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With each click, share and like. the world's data pool is expanding faster than we can comprehend. Businesses today are
paying attention to scores of data sources to make cruci LuLUJu s about the future. The team at Domo
business make sense of this endless stream of data by providing executives with all their critical information in one intuitive

platform. Domo delivers lhe insights you need to transform lhe way you run your business. Learn more at www. domo corm.



the world before social media...
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CAN'T WAIT TC BUY THEM
CHEAPER ONLINE SOMEWHERE.
WHAT'S YOUR WIFI PASSWORD?




Understanding Customers Has Been Challenging
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Marketing is everywhere. Marketing is dead.

Timeless 2012 2014
Marketers have always Understanding each customer Know each customer in context.
been responsible for knowing as an individual.

the customer.

Marketers have always been Creating a system of engagement  Innovate and scale personally
responsible for defining what to that maximizes value creation relevant and rewarding
market, and how to market. at every touch. experiences.

Marketers have always Designing your culture and brand  Co-create with customers,
protected the brand promise. so they are authentically one. employees and partners.

SmarterCommerce
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To meet the demands of the empowered consumer, marketing is
transforming to a model of continuous customer engagement

1:1 Markelting
- Marketing interactions

« Controlled and planned
(campaign focused)

Batch / cached offers

Large segment personalization
Structured data

Owned (addressable) media

smarterCommerce
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Continuous Customer
Engagement

« All customer interactions

Agile (customer focused)

Real-time and location aware offers

Contextual hyper-personalization

Structured & unstructured data

Paid, earned and owned media
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Engage your customers in context at every point in the purchase lifecycle

A supply chain
prepared for the
unpredictable

h

Marketing targeted
to every customer
personally

Selling that’s there
for your customers,
wherever they are

Service that
knows what
customers want
before they do

\ smarterCommerce
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To be effective, today’s personalization engine

needs to combine:
Knowing who the customer
is:

« Demographics
« Psychographics
« Account details

_ _ Precalculated Personalized
- Purchase history Spam Display ads offers email
Less personalized More personalized
Search engine Online behavioral Product
marketing (SEM) advertising recommendation
engines

Sensing the context of the interaction:
- Pages viewed during the current web session
 Location as identified by a mobile device

- Reason for contacting a call center

Products about to be purchased in a store
smarterCommerce
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Your customers are multidimensional—and so are
the most successful personalization strategies

Customer data:

. Personalized Precalculated ‘ Good
» Demographics email offers approach
« Psychographics

« Account details
« Purchase history

Online behavioral

advertising
Product
recommendation
Spam Display ads SEM engines

Behavioral data:

- Pages viewed during the current web session
 Location as identified by a mobile device

- Reason for contacting a call center

Products about to be purchased in a store
smarterCommerce
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Changes over time:
- Patterns of behavior
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 Credit score
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Dynamically turning this amount of data into
effective campaigns and engagement requires

ope agi[ggs at unprecedented scale-, .- CALL CENTER

Zonel Zone2 Zone3 Zone4 SR1 SR2 SR3 SR4

consider

 Millions of customers with
unique demographic profiles
and behaviors to target

« Thousands of offers to
manage

- What is the customer’s
intent? Current context is key,
but a single interaction may
include multiple contexts
(e.g. pages visited)

- Previous interactions
(including recent visits to
other channels) should also
be considered

smarterCommerce
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Leading practices deliver better company results

1.8x higher
The é—yr fr:'oss Profit
top row
%
()
20 3.4x higher
achieve: 3-yr Net Income
Growth

2.4x higher

3-yr Stock Price
Growth

*SOURCE: The State of Marketing 2013: IBM’s Global Survey of Marketers, IBM Center for Applied Insights
smarterCommerce Click to download Click to download

- IBM Chief Merchant IBM State of Marketing


http://www.ibm.com/software/marketing-solutions/campaigns/surveys/2013-marketers-survey.html
http://www.ibm.com/software/marketing-solutions/campaigns/surveys/2013-marketers-survey.html
http://www.rethinkyourcustomer.com/form/MER-RPT3
http://www.rethinkyourcustomer.com/form/MER-RPT3

IBM ExperienceOne

customer engagement solutions

Identify and maximize the
moments thatrmatter most.




