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Smarter Marketing in the age of the Empowered Customer

Right Time Marketing
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SmarterCommerce

Customer In Chief
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SmarterCommerce

Marketers need to gain customer insights by leveraging traditional
and digital channels

I
-|I||U'

65% OnNly a i

Of respondents are doing

Use this data in targeting

the basics by reporting one-to-one offers or Leverage online data to
and analyzing their online messages in digital inform one-to-one offers in
,Visitor data. channels. traditional channels.
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SmarterCommerce

What makes this hard? Most Marketers lack two components:
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Complete Understanding e Marketing Platform
0 of each customer to take coordinated Action
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A system of engagement requires an integrated process

Analyze

to identify opportunities
and predict outcomes

Collect
data that augments
each customer profile

Manage
marketing processes
and measure results

Decide
on the best action, offer,
content and/or channel

Deliver

relevant pricing,
engaging messages,
and capture reactions

© 2013 IBM Corporation
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SmarterCommerce

EMM flexibly addresses the needs of specific user groups

FOR WHO NEED TO IBM PROVIDES
Engage customers in a one-to-one C
: ross-Channel
Cus_tome( dialogue across channels to grow Marketi
relationship revenue throughout the customer's arkenng
marketers 9 Optimization

lifecycle

Orchestrate relevant digital
101010 - interactions to attract and retain new Digital Marketing
010101 Digital marketers visitors and grow revenue throughout Optimization
the customer's lifecycle

Turn visitors into repeat customers and
loyal advocates by improving the
digital experience of every customer

eCommerce
professionals

Customer Experience
Management

9 Marketing leaders Model and assess mix, and manage Marketing Performance

and planners marketing operations to maximize ROl Optimization
Merchandising Make price, promotion and Price, Promotion
and sales product mix decisions that maximize ana Product ’
planners profit and inventory utilization Mix Optimization
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SmarterCommerce

“Real” Use

Case

Web site navigation,
session after session...

8 2013 IBM Corporation
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SmarterCommerce

Visitor Journey — step 1:
Behavior Learning, Session after Session

=
:}'@@qu ! p— sm\
m— Y i) B T

Order Discount

Registered Customers

ﬁ 1234567 Visit Product12 view

Visitor profile = Product viewer
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Visitor Journey — step 2: Personalization of Display Ad

1234567
®

el

Cook

Login - Registrieren - Produkte - Shops - Services - Abo - E-Paper - ﬁ \E

NZZOnline

NACHRICHTEN FINANZEN MAGAZIN MARKTPLATZE

| STICHWORT-SUCHE n

Startseite - Politik - Wirtschaft - Kultur - Digital - Sport - Ziirich - Panorama -

Hintergrund - Blogs WETTER: ZURICH, 17°C [

Wirtschaft: 10. April 2012, 13:32

SNB will Euro-Mindestkurs mit allen Mitteln durchsetzen

Kurzzeitigen Taucher als Anomalie bewertet

Die Schweizer Nationalbank
(SNB) wird nach Worten
ihres Interims-Présidenten
Jordan eine Aufwertung des
Franken gegeniiber dem
Euro weiterhin mit allen
Mitteln verhindern. Zweifel
seien fehl am Platz. Solche
waren am Griindonnerstag
nach einem Taucher unter
die Mindestgrenze
aufgekommen. ...«

v SNEB: Spekulation auf stérkeren Franken

Politik: 10. April 2012, 14:38

Riickschlag fiir Islamisten in Agvpten

. Gericht erklart Verfassungsgremium in seiner jetzigen
Zusammensetzung fir ungiiltig
Die von den Muslimbriidern dominierte
verfassungsgebende Versammlung hat nach Ansicht eines
Kairoer Gerichts nicht die Berechtigung, das nene
Grundgesetz auszuarbeiten und soll aufgeldst werden. Das
Urteil ist ein Riickschlag fiir die Islamisten. ...»

Y. 1: Baradei kiindigt «Partei der Revalution= an

Panorama: 10. April 2012, 13:14

Bescheidenheit am Rhein, Selbstbewusstsein an der Limmat
{ 'T‘ Ein Personalberater ortet Unterschiede zwischen
. Kandidaten aus Basel und Ziirich
Gehe man von einer Simplifizierung aus, dann gebe es
zwischen Jobkandidaten aus Ziirich, Basel und St. Gallen
klare Unterschiede, ist ein Personalberater iiberzeugt, der

Neuste Artikel | Meistgelesen Meistkommentiert

14:59 Menschenrechtsgericht billigt Auslieferung an USA g
14:53 Bossijunior geht mit gutem Beispiel voran

14:51 «Doktor Schiwagos wird achtzig

[(_I 1111} ]m

ANZEIGE:

UNIVERSITAT ZURICH: CUREM

Immobilien

Weiterbildung

ANZEIGE:

SLOW LIVING
SUMMIT
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SmarterCommerce

