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The Opportunity
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Value of 
analytics

 Acquire promising 
prospects through better 
targeting.

 Reduce marketing and 
sales cost to serve and 
drive margin.

 Intervene to cross-
sell/upsell and drive 
revenue.

 Intervene to make 
customers profitable 
faster

 Focus on wallet share, retention, 
loyalty, and engagement to drive 
profitability.

 Focus on 
recovery.

Without customer-focused analytics
With customer-focused analytics

Marketing driven by customer analytics should 
help raise customer lifetime value
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Time

Customer Lifetime value

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

Attract Engage and 
Persuade Grow and Retain
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The Challenge
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Alas: Customer life cycles have always been 
erratic . . .
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Today’s customers research through 
multiple channels and purchase through 
others

Email

Paid 
Search

Display 
Ad

Natural 
Search

Mobile

Searched for 
HDTV on 
Google

Purchased out-
of-stock blu-ray 
player after 
scanning QR 
code in-store

Responded to 
newsletter TV 
clearance link

Returned via a 
display ad click; 
picked a product 
recommendation 
on site

Came to the site via 
Natural Search, 
entered discount 
code and purchased
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Research online, 
purchase offline

Average of 6.8 interactions between transactions

Word of mouth & 
social media
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Successful customer strategies require attention to 
digital interactions – not just transactions

Grow &
Retain

Attract

Engage &
Persuade
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Internet penetration by country

You
are
here



© 2012 IBM Corporation

Traditional 
Marketer,
Was Here

Digital
Marketer

5 years ago ….
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BRIDGE SLIDE
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Today:
•“All marketing is digital marketing”
•“We are all just marketers”
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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 
•Inbound & Outbound
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The Keys to Cross-channel 
marketing 
are in your hands
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Digital analytics is a treasure chest of insight into 
current customer intent
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Built on a solid 
financial 

foundation since 
1930

3.9% APR on 
Balance Transfers 
to a new Platinum 

Card Refinance your 
mortgage at 

amazing low rates

Rich Behavioral Insights from Interactions
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Two uses of analytics: Aggregate AND 
Individual level data
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KPIs …

Optimization …

Customer Insights
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Connect your marketing software solutions 
and your marketing people!

Users SOLUTION

Digital Marketing 
Optimization

Digital marketers
and eCommerce pros

Cross-Channel 
Marketing Optimization

Customer 
relationship 
marketers

Marketing Performance 
Optimization

Marketing leaders 
and planners
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etc
IntegrateWork together!

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

• And What is The Business Case?



© 2012 IBM Corporation

Large US financial institutions combines 
aggregate and individual level digital analytics

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
 BI
 Behavioral targeting
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Doubling sales with the right recommendations
Increases Cross Sell Revenues by 70% with Coremetrics 
Intelligent Offer

Business Need
 Keep recommendations up to date 

for 4,400 site products
 Drive additional sales and increase 

average order values

Real Results
 Site revenue from product recommendations increased by 70%
 Product recommendations on the product details page, as a 

percentage of total site sales doubled, rising from 3% to 6%
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Personalized, targeted ads improve revenue

Personalized ads slash cost per order/attract new 
customers

Business Need
Wanted intelligent targeting of 

banner ads based on customer 
segment
Wanted to acquire new customers

Real Results
 Coupon redemption rate doubled from past performance of any campaign
 2/3 of all bird accessories orders were tied to personalized ads
 Bird accessories cost per order was 64% lower than average cost per order
 Orders with products that tied directly to the content served in display ads was proven 

from every segment used in the campaign
 More than half of buyers attracted to ads were new to PETCO.COM
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Online drives overall business success
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Urban Outfitters
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Targeted, relevant email drives results 

Targeted, relevant email boosts revenue by 2500% 

Business Need
 Customers were suffering from 

email overload; customer  email 
engagement was declining
 L’OCCITANE wanted to increase 

email relevance through smarter 
segmentation and testing

Real Results
 When compared to a control group, the conversion rate is 17 times 

higher and the revenue per email is 25 times higher with targeted 
messages
 Personalized email messages are keeping customer engagement high 

and driving repeat online purchases
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Cross-Channel Remarketing: 

24

from online from online 
account applicationaccount application

W
EB

W
EB

76
B

Page View: HELOC – Xpress Home Equity Loan

Results
• ~3.4% incremental conversion
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Key Web Events

 Contact Us Details

 Store Locator

 Promotion Response

 Browse Phones     

 Review Rate Plans

 Read FAQ for Free IN-
Network Calling

 Review International Plan 

 Review Number Portability

Retention: Wireless Carriers
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Mobile marketing campaign in South Korea
by Tesco Home plus

• “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
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How Do We Get There?
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Typical marketing software solutions

AUDIENCE SOLUTION

Digital Marketing 
Optimization

Digital marketers
and eCommerce pros

Cross-Channel 
Marketing Optimization

Customer 
relationship 
marketers

Marketing Performance 
Optimization

Marketing leaders 
and planners

28

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

29

IBM Digital Analytics
Digital analytics in the cloud

IBM Digital Analytics Accelerator
Digital analytics installed on your own premises
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Obtain a complete picture of each customer’s lifetime 
interactions with your business

Customer 
Attributes 

Social & 
Mobile

Off-line 
Interactions

Systems of 
Record

Traffic 
Sources

Lifetime 
Website 
Behavior

30
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Don’t lose the customer in all the cookies

Anonymous

 Cookie

Visit 1

Registration /
Purchase

Cookie + 
Identification

Visit 2

No Login / 
No Purchase

 Cookie

Visit 3

New Device or 
Cookies Deleted

 Cookie 2

Visit 4

Log-in or
New Purchase

Cookie 2 + 
Identification

Visit 5

Web Analytics Database                                 Who is it?          How can you communicate?

Cookie 1 ?
Cookie 1    -- Registration Info John Smith

Cookie 1 John Smith

?Cookie 2

Cookie 2   -- Login or Purchase Info John Smith
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The typical approach to connecting digital 
data into marketing automation systems

32

digital analytics

traditional 
customer datacustomer

custom data feed

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

33

Lots of help from IT needed to get feeds in

Hard to turn raw feed data into insights

Data in feeds not reliable

Feeds often arrive late, making data old, less valuable

Most vendors charge extra fees for feeds
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New approach: integrated solution, no feeds

34

digital analytics

customer

integrated functionality, 
no custom feeds, 

easy access to and 
usage of digital data 

in campaigns

Additional 
customer datacampaign management
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Results that your company can expect …
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Typical benefits from using digital analytics 
data for cross-channel marketing

•Improved response rates 
from more relevant campaigns

•Lower churn rates from more timely 
customer outreach

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

•More accurate customer scoring from a 
richer customer profile
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Questions?

www.ibmconnectedcustomer.com/nl

• Akin Arikan, IBM
• aarikan@us.ibm.com

• @AkinArikan