Ignite And Grow
Customer Relationships
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with omni-channel marketing

Understand
Your Customers

Curate Meaningful
with customer analytics

Customer Interactions

with real-time personalization

Convert Digital Prospects
To Loyal Customers

with digital marketing

Deliver Empowering
Digital Experiences
with customer digital
experience

Serve And Delight . . Maximize Sales, Profit
Deliver Exceptional
Your Customers - And Shopper Loyalty
. . Experiences Across . .
with customer experience with omni-channel
for service All Channels merchandise optimization
with omni-channel customer
engagement
Reinvent And Personalize The
Automate Complex B2B
Sales Processes

with B2B commerce

smarterCommerce
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Store Experience
with store of the future



We’ve led the way in helping clients make the shift to continuous
customer engagement, with significant milestones along the way

COMMERCE

@mem Ylealeal. 3P

unica

(w8l DemandTec xtify

IBM ExperienceOneJ

IBM Cloud

%

From

Stretched to Business ) Marketplace
Strengthened " Partner ==

C+0

LEADERSHIP

SYMPOSIUM

SmarterCommerce



http://www-935.ibm.com/services/c-suite
http://www-935.ibm.com/services/c-suite
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THE CUSTOMER MUST BE AT THE CENTER OF THE EVOLUTION

Expectations are Exceptionally High - as are Business Impacts

88% of web buyers 75% of consumers

abandoned an online move to another (more
shopping cart without costly) channel when online
completing a transaction customer service fails

41% of Social 63% of all online adults

Media comments are less likely to buy from
about the top mobile the same company via other
companies expressed channels if they experienced
frustration a problem with a mobile

transaction

\ smarterCommerce
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Understanding customers holistically requires digital, behavioral,
sentimental & predictive analytics

Measuring Results

* Quantitative Insight
» Web site and mobile traffic data
 Customers in purchase funnel
* Completed transactions
* Conversion metrics

!

<>

* Social Media Insights
* Prevailing sentiments
* Affinities and correlations
* Share of voice
* Relevant relationships
* Potential risks

~Indadriercommerce

b
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Understanding Behavior

* Qualitative Insight

* Surface customer struggle on digital
channels

* Session replays to understand actual
customer journey

* [dentify impacted customers

* Future Buying Insight

!

Anticipating Customer Actions

* Predicts outcomes and behavior
using all data

* Integrates predictive intelligence at
the point of impact to drive
optimized interactions

* Reduces churn, improves CLTV

© 2014 IBM Corporation
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Web Analytics

ﬂl\/l Digital Analytics (SaaS)

IBM Digital Analytics Multisite
Attribution

IBM Digital Analytics Lifecycle

IBM Digital Analytics Marketing
Attribution

IBM Digital Analytics Multichannel

IBM Digital Analytics Impression

IBM Digital Analytics Multichannel

/

Digital
Marketing
Execution

(IBM LIVEmail
IBM AdTarget

IBM Product
Recommendations

IBM Content
Recommendations

IBM Search I\/Iarketiny

on

19
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LIVE Profile: provides a complete picture of each
customer’s lifetime interactions with your business

Social & Systems of
Mobile Record
Traffic Off-line
Sources EE? Interactions
Lifetime Customer
Website Attributes
Behavior

g" smarterCommerce
e - 20



Digital Anal

Marketing Channel

| Unigue Visitors

|1*| Sessions

ytics

|' Page Views |¥| Event Points (™| Event Points |/ Event Points |7

30 = kil 30 4= RER 7 &bk 14 = Lik 30 = Rk
Total 864,879 913,575 5,664,895 118,082,255 118,082,255 118,082,255
Paid Search 5477 o T ST 470,080 20,470,990 20,365,570
. . b r

