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Marketing driven by customer analytics should
help raise customer lifetime value

Customer Lifetime value

= Focus on wallet share, retention,
loyalty, and engagement to drive
* Intervene to cross-  profitability.
sell/upsell and drive
revenue.
= Intervene to make
customers profitable
faster

= Focus on
— [ECOVEry.

$ Value of

analytics

pm I I s S S

. -
= Reduce marketing and ”
sales cost to serve and
drive margin. s
= Acquire promising 7 <
prospects through better
targeting. 7
7 With customer-focused analytics

Without customer-focused analytics

Time

Engage and
Persuade

Attract 5row and Retain

Source: Adapted from Forrester Research, July 29, 2011, “How Analytics
Drives Customer Life-Cycle Management”



The Challenge



Alas: Customer life cycles have always been
erratic . el




Today’s customers research through
multiple channels and purchase through

other
© h

Average of 6.8 interactions between transactions

& Display Natural

Paid T Returnedviaa  Came to the site via

Search ¢ display ad click; Natural Search,
Purchased out- Responded to picked a product entered discount
of-stock blu-ray newsletter TV recommendation code and purchased

Searched for player after clearance link on site
HDTV on scanning QR
Google code in-store
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G Word of mouth & Research online,
social media purchase offline




Successful customer strategies require attention to
digital interactions — not just transactions

: S‘ta e Initial . Cross- Retention
Channel 9 Awareness Consideration et On-Boarding &Up-SeII & Win-Back

TV / Radio / Print
Out-of-home

Events

MASS

Product Placement
Web Ads
Blogs { Sacial Nets
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Internet penetration by country

Internet penetration (%)
B Using daily (%)
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Internet Penetration

Source [Internetworldstats; Digital Life] Base: Total Market Population; Min 500
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Digital
Marketer
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Traditional
Marketer,
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Today:
«“All marketing is digital marketing”
re all just mark
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Digital + Direct = Interactive Marketing
has emerged as a recipe for success

Engaging each customer and prospect
In a cross-channel dialog that builds
upon their past and current behavior
*Online & Offline

*Transactions & Interactions

°[nbound & Outbound



The Keys to Cross-channel
marketing _
are in your hand: {,{

K
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Digital analytics is a treasure chest of insight into
current customer intent




Rich Behavioral Insights from Interactions

Town e Ba n k AboutUs  Careers  Branch/ATM Locator m

Home | Personal SmallBusiness Commercial Investing Customer Service Contact Us

Faster Online Payments are here! En Espaiiol | Select Region | Text Size a da

Online Banking Login o g _

Login here to access all of your
account information online

Personal / Small Business w m

L

e -
F

Help | Forgot Password?
Enroll | Demo

financial =~ '='®

foundation since” *

1930 I

Citizens Bank takes security
seriously. Your information stays

safe with s

y O
B Find a Branch/ATM Apply Now! Products & Services

: City, State or Zip Chonse one v| [Choose one v |
P E =

Cuy »

Emal » 3.9% A

Promoti » Balance

qnhew
Scan
CA
Activate videos and product ratings using in-store barcodes
and Mierasoft Tag= with integrated scanning exclusive to
— our iPhone app

Download the Lowe's App
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Microsaft- E
e
47000000008 488%3
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Two uses of analytics: Aggregate AND
Individual level data

Coremeines Coremetrics Demo Site| IBM Coremetrics Analytics & e {...? dmin | 7 Help| @ Feedback| ® Support|
Analytics™
Q] Workbook: Default Workbook * Actions ¥
Dashboards _ Actions ¥ X Marketing Programs | By Vendor x C Overview * | KP IS Xy
ErremE T e m Commerce Overview 9 Comments
Competitive Overview = = A
. & oo = 2| Optimization
Content Overview L
Design Overview Sales Heatmap S Session Purchase Funnel | ¥
Key Performance Indicators 4 Week Avg Ending 7/110/2011 - 7116/2011 Sales Yesterday | 7/13/2011
Marketing Overview Su Mo Tu We Th Fr Sa Avg. Al Visitor, Sessions
i i Z 12— $108,045.82
Real Time Overview ] Visit 100.00%
= $66,530.09 =
< Il View Product 47.29%
I
! ! $85,014.55 = |
i i 2 Add to Cart 4.69%
$43,459.02 -1' |
= = Buy 1.61%
- =
$21,382.43
1 _— E
1 — ! Session Purchase Funnel
Avg. $487.36
Top Changing Product Categories 4 Top Product Categories
=3 =
Last Week | 7/3/12011 - 7/9/2011 vs. Prior Period Yesterday | 7/13/2011 L“ maire, G a rth )
LIm-&CHE Inc.,
CP’:“““ Productld | items Sold % Change & Cprt“’“‘“ Product ID 1. 7 Lo c
alegry alegory | gl. 212-571-1850
OUTD..SHOF - 179 & 203.39%  NO CA..GNED i i i
Reports e MOTH..S DAY - P 150.00%  FURNITURE - E-mail: GLEmﬂWE@ mailklecks. com
T —— ACCES..RIES - & R 44%  ACCES..RIES
oLl . Actions ¥ FURNITURE & 4400%  BATH - Haz==ll C-Iﬂ"}"
Manage NO CA..GNED - & 43.16% | GIFTS . ! ’
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Customer Insights | =" Hevzie@vyanco.com
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Connect your marketing software solutions
and your marketing people!

