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Predicting success: Driving Increased 
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Market Factors Have Created 

Smarter Consumers 

• Always connected 

 

• Instantly informed 

 

• Using multiple 

technologies 

Instrumented 

• To other consumers 

• To trusted information 

• Want to connect with you 

• Freely sharing opinions 

Interconnected 

• Know products better 

than you do 

• Know (and shape) your 

reputation 

• Clearly defined 

expectations for 

customer experience 

Intelligent 



“Getting closer to the customer” is  

THE top priority for Standouts 

83% 

Others 

95% 

Standouts 

Getting closer to customers 

14% 
more 

Getting closer to customer 

People skills 

Insight and intelligence 

Enterprise model changes 

Risk management 

Industry model changes 

Revenue model changes 

88% 

81% 

76% 

57% 

55% 

54% 

51% 

Dimensions to focus on over  
the next 5 years 

Source: Q13  Which of the following dimensions will you focus on more to realize your strategy in the new economic environment over the next 5 years? n=1,523, n=303 

Source: IBM’s 2010 Global CEO Study – Capitalizing on 
Complexity (1,541 CEOs, 60 nations, 33 industries)  



Predictive Customer Analytics:  

Reshaping how companies go to market 

One to One 

                    

The Broad Brush 

“Our customers want personalization 
of services and products. It is all 
about the market of one.” 

Tony Tyler 
CEO, Cathay Pacific Airways, Hong Kong 



Extracting intelligence:  

Full-spectrum analytics 

What is 
happening? 

Why? 

What will 
happen next? 

What should I 
do about it? 

Business  
Intelligence 

Predictive 
 Analytics 



Going beyond Insight to Foresight 

 

Predict and prepare for the future  
by evaluating trade-offs proactively 

15X 

Industry Top performers 

Industry Under performers 

Top Performers  

Demonstrate Expertise 

Source: IBM: Break Away with 
Business Analytics and Optimization Study  



Time 

Revenue 

Loss 

Less Loss 

Profit 

Predictive Analytics for CRM 

Attract Grow Retain 



More Efficient 

Acquisition 

Longer Lasting 

Relationship 

More Frequent 

Up/Cross Sell 

Time 

Revenue 

Loss 

Less Loss 

Profit 

9x increase in response 

rate for remortgage offer 

Leading 

Financial Group 

Predictive Analytics for CRM 



More Efficient 

Acquisition 

 More  

Profit 

Longer Lasting 

Relationship 

More Frequent 

Up/Cross Sell 

Time 

Revenue 

Loss 

Less Loss 

Profit 

Tripled profitability of web 

channel through improved 

cross-sell recommendations 

Japanese Electronics 

Retailer 

Predictive Analytics for CRM 



More Efficient 

Acquisition 

Longer Lasting 

Relationship 

Even More  

Profit 

More Frequent 

Up/Cross Sell 

Time 

Revenue 

Loss 

Less Loss 

Profit 

10-20% increase in the bank’s overall 

profits from improved retention 
European 

Private Bank 

Predictive Analytics for CRM 



Predictive 

Customer Analytics 

Maximise the value of customer relationships 



Data at the heart of Predictive Analytics 

Behavioral data 
- Orders 
- Transactions 

- Payment history 
- Usage history 

Descriptive data 
- Attributes 
- Characteristics 

- Self-declared info 
- (Geo)demographics 

Attitudinal data 
- Opinions 
- Preferences 

- Needs & Desires 

Interaction data 
- E-Mail / chat transcripts 
- Call center notes  
- Web Click-streams 
- In person dialogues 
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Who? What? 

Why? How? 

Data at the heart of Predictive Analytics 



Pragmatic approach:  

Go for quick wins with easily available data 
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Putting Predictive Analytics in the Hands 

of the Business 

IBM Analytic Answers 



Companies/departments adopting 

advanced analytics face challenges:  

Dependence on IT 
• budgeting/approval 
• resourcing 
• Integration with 

IT/data infrastructure 

Cost 
• software licenses 
• servers and hosting 
• maintenance 
• services 

Barriers to adoption for many organizations 

Time to value 
• Need all these in place 

before starting work 
• Complete analysis and 

deploy results  

Need for Analytical Expertise 
• Hiring 
• Training 



 

A portfolio of cloud-hosted 

solutions, available on a 

subscription basis, that 

deliver directly-actionable 

predictive/prescriptive 

information direct to the line 

of business. 

 

Introducing IBM Analytic Answers 



Need for Analytical Expertise 
• Hiring 
• Training 

Dependence on IT 
• budgeting/approval 
• resourcing 
• Integration with 

IT/data infrastructure 

Time to value 
• Need all these in place 

before starting work 
• Complete analysis and 

deploy results  

Cost 
• software licenses 
• servers and hosting 
• maintenance 
• services 

Removes barriers to adoption 

Makes the power and value of advanced 
analytics accessible to new types of user 



Insurance 
Renewals 

Purchase 
Analysis 
& Offer 

Targeting 

Prioritized 
Collections 

Student 
Retention 

IBM Analytic Answers for… 

Which of my insurance policy holders are unlikely to renew next 
month? How could I persuade each one to stay loyal? 

 

Which products do my customers tend to buy together? Can I 
leverage that knowledge to create combination offers and 
promotions that increase basket size and revenue per customer 
visit? 

Which of our students are performing below their predicted 
potential? How should we intervene to get them back on track and 
avoid the possibility of their dropping out? 

Which of my overdue debtors are likely to pay? How much can I 
recover from them, and which treatment will be most effective for 
each? 

 



























Challenges to Growth 

How to: 

Attract more and  
better customers 

Retain profitable 
customers 

Grow customer 
value 



Challenges to Profitable Growth 

How to: 

Attract more and  
better customers 

Retain profitable 
customers 

Grow customer 
value 

Mitigate risk 

Detect and prevent 
fraud 



Business Scenario: Interconnected business objectives – 

Attracting  profitable and non-risky customers 

Likelihood to accept the offer 

Likelihood to use regularly 

Likelihood to renew in a  year 

Likelihood to default on payment 

The decision to extend an offer for  

our new credit card as well as the 

specific offer to make, depends on the 

combination of a number of factors 
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Business Scenario: Interconnected business objectives – 

Attracting  profitable and non-risky customers 

Likelihood to accept the offer 

Likelihood to use regularly 

Likelihood to renew in a  year 

Likelihood to default on payment 

The decision to extend an offer for  

our new credit card as well as the 

specific offer to make, depends on the 

combination of a number of factors 

Customer 77.64.34.56 

Customer 74.83.84.85 

Customer 72.75.12.68 

Customer 77.39.72.45 

Credit card offer = YES 

Conditions: 

- No fees in the first year 

- 0.5% interest discount 

- 60 day payment terms 

Credit card offer = YES 

Conditions: 

- 2 year contract term, 50% off fee 

- 0.5% interest discount 

- 60 day payment term 

Credit card offer = NO 

Credit card offer = YES 

Conditions: 

- No fees in the first year 

- No interest discount 

- 30 day payment term 



Summary 

Predictive Analytics can enable genuinely individual 
relationships with customers 

Leverage a 360-degree view of the customers 

Vision of the “Predictive Enterprise” 
–“Analytics everywhere” 

–Functions connected through analytic intelligence 

–Make very decision smarter 

But start small! 
–Look for quick wins to drive quick ROI 

–Use these to drive your “journey” to broader adoption of 
advanced analytics 

 