Display Ads 38 M ar ke tin g 7 | visitors: Visitors: 207 Last Source
Affiliates 23, . . ig4, First Source: 0.00% First Source: 89.37% Visitors: 25,048

. » Attri but[ oh (g | Pamsales: s000 Path Sales: $9,490.65 2T g s
Email N j 1 -ga}‘s'— Path Sales: §$2,286,869.23
All Other MUC Vendors ) ) ) i Average number of days between sessions for
Matural Search Actmt],r 55;035 55|545 852,555 19253‘ + usars that went from this source to the next
Referring Sites Activity 457 204 463831 1,780,241 32,070,

L B Milestones (Lifecycle Period: Last 400 Days | Logic: Funnel)

The visitor population has reached the following milestones over the last 400 days:

Shoppers

Unigue Visitors
239,132
(14.2%)

Days to Reach
48.4

Sessions to Reach

4.6

# Maore Metrics

Unique Visitors
126,382
(7.5%)

Days to Reach
60.5

Caccinne tn Dasrh

\{\_ 3x+ Buyers

Customer trics

2x Buyers
Unique Visitors Unique Visitors
24,942 8,855
(1.5%) (0.5%)
Days to Reach Days to Reach
125.7 157.4
Caeesinng to Reach Sessions to Reach
27.7
# More Metrics

= Migrators

Migrated Visitors moved to the followir

Migrated to
Shoppers

Unique Visitors
127,438
(53.3%)

Days Between
40.3

Sessions Between
3.1

# More Metrics

L3

\_

Lifecycle

Migrated to 1x
Buyers Q‘

Migrated to 2x y
Buyers %

Unique Visitors
70,975
(56.2%)

Days Between
7.9

Sessions Between
1.0

# More Metrics

Unique Visitors
9,995
(40.1%)

Days Between
58.2

Sessions Between
55

# More Metrics

Unique Visitors
3124
(35.3%)

Days Between
49.2

Sessions Between
71

+ More Metrics

89)

Display Ads

Visitors: 25

First Source: 100.00%
Path Sales: $2,514.45

Display Ads
WVisitors: 1,413

—/ First Source: 85.35%
Path Sales: $161,670.68

| @79
{ Uncategorized
! 5 !1 | 2. F | 10

=

Visitor

Journey

10 15 20 25
July 2012



Single customer view accross all sites

* Identifies unique P—
visitors across roll- |
up views

Ayrntih bilgiicin tiklayin.

* Share reports across
sites access based on
each user’s needs

and rights

© internet Subesi

smarterCommerce
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Banner effectiveness
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Digital
Analytics
E—
Dashboards . Actions ¥ _
Reports __ Actions ¥
site Metrics
insights
Marketing
Products
Events
Content
Top Pages -
LIVEview Click Overlay
Entry Pages
Exit Pages
Error Pages
On-Site Search
On-Site Link Analysis

= Real Estate
= By Page
Default View
Full List =

* Site Promations =

Paths
Demographics
Mobile
System
WebSphere Commerce
Explore Bookmarks
Custom Reports
Workbooks . Actions ¥ _

Manage

-

Workbook: Default Workbook *

Forms

Real Estate | By Page

x ) Visitor Purchase Funnel *

x ) Top Products *

Coremetrics Demo Site »

% )| RealEstate |By Page* * |

Digital Analytics +

Period A 9/30/2013 W E | [Pericdr
7y
O =%

v Chart

I ™ & A~ Metric: | Imp

40K

26K

a2k
o 28K
5 24k
5 20K
5 16K
E 12

8K

ak

o ‘ )
HOME PAGE LOUNGE CHAIRS DESKS TABLE LAMPS
~ Table
___kve
v v v v
Page Name | Version | Area Link Impressions §- Clicks Click-Through Rate Orders I Clicking Session Sales