Users SOLUTION

Digital marketers
101010
and eCommerce pros

/

l Digital Marketing
Optimization l

l Customer Cross-Channel
relationship l Marketing Optimization l

l marketers l

l Marketing leaders Marketing Performance

\ and planners l Optimization I

etlc
Work together! Integrate

1 Boss for
all of It
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How Can this Help Me Throughout
the Customer Life Cycle?

e And What iIs The Business Case?



Large US financial institutions combines
aggregate and individual level digital analytics

i

. . Initial . Cross- Retention

= Website goals similar to eCommerce
= 500+ active users of digital analytics
= Used for site optimization

= Improved application completions
by 29%

= 15+ data feeds from cloud based
digital analytics solution into inhouse
data warehouse

= Bl
= Behavioral targeting



Doubling sales with the right recommendations

Increases Cross Sell Revenues by 70% with Coremetrics
Intelligent Offer

ORVIs

Business Need
= Keep recommendations up to date
for 4,400 site products

= Drive additional sales and increase
average order values




Personalized, targeted ads improve revenue

PETC ~ Personalized ads slash cost per order/attract new

Where the pets g

Business Need

= Wanted intelligent targeting of
banner ads based on customer
segment

= \Wanted to acquire new customers



Online drives overall business success

Tre mage o | going to a wedding? m Ki (3 sionin | myaccount | customer
| | |<m § tird 3 couple's registry

a Your bag (0)
forthe home bed & bath women men juniors kids beauty & fragrance shoes nandbags & accessories  jewelry &watches szle
SEARCH || b 1D GO » “giftguide  sToRES DEALS & PROMOTIONS GIFT CARDS WEDDING REGISTRY

MYy*MACYSshop ahead
Whatever. Whenever, VWharever. With our new shop ahead services,
you can enter your P Code to shop for what you want, the way
youwant. Need a couch? Find furniture samples in your area.

Love adress? Chedk its size and color availability at a store nearyou.
Anc as aways, you can browse local store catalogs and offore,

« find it in store

Want it? Shop macys.com first and find out if the size & color
you're looking for are available in your local Macy's store.

+ furniture sample finder

Seeitin person — we'll show you where, Locate
furniture samples at a store near you shop now

* your store cataloge ?- ~#are S
Browse local slure cetal

et Macy's Q1 Profit Rose 43%, Led By Strong Onlin

« NEW!Web ID

It's quick & easy to sean S
the product descriptior
By INVES I ORS.mm ALY

#L8  powenen v INVESTOR'S BUSINESS DAILY"
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Urban Outfitters

Free Shipping on Orders Over $50! Shopping Bag ﬂ]
“Details Order Status Sign-in
.
urban ouvtfitfers
WOMEN'S MEM'S APARTMENT GIFTS SALE BLOG SEARCH |GO|
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Targeted, relevant email drives results

L’'OCCITAN Targeted, relevant email boosts revenue by 2500%

EN PROVENCE

—_ Business Need

' = Customers were suffering from

. . email overload; customer email
Jeren D engagement was declining

= L’'OCCITANE wanted to increase
email relevance through smarter
segmentation and testing




Cross-Channel Remarketing:

Prospect “Bails”

from online
account application

DAY 1

Email

Email Service Provider

(
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Teaser text goes in this area of the HTML page.

m  Results

A3 Call Canber - Microsalt Inbernet Eaplarer =1 |
Cs [ Sy Fapecrbs Toals Eelp
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Fredusi dardcn .
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Uk Pireldat Eomta Flar s g
[ Bestorrer | | BestOffer Series | | Best Offer Package J | Suee offer | [ frer Series | | Sues offer Package |
Next Best Offer
Offer Hame =D
Teaser text goes in this area of the HTML page.
Offer Hame =D
Teaser text goes in this area of the HTML page.
Offer Hame =D
Teaser text goes in this area of the HTML page.
Offer Hame =D

