[Gener. Vliewable Pages x N
http: i, straussandplesser.com/fstorefindex. php/apparel [ Page || LRL "
s hitp: fww.straussandplesser.com <!DOCTYPE html PUBLIC "-//W3C//DTD XHTML 1.0 Strict//EN"
Oe http: ' ' dpl -com "http://uww. w3 .org/ TR/ xhtmll/DTD/ xhtmll-strict.dod™s
i fuviw.straussandplesser. com) <htwl ¥mlns="http://www.wd.org/ 1999/ xhtml™ xml: lang="en"
Uieur B UlEvent: 1 <heads
8z Fittp: ffuvn. straussandplesser .comy <titlex3trauss and Plesser</titlex
By q u IC kly reSO IVI n g th e S I te Ul7ur B UlEvent: 1 <meta http-equiv="Content-Type" content="text/html; chars
fs hittp: {fawen. straussandplesser . comy <meta nawe="description" content="Default Description"/>
H Ulsur B UEvent: 1 T | <meta name="keywords" contentc="E-commerce’/:>
|Ssue, fewer Cu StOI | lers a re Ulsur B UlEvent: 2 <meta name="robots" content=TET/s
Uisur B UlEvent: 3-4
I m pa Cted a nd OtherWISe IOSt B9 hikp: | henena, straussandplesser .comy <link rel="icon" href="http://www.straussandplesser.con/s
E 10 hikp: | henena, straussandplesser .comy <link rel="shorteout icon™ href="http://www.straussandples
1 1 B 11 hittp: ffana, straussandplesser  comn)
\ reven ue IS reta Ined [] -‘- aa i BB e Llﬂ jscrint twne="text/iavascrincs _I;I
I I 4 3
\
l_|http:,l’,l’www.straussandplesser.com,l’store,l’index.php,l’checkout,l’cart,l’ |TimeStamp: 03/14/2008 05:09:10 PM |Generati0n Time: 0,798

Done [ Mern: 48,4 MB/Disk: 3.3 MB 4
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Putting Recovery Efforts into Practice

Identify Scope Fix

> Reach out to impacted customer segments — based on your company
policies — to recover lost revenue and/or improve satisfaction.

> Integrate IBM Tealeaf solutions with email marketing solutions for
automated recovery campaigns.
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IBM Tealeaf CX

Dashboards

Report > Session List

Displaying 100 of 329 matching sessions.

Active

FOLLOW-UP ~
Recover Lost Revenue and Improve Satisfaction

Search

Drag Column Headers Here To Group

-_m Billing Email Cart Total @

W4 i
W5 i B
04 i By
205 i By
205 i By
RN
W5 iRy
W4 i
W5 i B
RN
204 i By
205 i By

01/03/2013 0:01:45
01/03/2013 3:22:23
01/03/2013 5:14:01
01/03/2013 6:17:32
01/03/2013 6:35:45
0140372013 7:22:21
01/03/2013 7:45:05
01/03/2013 7:51:11
0140372013 7.55:43
01/03/2013 8:01:32

01/03/2013 8:10:15

01/03/2013 8:11:02

w12 3x0
12 3530
12330
%12 3,50
wk12 350
w12 3,50
w12 35950
W12 3,40
12 3240
w12 340
k12350
%12 3,50

Online Help (o]

Analyze Configure Tealeaf

Admin

Session List Template:

roblastname@aomail.com

UK viastname@hotmail.com

1199.99
1543.32

Dear Caral:

We're sorry for the dif ficulties you experienced recently on the Strauss & Plesser web site. We are
happy to report we have been abile to resolve those problems and to make up for amy inconvenience
we would like to of fer you the following coupon 1o use on a future online purchase with us.

Coupon Code: XY587TL6

This coupon is for 10% of f your next purchase on www . stroussplessercom and does not expire until
June 30, 2008,

Thank you again for shopping of Strauss and Plesser,

UK flastname@yahoo.com

UK glastname@amail.com

2y 94
1.99
%99
1.99
12
L]
199
99

<1199

1329.98

1543.32

<Default=

No

No

No

No

No

No

No

No
No

No

No

[w]

Compete in
the Era of

SMART.