] Total 48,350 12,340 26.49% 3035% $2,617,723.65
E =iv Homerace - aszar 1288 aa59% 4107% 245194256
O = ¥ Version 1.1 - 18,041 6,005 23.29% 4105%  $1,275,290.58
0 = (¥ MG_Lnk . 18,041 181 2a08% s218% 5118015040
O ¥ Goffee Tabies Cofie bles 18,001 so8 a1 ss29%  sa0629878
D w | Desk Lamps Desk Lamps 18,041 610 2.38% 43.62% §349,180.75
O v bess Dess 18,041 sa0 az1% seso%  ss1328977
D ¥ Lounge Chairs Loun...hairs 18,041 594 2.29% 45.28% §358,968.92




Mobile

Digital
Analytics

Mobile Operating Systems

Find Report B Workbook: Default Workbook *
Dashboards Actions v [ 'Y/ Forms x ) Visitor Purchase Funnel* x ) TopProducts* x
Wil
Reports Actions = | Mobile Devices | Full List
N
Site Metrics Pariod A - @ N D ———
Insights =
Marketing
Products ¥ Chart
Events al G é% A~
Content 1.7,
Paths K%
Demographics 25K
il m
Mobile £ 100k
- Maobile Devices i
4 0.75K
By Type o
0.50K
- Full List
| Default View 0.25K¢
il o

Segment Category: New Category

Segment Type:

5
(=) Same Session @ () Cross Session & () Multi-Channel Customer @
Segment Criteria:
Critaria Type: _. Technical Properties "
L - =
Criteria: _ Browser Type \% ' Add |
Browser Type e
[ wot Color Depth Sample Records
Connection Speed E
Connection Type
IP Address v
Iz Mobile Device
JavaScript Version
Language
Wobile Cookie Support ||
Wobile Device ol
\ N
Add Existing Segments (Optional):
Visitors: 4 Last Session
First Source: 100.00% = '
Path Sale:'e$1 187.96 ors: ]
= First Source: 90.74%
i Path Sales: §175,646597.45

APPLE IPHONE APPLE IPAD
Mobile Browsers
Mobile Stream
~ Table
Find in Table :' (2]
(3] (3] 52
o Mobile Devices o Device Type ~ Sessions
O Total |

System ] APPLE IPHONE MOBILE PHONE

Websphere Commerce [} AFPLE IPAD TABLET

Explore Bookmarks ] RIM BLACKBERRY 7720 MOBILE PHONE

Custom Reports = HTC DREAM MOBILE PHONE
Workbooks Actions ¥ = HTC NEXUS ONE MOBILE FHONE

N TS T
Manage [ RIN BLACKBERRY 7250 MOBILE FHONE
. | ! ATHER
-
’~ .
Visitors:
Visitors: 974 First Source:
First Source: 6.98%

1,181
17.53%

Visitors: 31,762
First Source: 96.28%
Path Sales: §42 57855835

HNon-Mobile

smarterComry

Path Sales: §2664.23

Hon-Maobile

I_)Visinrs:

\ /

-

Path Sales: $211,979.54

Hon-Mobile

Em:

Hon-Mobile

I_)Visinrs:




Tealeaf captures

EVery customer
EVEry interaction
EVery time

Dtealeaf



Experience Your Customers

Viewing Your Digital Channels
Through The Eyes Of Your Customers

2 6 © 1999 - 2011 Tealeaf Technology, Inc. All Rights Reserved. Confidential and Proprietary. ¢ tea |eaf.
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IBM Tealeaf software is designed to capture every customer, every
interaction, every time

All actions All interactions All customer
experience obstacles

Shopping Cart is Empty.
You have noitems in your shopping cart.