Visitor Journey — step 3:
More Behavior Learning + Onsite Product Recommendation

"? &Qimy

3: \BLE L DESK LAl ACCESSD PRECECRRPE
0. -
o HOME OPPING CART | urniture ou May Also Like...
= . = Launga Chairs
OUNGE CHAIRS OFFICE CHAIRS DESKS CO B \BLE LA DESK L e
1 Office Chairs
Office ChYl | | seARCH 0 JACrkoitem(s)suby WL
Desks col les L
Arm Chaise

coffee1dl Furniture Lounge Chairs e Lanther RoW Student De

sk
3 $249.99

. CookieID | Reg.ID Birthday Address Social
data

1234567 rupert@orange. 30/11/1975 Zlrichbergstrasse Registration Product12 Add to Cart
ch 221. CH-8044 view cart abandonned
Ziirich

Visitor profile = abandoner
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SmarterCommerce

Visitor Journey — step 4:
On-site Message Personalization + Product Recommendation

%Qgﬂﬁj HOME | SHOPPING CART | SIGNIN | GETEMAIL

|PIatE5 | I;—ﬂ Cart: 0 item(s) subtotal: $0.00
Furniture Search Results You might also consider :
Q . ou May Also Like...
Q We could not find any matches for your search.
(]
(@) SEARCH TIPS
c
QM ¢ Malke =zure all words are spelled correctly.
6 DAY SALE! s Try using fewer waords.
* Try using more general keywords.
@ » Try different leeywords.
T 10% off ——
8 Entire Order
S
o
M
L T~ 1)
51635 $1599.99
ﬁ 1234567 rupert@orange. 30/11/1975 Zlrichbergstrasse Registra Product12 Add to cart Cart Recommend
ch 221. CH-8044 tion view abandon ation

Ziirich
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SmarterCommerce

Visitor Journey — step 5:
Retargeting by email + Product Recommendation

Just selected for you :

"ljr

White Fabric Roll
Arm Chaise " LT TR e EG e e L R

!iav;g.gg -------

<
©
©
S
S
S
o
S
S
S

1234567 rupert@orange. 30/11/1975 Zlrichbergstrasse Registra Product12 Add to cart Cart Recommend
ch 221. CH-8044 tion view abandon ation
Ziirich
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Visitor Journey — Discovering the Audience “Lifecycle”

Milestones

Non-Shoppers e

Unigue Yisitors

598,202  s5an
(46.3%)

Reach Milestone
0 Days 0%

+ hlore Metrics

Marketing Channels

Top Products
Top Marketing Programs

Insights

Shoppers ®

Unigque Yisitors Unigue VYisitors
401,394 +4.8% 162,392 +4.8%
(46, 3%) (31.0%)

Reach Milestone Reach Milestone
55.2 Days % 63.2 Days 2%

+ hlore Metrics

+ More Metrics

+ gxpand all metrics

Unigue Yisitors

97,584 .42
(12.6%)

Reach Milestone
128.5 Days -1.4%

+ hore Metrics

+ hlore Metrics

Hew to Non-Shoppers,

Unigue Visitors

123,002 +6.1%

146, 3%)

Between Milestones

0 Days

+ hlore Metrics

14

0%

Hew to Shoppers 4

Unigue Visitors

89,022 +6.1%
(26.3%)

Between Milestones

5.2 Days  ow

+ Maore Metrics

Mew to 1x Buyers 4,

Unigue Yisitors

58,923 -0.6%
(14.7%)

Between Milestones

13.6 Days 8%

+ tore Metrics

Mew to 2x Buyers 4,

Unigue Yisitors

21,929 +0.7%
(13.5%)

Between Milestones

584 +5.15

+ fhlore Metrics

New to 3-5x Buyers

Unigue Visitors

3,444 +0.7%
(3.5%)

Between Milestones

63.9 -4.6%

+ More Metrics

© 2013 IBM Corporation
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Visitor Journey — step 6: Conversion Process
+ Content / Product Recommendation

s MR
,-\#Tlhfmgy; sta
| “ounce criams orrice chatRs  DEsks  cOFFEE TABLES 1 o
| SEARCH item(s) subi
Furniture Lounge Chairs
Red Leather Roll
Arm Chaise
15,59
er

rupert@orange.ch

“,i{ Cart: 0 item(s) subtotal: $0.

Furniture White Fabric Roll Arm Chaise

unge Chai

omeand Shipping Method

st |CREATE NEW ADDRESS EDIT ADDRESS

@® dd

sl 1600 Pennsylvania Ave. NW

cccccccc

— ZAraz azrza
United States 92400

“"LI

able and
rt. Measures 39
embly required

REVIOUS| [NEXT|

W

How to clean

K
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SmarterCommerce

Visitor Journey — step 7: Listening to Feedbacks,
Understanding the issue and Acting

@ File Edit View Tools Window Help — =] %
B = " = Q k « 5 =3 @ Q. RP P
| Open SaveAs Print  Pagelist [pdate SubSearch  Search Renart First Prev eyt 15t Stop | Hilite Refresh || Request Response Replay
|Free Tenxt j |equa| J | j |Any DatedTime j E

SearchD01 - Results Replay-464357973 ]

God s 31| % O A customer calls or tweets
- ke T‘" i wone | swovemecact {0 gy she cannot purchase
EH5 B ¥ hitp://'wwwwehkamp.nl/damesmode/lingerie/.