Directly
reach out to
impacted
customers—
via email or
phone.
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You need to know more than who abandoned.....
To provide optimal usability and customer experience.

Yes, too many people are
abandoning....... Q

...but do you
know why ?

Ay
{"@j‘?;f’ r'd
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To get the complete picture of your customer’s
experience, focus on intent and action.

e
a l""\_!

C;)K,S‘l— Ly .f
'“‘1 7
CUSTOMER INTENT CUSTOMER ACTION

(Usability Analytics) M (Transaction Analytics)
/ i \ /' Jump in error messages. \

= |s the content of the page designed
effectively?

Repeating to the same screens over

and over.
= Are people able to find what they are

looking for?

Starting the checkout process, but

not successfully transacting.
= Are links and buttons in places where

people would expect them to be? /

Or paying a bill in on-line and not
getting to the confirmation page. /

/
-

\ |
~ _',‘r’
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Analyzing Customer Intent:

When changing promotion placement, can you quantify changes in
user attention with each move?

v Lel Lanpegeunancy | Sign inkiegrsts W bk 5050 + - Wkt Lanquiselomesss Soe ki ~!. Sebpein 5000
HENEEE-TEM Sinie Locas " st (s I o 1-S0-EATT San Lodam ot O deg

Al Irgarments | () TICL A1 Degariments

Seanh
b] Free Shioping GGG EER R A ) SNiDDING O orders cwer $100

The Season's The Season's
Hottest Stripes Z Hottest Stripes

Save 25% on women's : Sa\re_ 25% on women's
zhirts and blouses _ shirts and blouses

e Where do your promotions draw the
most attention? B .
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Analyzing Customer Intent:

Is your page content placement optimized so customers see what you want
them to see?

O orders ower $100

Simnrezh
‘# Save 15% Off Your Entire Purchase E Free Shipoine
home | Home & Femishing

Home & Furnishing

| ying Room Sale

Sa 2 15% on lving room furmiture

What do desktop
users view on a
page that tablet
users typically o
don’t? '. Peridt Save on

Ll S = Everly Time Lighting

Tu._”:, J-‘ %‘\ 15% off Mecially
i — l .
i - .

3% o Selected
coftes miers
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Analyzing Customer Intent:

Are customers abandoning when completing forms? If so, do
you know where and why?

2.5hipping Address

Conversion is at the
desired target, but
users may be
abandoning
unnecessarily on
certain fields.

United States

= StateProv

nce:
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cxOverstat delivers actionable usability analytics

cxOverstat enables companies to visualize customer behavior across online and mobile
sites in ways that allow for easy consumption and quantification of data in order to take
intelligent actions that enhance overall site usability.

Discover Actionable Usability Understand
Where your visitors Analytics What form fields cause
click on a page and : ' - customers struggle or

on which content drop off
Determine ldentify

links hovered over or
clicked on to understand
relative popularity

what part of a page are
users spending most of
their time

Segment )
“usability data for more — et
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Click heat maps let you optimize the placement of key content
enhancing your visitor’s experience

Dt ST Tl

* Identify the regions of a
page where visitors

have clicked whether T
its live links or static # RELATED PRORUSTS
. Z-Phaona 2 I-h:.lh-h.ﬂhl.l-n.-i-
images s
RETYEES E ] .ﬁ ...r..-l'.
. .o s T ] Tl W2
* Drill down on specific oot Q| E=
areas where customers o s v m iatmun
are clicking to more - o i
deeply analyze those = e e
user sessions and e :j o cm—m——
understand why [ :
e il
_ A red hotspot means that a large
* Uncover usability flaws percentage of visitors interacted
that cause customers with the content.
confusion and struggle. ) h — .
R Z-Phome R

Bl —rdin ALIE F3bra el Anric o
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Form analytics help optimize each and every field to increase form
conversion and completion rates