Please continue shopping.

smarterCommerce
‘ [ 4



Tealeaf Films Every Interaction

 FeabTealro Viewer - [asange s i th -
®) File Edt Voew Toos Windew Help

2 B 4 5 » =\ QO @

Open  Savels Pont  Pagelit SubSearch  Sesrch
‘
| [ Sessocie [ Peciay ADIFDZMCYTO) |

20ABCTTDEIRFCIIBARIANSAAL]

vaeu Tent

D D m ow ) o

Hite Pelresh Peguest Resporie Peglay

msyde

¥ phonis Py

Py TONERly affers

|
| pay Ty S
} pay 48 you ge affers

> No Form Py 08 you gt S0

wyase offens free B0
troadzese affers
A
Ramiciina Ralave < 11

5 Mip/ihos. crange.co U TWT.me_id=ON_MEC_S_Goegle_OrangeOnhExact ST srch=1

Use Next/Previous buttons to
step through session replay

free from
o ™~ % . B fog on %3 your|
3G 2 mont
Ia—— B wpgrade onl
g8 "eceTrmnds & iPhone 0 20 our ety P
st artied Mhars m £ activams your S
g nes : £ get hedp & support
oy R oo | s,
¥ ahep by beand
Aot what are you fooking tor? our top selling phones
¥ pay a8 you go -
’ phanes plans broadband “ o
» Broadband -
 Everts | piry BOrthly Bhenes ey ROribly Sl P Leoamane
Ne Evnres fr | ¥ tablets and pods Pey 82 yoo o ShCTEs ey 83 yoe 3o plate robde brosdtase
une lazets
coreng %00t phases Pact Wh Il k d -
2 ERES ere user clicked Is
offery SINe only existing . . Encalury® Qrve ™

customers

= highlighted in green (or your
preferred colour!)

spgrade your phose
e e g Mosmy

TimeStamg: 1206/2012 072150 PM | Generation TimeD 364 Miew Tane: 4.3
Mesr 97 2 ME/Disk: 70 M2

smarterCommerce
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Open SeveAs  Primt  Pagelat SubSearch  Search Fist  Prev  Net Last

Sop | Milte Refeash

Iclna Tex _:J |a _‘ [ :J gAn«,'f:m:Hnma EI

B 8 & ® »» B @ @ |+ « = =2 @ 3 [ rEQ

=T

Regoeit Resporie  Replay

RSP b

[ Sesorls [ Rehy ADEFZS2ABCSDED._ |

! » home

4 You have chosen 1o top up 07529242981 by £10

lop up detalls ¢

payment details

card type:!

e on cand:

MM ,_'_J" YYY _-J
— )

CANY Security Code:

payment card billing address

s e s C—

This must be e address to wewch yOUT Card issuer sends your stalements

find address

TomeStampe 12/06/

confem & pay

hedg onthis topc £

smarterCommerce

We can see where customer has
entered data into field... but also
Tealeaf can ensure confidential data
such as credit card number, CCV code,
passwords etc is masked (in fact, we
destroy or encrypt this data when we
capture it)

29
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Analysis and integrations to discover obstacles

Customer listening Customer experience monitoring

Investigate customer feedback

Investigate customer feedback Alert based on known issues

search Fields [ Elapsed time of 60 minute alert interval
18
o Al Texd X Username |mc\udas V| ‘Stacey Buyers 154
ext in Reguest 144
ext in Responze E‘ 124
i ' i
vent Values E
Seszian Info E 81
--@ Page Info 5 69
: S,
24
0+
1 034 442008 13:01:00 031 4/2008 14:00:00
Investigate customer feedback

[+] Web metrics integrations

onlineopinion

opinion!ab @

Strauss and Plesser Comment Alert
Strauss and Plesser

[4] hitp:/iwww.straussandplesser.com
This page does not work!

Replay Session
2008-03-15 21:45:42

smarterCommerce
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Web analytics integration

Multivariate testing integration

¥ snrai Parlamana s

Ll Bl s | D S

P —

Uiy o winsrton w
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Capabilities to quantify and act on obstacles

Quantifying business impact

Discover every affected customer Quantify the financial impact of an obstacle

Conversion Rate Comparison
O Conwersions With O Conwersions Withaut

| ] B | buration | Login ID
I 1455000000000

&L 04/15/2008 21:38:34 00:02:52 carol@windlass.com
Wi 04/15/2008 18:56:25 00:03:55 carol@windlass.com 135 6 7 L hy@MOOOOOOOOE 3%
B 04/15/2008 18:53:45 0:04:49 carol@windlass.com 13456 7 ha0RNOOOOCO0 "
B8 i 04/15/2008 18:13:24 00:06:13 134567 $4,POOEEEEEEEE E 25
c
o 04/15/2008 18:04:19 15000000000 -%
B 04/15/2008 17:22:35 00:00:04 i 1 00000 E
S 1%
[}