EH2 B ¥ hitp://wewwwehkamp.nl/damesmode/lingerie/.
B6 B ¥ hitps/www.wehkamp.nl/ D i  — S S e o — S e— a SpeCifiC item-
SEARCH el cart:0

Furniture VT Living webcare team
replays the web session to
identify the issue.

Office Chairs
Desks

Coffee Tables

Desk Larmps This seems to be caused
| ] p— by an old browser version.
Event: l
e I 3 The webcare team then
---g B b I J contacts the customer.
b ety DAY SALE! 44—
- Event(39): Req Size for Session (ME) = ﬁ
| m | » 10% off b 2 .\'i Nt
Field Name | Entire Order W, SR y .
& No Form Fields for this page.

Impacts:

* Time to resolve the issue
is significantly reduced.
*New transactions are now
made possible by removing

. ‘ Il..r. ; 3 u
= o Ercc*.un.a I Coffee Tables Table Lamps road bIOCkerS

10’.'h0me A= Downloa

|http:/www.wehkamp.nl/ TimeStamp: 14-01-2013 08:51:50 AM |Generation Time:0.314 [View Times0
Sluiten [Mem: 62.5 MEB/Disk: 0.4 MB
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SmarterCommerce

“Real” Use

Case
What steps did we take ?

17 2013 IBM Corporation
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Campaign Management is about Growing Lifetime Value

Listen and Understand

Decide what to say next

Optimizing one-to-one
interactions is like having
a good conversation

(only then) Speak
Marketers need to:

18 2013 IBM Corporation
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SmarterCommerce

IBM Digital Marketing Suite, Full SaaS

Web Analytics
For all audiences, not only experts
Intuitive dashboards & ad’hoc reports

i

Digital Campaigns
Scheduling
Contact Fatigue
Split testing

LIVE Profiles
Individual web behaviours,
_ @ stored on the Cloud
» S
Digital Marketing
Retargeting

Personalizing
Recommending

19 2013 IBM Corporation
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IBM Digital Marketing Optimization Solution

Digital Analytics

Digital
Analytics

Complete solution for For companies Accelerate the Measure
Multichannel enterprise analytics with many websites = Customer Journey — Advertising Impact
Analytics
Search Digital Recommendations LIVEmail
(e O\ Ells =
MuAI:ﬁ:Ig;:el Search Content
=) | &
Optimize Paid Cross-sell Engage visitors Target Email
Search Advertising products with content Via ESPs
Search Engines Delivery Points Email Service
Providers
Digital Data Google Web -
e Bing Mobile/Social Cheetahiail
Xchange, Er ExactTarget
Tag Manager Call Center/Kiosk \ Resg?:sy s )
"l 1oy
J1000 00010
.0101001010.
Digital Data
S Digital Data Exchange, Cross-channel
Certified Partners Marketing

UL LU
J1000 D001
101010 01010.

Digital Data
Exchange

Multisite

Multisite

Lifecycle

(O
N,

Impression
Attribution

Impression
Attribution

i

Social Media

do.h

Digital Analytics
Social Media

Measure Social
Conversions

/ AdTarget "\

Target via
Display Ads

Ad Networks

Akamai
Audience Science
Dotomi

Datalogic
efc

/ Marketing "\
Center
Center

Digital campaign
management

Channels

Email
web & mobile
list targeting
A/B testing

i

WebSphere
Commerce

Websphere

Portal

© 2013 IBM Corporation
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IBM clients are experiencing real results today

21

More effective marketing:

(

Response rates: up 10-50%
Campaign ROI: up 15-30%
Online marketing ROI: up 15-25x

Improved transactional results:

~
Sales revenue volume: up 0.5-1%

Average order value: up 15-20%
Trade ROI: up 15-20%

_/
More efficient marketing:
~
Cycle times: down 40-80%
Marketing costs: down 20-40%
Campaign volume: up 2-5x
_/

_J
Better customer relationships:
-
Customer value: up 5-10%
Loyalty and retention: up 10-15%
Acquisition cost: down 25%-75%
_J

Better top- & bottom-line results:

Revenue: up 1-3%

Margin: up 2-5%

© 2013 IBM Corporation
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Bringing Science
to the Art of [Digital] Marketing

Petra Oltersdorf Flemming Bagger Denis Lacassagne

Sr Solution Consultant EMM EMM Director IBM Nordics EMM Business Development Europe
Oltersdorf@se.ibm.com BAGGERF@dk.ibm.com denis.lacassagne@fr.ibm.com
Cell: +46 70 793 1773 Cell: + 45-2880 3442 Cell: +33 660 29 20 11
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