- Stark Replay Hext Request Response Raplay F Form Analytics

@ | ™ 06/1/2013 - 06/24/2013 | Filter by data: |_Add Dimension |

Form Funnel | Dwell Time | Repeats

e Evaluate the

&

. g h Dkt
effectiveness of a form el e
. . * 0%
in capturing entered <span_langusge> -
. . EEEE— 1 00% oy
information and how g =™
well visitors are able to oGt contnoed | BLRE | aom

o i 10% (451 of 4,513) See the percentage of users that

complete it.

dropped off since previous field

drop off at each step, what
percentage are completing the

Email address

R e

1M

* Monitor dwell time on SHi% o FOF QT MW form.
individual fields, which T e o,
may be an indicator of — 2% | o 1
Customer Confirm password

* Understand drop-off
rates if the form was not
completed.

Totals % based on 4,513 counts)
10% Completion | 90% Drop off

-
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Link analytics show which links are getting the most attention which helps
developers make informed decisions about layout and design

- Start Replay Maxt Request Response Replay

® | ™ 06/1/2013 - 06/24/2013  Filter by data: | AddDimension | | Show: | Click rate *| | Appty |

* Identify which links
are being clicked on

most often.
18 ‘/'L 8 l.:-i:l ck .5k total)

° Ga|n awareness Of J 68 2 4] !-chnu'e [6.Zk total) EE}
WhICh ||nkS -] ? 3 __.IE, hG\Er_-:--IE;]. e View repost from this data

customers are 00:45 3 Sgloeine
hovering over
'DD ] 05 6 5 FZ" II-:w::. :i:4 ::-; éatui?
* Analyze and
understand how
relative link
placement can affect

online goals.
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Attention maps help you determine what part of a page are
users spending most of their time

Green: Most
* Identify areas on amount of time
the page that are : spent on 3
most consistently in
view for site visitors

* Evaluate the
objects on the page
that are most
frequently placed in
front of the visitor

* Optimize -

engagement by -

changing the .

placement of more Red = Least
desired content amount of time

spent on a page
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Business benefits of actionable usability analytics

Improve conversion rates and optimize
page flows by discovering sources of
struggle down to specific form fields

Optimize landing pages by replaying the
complete experience of specific users to
understand why they clicked on
unexpected links

Enhance placement of page content and
calls to action for even dynamic, rich
internet applications

Improve campaign performance by
understanding why different segments
of users behaved differently on any page

ditealeaf

Actionable Usability
Analytics

Compete in
the Era of

SMART.




Transformation For Growth g
SMART.

2014 Consultants &
System Integrators Interchange

Customers of IBM Tealeaf solutions typically realize risk-adjusted
payback in less than three months

Typical three-year risk-adjusted results

512% ROI
2.6 mOﬂthS payback period
USD7,633,214 total net present value

~ 'z:; URCE: Forrester Consulting, The Total Economic Impact™ Of The Tealeaf Customer Behavior Analysis Suite, Norman Forbush,

i o Atgust 2010. Report commissioned by Tealeaf.

encfits found in this study were risk-adjusted and were achieved over a three-year period.
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the Era of
SMART.

3 50, 0.5%

Increased average

Increased conversion order value

Increase in retention
rate rate

60% 10% 0.05%

Reduced problem
resolution time

Fewer project fixes

Reduced disputed or
(project avoidance)

fraudulent
chargebacks

SN
N e -

SOURCE: Forrester Consulting, The Total Economic Impact™ Of The Tealeaf Customer Behavior Analysis Suite, Norman Forbush, August 2010. Report commissioned by Tealeaf.

Benefits found in this study were risk-adjusted and were achieved over a three-year period.
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Sample evolution of Tealeaf Users Across the Enterprise

Advanced Jite
Optimization

: Proactive
Monitoring

Institutionalizing
CEM across the
enterprise
(multi-channel)

1: Reactive Putting new
Problem processes in
Resolution  place for CEM

Improving
Existing
Processes

Tealeaf Maturity Model|
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Thank You
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