Analyze affected sessions for anomalies

or similarities E—r T —

carol@windlass.cam

carol@windlass.com o
~+
i
p!
i Y v
v
i

smarterCommerce
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What if you could Recover Revenue from abandoned:

. —
sessions in real-time:

T ics =
T Form Analyt
Previous Next Request Response Replay
0
Start Replay revi

Filter by data: | <Add Dimension= [ R

Leg ln | Home

[ 08/03/2012 - 08/03/2012 |

: Last Mame 5% D
- 'C IEﬁw' . :
45% [:] .

[ i— - 3 -
Microsoft Excel

Dwell Time ; | E?g ‘.

Fage Layout Formulas Data Review WView

) 1 =t
- TS = = e ] = *ﬁ' 3‘5& 49
: Name 0% [A” &7 | = enera £ S l—;ﬁ -
First - A== =8 -, |88 58| Conditional Farmag Cell || ..
= = — Formatting ~ as Tapje + Styles ~ || [

il Alignment ] Mumber IF] Styles

Address
City 61% [:] A g8 c D
t . 4 | Start Time 8/3/2012 0:00:01
o [: Field 5 |Search Date Range 8/31/2012 0:00:01 - 8/3/2012 10-00-0p
Zip 62% —---=1 6 Search Type Completed Sessions
7 |Time Zone Offset GMT-8
64% [:] ters, numbers, 8 g
Telephone 9 Session Time Login ID Customer Success
10 /8/3/2012 0-01-32 scott@gmail.com News No
11/8/3/2012 0-:03:23 ebutcher@hotmail_com New No
_ B4 29% Last 12 8/3/2012 0:04:01 rhoey@yahoo_com New Mo
Form Abandonment: 35.71% :l 13 18/3/2012 0-04:32 whinch@gmail.com New No
Form Completion: 14 18/3/2012 0-06:45 chelz@gmail com New No
15 18/3/2012 00721 vknott@hotmail.com New No
16 18/3/2012 0:08-05 maurice@gmail.com New No
17 /8/3/2012 0-:09-14 charwin@aol.com New Mo
e route 18 18/3/2012 0-09-43 ruby@gmail com New No
(Street address, P.0. Box, rural } l 19 8/3/2012 0-10:32 dane@yahoo com New No
I 20 18/3/2012 0:10:15 dyim@gmail.com New No
* City 21 /8/3/2012 0:11-02 jasonsmith@aol_com New Mo
TAIN VIEW ’ 22 181312012 00-12-15 eg@hotmail com New No
|MDUN I 23 8/3/2012 0:15:32 timk@yahoo_com New No
24 18312012 0:17-51 wes@gmail.com New No
* Telephone | 258312012 0:24-30 walter@aol.com New No
[415-445-3423 I 26 8/3/2012 (2504 ravi@yahoo.com New No
2718/3/2012 0-29-17 cwan@amail com New No

Continue »




What if you could see what customers were clicking

on?

Drill down sefector:

N h
Se P btmuss & l)lessor
1,7 1

Your Language: |

Fumniture Electronics Apparel

Home / Elecironiey § P /&-Phone 45

D PRODUCTS

Z-Phone 4S - 16GB

Check itemns to add to the cart or

select all
Do Todey
2-year conirgdl, * o .i
No Commitmant price $849 99
P Bluniooth Headset
2-yoar coniract price $199.69 K) BlueAnt Q2
$ 2999
You save $450.00 Add to Wishiist
Color Sitver
.0 b
You have no tems in your cart
Sae
» 16GB 32GB 8468 COMPARE PRODUCTS
"
r You have no Rems to compare

BACK TO ScHoOL

K y

Z:Phone4S ===

% What is your favorite color
All- > . 3 Green
new 8MP camera and optics. g
And introdéging Ziri. Slack
It's the most amazing Z-Phone yet. Magenta

FREE SHIPPING m

WITH ONLINE PURCHASE

smarie

b
r |




What if you could see which links and images are
profitable (and which are not)?