~3.4% incremental conversion




Retention: Wireless Carriers

— e —
/ }

\———

Key Web Events

e  Contact Us Details

° Store Locator

. Promotion Response
o Browse Phones

° Review Rate Plans

International Stl\lil:&%- ° Read FAQ for Free IN-

Keep Your Number

Network Calling
o Review International Plan

° Review Number Portability

Current Promotions




Mobile marketing campaign in South Korea
by Tesco Home plus

FTT TS m N

|

e “Tesco Homeplus
Virtual Subway
Store in South
Korea”

* A portion of the
QR code can
represent location
or other insights
that you can
collect

*  Opportunity to
target additional
information to
customers based
on their scans

26



How Do We Get There?



Typical marketing software solutions

AUDIENCE SOLUTION
101010 Digital marketers l Digital Marketing
and eCommerce pros Optimization

Customer l Cross-Channel
relationship Marketing Optimization
marketers
W Marketing leaders l Marketing Performance
A and planners Optimization

etc

Integrate

28



Choose either a cloud based vs. on
premises digital analytics solution

i ki Dol

W |4 23010

IBM Digital Analytics

100 B £ 454 I:

l1§

3 0 5 BEnD
P, 1o ~ Digital analytics in the cloud

Citd] 005 . n

Virkitor Pl clide Fiame|

IBM Digital Analytics Accelerator
Digital analytics installed on your own premises

Mumber of Veudors

© 2012 IBM Corporation 29



Obtain a complete picture of each customer’s lifetime
nteractions with your business

Systems of

s Record
-

Social & f
Mobile

Traffic @ Off-line
Sources Q w Interactions

Lifetime Customer

Website Attributes
Behavior

© 2012 IBM Corporation 30



Don’t lose the customer in all the cookies

Visit 1 > Visit 2 > Visit 3 > Visit 4 > Visit 5

Anonymous Registration / No Login / New Device or Log-in or
Purchase No Purchase |Cookies Deleted New Purchase
=» Cookie =»Cookie + =» Cookie = Cookie 2 =»Cookie 2 +
Identification Identification
Web Analytics Database Who is it? How can you communicate?
Coo#ie 1 ) (=)
I 6.2 L
Cookie 1 -- Registration Info —  John Smith @ @
A
W 63 )
Cookie 1 John Smith & MC @
£
Cookie 2 2

w P L
Cookie 2 -- Login or Purchase Info —  John Smith ) & @



The typical approach to connecting digital
data into marketing automation systems

digital analytics

[\ ,
101010
/ ‘ 010101

traditional
customer data

el =
S =Ea

campaign management
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The downsides to using data feeds to a data
warehouse

Lots of help from IT needed to get feeds in

Data in feeds not reliable

Feeds often arrive late, making data old, less valuable
Most vendors charge extra fees for feeds

Hard to turn raw feed data into insights

33



New approach: integrated solution, no feeds

Integrated functionality,
no custom feeds,
digital analytics easy access to and
usage of digital data
In campaigns

& _ .,
101010
/ ‘ 010101

v v
(@] = _m=.
custome:\ —
=
Additional

campaign management customer data
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Results that your company can expect ...

Typical benefits from using digital analytics
data for cross-channel marketing

sImproved response rates
from more relevant campaigns

sLower churn rates from more timely
customer outreach

M’Mw

*More effective re-marketing or on-
boarding based on Web site activities

*More accurate customer scoring from a
richer customer profile

35



Questions?

Akin Arikan, IBM

e aarikan@us.ibm.com

@AkinArikan
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EMM Sales Com... EMM Sales Com... [ IBM Software lice... [ IBM Software lice... Software Selers ... [ Smarter Commer...

Delen | Euke | i 3

" Home Qverzicht Waarom IBM en marketing?

Generation C:
De connected consument
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Generation C is geen demografische groep. Het

zijn alle consumenten.
Ze zijn connected en ze hebben alles onder
controle.
Overzicht Vijf crucicle stappen voor
de inferaciisve marketesr
Collect
Inzicht krijgen in het
Analyze gedrag von de consument
en de beste kansen >
zichtbaar maken
Decide De boodschap persconlijk
TNCken 8N een
voortgacmde dicaloog tot
stemd brengen
Deliver De dicloog met de

COnSUIMant SOt

www.ibmconnectedcustomer.com/nl
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