Start Replay Previous Next Request Response || Replay | ¢7 Link Analytics ~

012 - 07/31/2012

Filter by data: | <Add Dimension=

Gen Time: 0.475 Net Trip: 0.008 Round Trip: 0.483

Default welcome msg!
My Account | My Wishlist | My Cart | Checkout | Log In

42) | 1.83%

Strauss & Plesser

Home / Electronics / Cel Phones / Z-Phone 48

# RELATED PRODUCTS
Z-Dhana AS. 1668
L)l 367% |

Check items to.add tn the cart ne

selectall @3 | 1.23% J

Due Today

"¢
_z year contract  + $199.99 T4 W mes@sHe - Bx
1) [ 08% |
Ly ) G
o Commitment price $649.99 Contacts
2-year contract price $199.99 __ :
@) [ 501% )
N . Youcaye 345040%
@) [ i00i% ) l
* ! Color. Silver
‘ B ) 30% RS SRR
@ l 3.02% J = | @ 2.11% J (‘_J r———v—"‘J
- | Size:

<l —
* 16GB  32GB 64GB‘<1_2)| 200% )

COMPARE PRODUCTS
QTY: 1=

You have no items to compare.

* 2-yr and no commitment prcing requre voice

——
et

BACK TO ScHoot |




What if you could see where TEIS ¢
customers were spending their time?




What if you could have insight into mobile, tablet
and native apps

Tealeaf cxOverstat usability
analytics + CX Mobile for
mobile web:

— Heatmap

— Link Analytics

S Map | Search Torms | Advanced Search | Contact Us | Motdle Version

—  Form Analytics

— Attention Map

\ smarterCommerce
‘ b



Solutions for Industry Leaders

Financial More E-business
e
Walmart.com | | @ Expedia Resurance (Comcast
L ]
: ‘ / N
NﬂWﬂWM Tul CONSECO. AmensourceBergen

Step up” AN, Specialty Group

[

ogEUsY' U'S AIRWAYS CENTRAL .,.J
o= DIRECTV.

iy .

#\, AssociatedBank

A Nexc O ROGERS'
"8 HAWAIIAN SELECTIVE

BED BATH & — AIRLINES — Dnenines tﬁ uSwitch.com
options X press® BEYONID> - .
Orgli)ne Options & Stock Brokers Uw Nd e m’EﬁEE ﬁ
- BLUEFLY
&
LendingTree

Abercrombie & Fitch B it S © ‘.YE LLOW J

Includi
Including 7 of the Including 1/3 of Including 25% of neluding gey Telco, Pharma,

than 40 P&C Utilities, etc. with

Insuran_ce B2C & B2B Sites
Companies

10 Largest U.S. all Internet the leading Travel
Retailers > $100M Providers & Portals

:%&&%%Wos of customers who have given us prior permission.
e
r |


http://www.myyellow.com/
http://www.myyellow.com/
http://www.wescodist.com/
http://www.wescodist.com/
http://www.bluefly.com/
http://www.bluefly.com/
http://www.neimanmarcus.com/
http://www.neimanmarcus.com/
http://www.next.co.uk/
http://www.next.co.uk/
http://images.google.com/imgres?imgurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/images/best-buy-logo.jpg&imgrefurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/index.html&usg=__bQ7m8GLjmzcSrSZyT0DYyla5aUE=&h=262&w=399&sz=19&hl=en&start=2&um=1&tbnid=LYdjWW0V8GPSqM:&tbnh=81&tbnw=124&prev=/images?q%3Dbest%2Bbuy%26hl%3Den%26rlz%3D1W1GGIT_en%26sa%3DN%26um%3D1
http://images.google.com/imgres?imgurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/images/best-buy-logo.jpg&imgrefurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/index.html&usg=__bQ7m8GLjmzcSrSZyT0DYyla5aUE=&h=262&w=399&sz=19&hl=en&start=2&um=1&tbnid=LYdjWW0V8GPSqM:&tbnh=81&tbnw=124&prev=/images?q%3Dbest%2Bbuy%26hl%3Den%26rlz%3D1W1GGIT_en%26sa%3DN%26um%3D1
http://www.unitrindirect.com/
http://www.unitrindirect.com/
http://www.esurance.com/
http://www.esurance.com/
http://www.absg.com/
http://www.absg.com/
http://www.rogers.com/
http://www.rogers.com/
http://www.uswitch.com/
http://www.uswitch.com/
http://www.tui.com.uk/
http://www.tui.com.uk/
http://www.usairways.com/
http://www.usairways.com/
http://www.comcast.com/
http://www.comcast.com/
http://www.directv.com/
http://www.directv.com/
http://www.associatedbank.com/
http://www.associatedbank.com/
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IBM Tealeaf and IBM Digital Analytics

Enterprisewide spend visibility and management

Digital Analytics to push
search result set segment
to IBM Tealeaf’ software

T

Digital Analytics and
marketing optimization
solutions

Customer experience
and qualitative analytics

Sample usage scenario:

To analyze the causes of low conversion Potential benefits: Rescue

rates for the domains and make changes abandoned transactions
to the website to remediate the issues

through retargeting and
improve conversation rate

Tealeaf software to push
search segments to Digital
Analytics

—

Sample usage scenario:

Export a Tealeaf visitor segment of users Potential benefits: Increase
that have added a product to their carts shopping basket sizes and

but then removed it before the end of .
‘ their visit Improve revenue
smarterCommerce
v
r |

Digital Analytics and
marketing optimization
solutions

Customer experience
and qualitative analytics




Tealeaf: Valued Across the Enterprise

Issue Identification Dispute & Fraud
& Resolution Investigation

Customer — ;Z tealeaf B Customer

Behavior Service

Customer Experience Web Site Optimization
KPI Monitoring Integrations
smarterCommerce
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Clients of IBM Tealeaf solutions typically realize risk-adjusted
payback in less than three months

Benefits quantified in study

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

ommissioned by Tealeaf.

3.9%

Increased conversion
rate

60%

Reduced problem
resolution time

0.5%

Increased average
order value

10%

Fewer project fixes
(project avoidance)

tege fit fiyféin i risk-adjusted and were achieved over a three-year period.
mcittet

1%

Increase in retention
rate

0.05%

Reduced disputed or
fraudulent
chargebacks




Forrester TEl Confirms Rapid ROI

Risk Adjusted Payback in just over 4 Months

—+— Cumulative Costs —a— Cumulative Benefits

Summary: 3-Year ROI

$4,000,000
$3,500,000
$3,000,000
$2,500,000
$2,000,000
$1,500,000
$1,000,000

$500,000

$-

$(500,000) -
$(1,000,000) -

Year 1 Year 2

BReduction in Disputed and Fraudulent Transactions
mReduction in IT Cosfs for Project Avoidance

OReduction in IT Costs for Problem Resolution
mRetention Rate Improvement from Better Site Experience
DAverage Transaction Value Increase

BAdoption Rate Improvement

B Conversion Rate Improvement (w/ Margin)

B Total Yearly Costs for Tealeaf

$9,000,000

$8,000,000

$7,000,000 /.

$6,000,000 /

$5,000,000 /

$4,000,000 /

$3,000,000 /

$2,000,000 /

$1,000,000 / —

Initial Year 1 Year2  Year3

Three-Year Risk Adjusted Results
ROI: 722%
Payback Period: 4.61
Total Net Present Value: $5,979,041

SCOHEE
b

y by Forrester Consulting, “The Total Economic Impact of Tealeaf 's Customer Behavior Analysis Suite. ”July 2010
iSstudy were not risk adjusted and were achieved over a three year period.



