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IBM LeadershipConnect

Driving Transformation for Greater Value

Understanding Each Customer
as an Individual

Tony Hocevar

Marketing Executive

BlSiness Analytics
MEGiwth Market Unit




Seeing Customers as Individuals

Driving Transformction for Gréﬁter Value
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Driving Transformation for Grecter Value
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Driving Transformation for Grecter Value

The CMO’s Dilemma: Analyze Effectively or Drown

Percent of CMOs reporting underpreparedness 5%
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scares: [ I
Growth of channel and _ 50,
device choices |
tng consumer demographics _ 63%
Financial constrants _ 5%
Decreasing brand loyaly _ o1%

Global Chief Marketing Officer Study
IBM Institute for Business Value
2011

73% of CEOs
identify

Global Chief Executive Officer Study
IBM Institute for Business Value
2012
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Driving Transformction for Gréﬁter Value

Agenda

« A Story

* The Process

* Next Steps
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Scheduling delays
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~ Declining customer
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Mission: Deepe - | reg-

Understanding of Customers IntorodEmec:

E— _ Collect

rall, how satisfied are you with FlyFirst?

Very unsatisfied
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Collect Sentiment from Social ?\fédict

Analyze

Med |a SiteS Interconnect

E— Collect

wverall Sentiment Sertirmant compansan Jver tima

12%

Negative
k]

Top 5 Negatve Topscs Influence Score: Top S Positive Topics Infuenca Scone:
o Top b Datractors : Too 5 Advocates
] &%




. S Act
Connecting Customer Information Predict

Analyze
Interconnect
Collect

Web Click

Flight Seat
Streams

History Preferences




Filling Gaps Through
More Data Collection

Take this survey for a seat

upgrade on your next flight.
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Act—————
Predict
Analyze

. Interconnect

Collect
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Applying Customer Insig¢ h . Predict

Improved Customer Serv by

Coll&et
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PASSENGER RECORD

RICK “”\F

BOOR U 0+Q U) U
/ FREQUENT FLYER

BRAND AGNOSTIC

SOCIAL MEDIA INFLUENCER
LOUNGE PASS: NO

IN-FLIGHT MEAL: ENTREE. BEER

COR

* Ao 3128

FLYER

FLY FIRST

SOCIA LUENCER
ASS: YES

IN-FLIGH *ETIZER

T ssi IS / 4




Proactively Managing the

Customer Experience

Problem: Mechanical diffic
have created a flight del

From: Fly First Customer Team

From: Fly First Gustomer Team

Lounge Pass

In-flight meal coupon
r A Jure 5. 2012 1205 P

June 5, 2012 1205 PW

Dear Andrea, Dear Rick

We apologize for your inconvenience.
Please accept this coupon and
our deepest apologies.

We apologize for your inconvenience.
Please accept this 3 months free
lounge pass and our deepest apologies.

Sincerely, Sincerely,

Fly First Customer Team

Fly First Customer Team

: 3 Months

' Free Lounge Pass

: 25% e

(OFF YOUR NEXT M-FLIGHT MEAL




Analytics in Action
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Andrea: Lounge — Flight — Disee

Rick: Lounge — Beer — Twitt - ¥

e ~

1114 PM

Mew Tweet
Sk oo

Fly First hooked me up with a VIP lounge
pass. Caused me a minor delay but taking
care of a good customer. #flyfirstlove

[ ¥ buoy460
Just posted a photo
instagram.am/p/MNP_4h8INcD



Impact of Applied Cu ér Insight

\ Social media sentiment

Customer Satisfaction

Frequent flier participation
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Driving Transformation for Grecter Value

Each Customer asan .~ = : | Build the
Individual . — - — B Generate insights capability to

in real time that
the right time on the
~ right customer to

generate new ideas
on whom to serve cmd

| Interconnect social
media data, other
forms of digital data,
and tremsaction data

Collect to paint a more vivid
Instrument all the key [ picture of each

touchpoints to gather B customer
the right data on each
customer
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Predict

Interconnect

Collect
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Instrument all Key Touch-points to
Personalize the Customer Profile

Take this survey for a seat
upgrade on your next flight.

P

LDIVI Le(QelslllAOLLIIeC]
Driving Transformation for Grecter Value
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Predict

Analyze

Interconnect

Collect




Connect all the Customer Data...

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

Descriptive data
Attributes
Characteristics
Self-declared info
(Geo)demographics

Driving Transformction for Gréﬁter Value

Attitudinal data

Market Research
Customer Surveys

Behavioral data
Orders
Transactions
Payment history
Usage history




...And Interconnect Social Media Data

Driving Transformation for Grecter Value

100,000+ Twitters, media,
discussion forums reviews, eic.

U U

Home Company In'o Corrparnissn

2 bi”iOn+ overll Sentiment
blog |:> 12%
postings

Senfiment COMMpanson over iime

-85 32818

Top & Megatve Topics Irnfuence Score: Top 5 Posilive Topics

luencs Score:
Top & Detractors

TopS Advccates
4% (] e N E

Fico H_j
e |
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Predict

Analyze

Interconnect

Collect




Pop Quiz

Driving Transformction for Gréﬁter Value

Johnny's mother had 3 children.
The first child was named April;
The second child was nhamed May.
What was the third child's name?

Source: Forbes, 10 brainteasers to test your mental
sharpness, Holly Green
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Find hidden |dentify what |dentify cases |dentify and target
clusters / groups events occur that are unusual influential group
of people together leaders
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Predict

Interconnect

Collect




IBM LeadershipConnect

Driving Transformation for Grecter Value
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Generate Insights that are Predictive, Not Just Historical

- Example: will Jim go golfing today?

Prescriptive Prescriptive
Analytics: Send Analytics: Send
discount coupon in discount coupon in
morning morning
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Predict

Interconnect

Collect




“Unless a decision has
degenerated into work it is
not a decision; it is at best a
good intention.

The Effective Executive, 1967
by Peter Drucker

IBM LeadershipConnect

Driving Transformation for Grecter Value
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Deploy insights across multiple channels...

Analyze &
Predict

Create - Optimize email, display
relevant | and search ad
messages programs

Capture & analyze
responses and
refine

oy T 1 e
< I 1 S i { oty ol Es al=Ta

IBM LeadershipConnec

Driving Transformation for Grecter Value

Deliver targeted
messages and offers

3
L
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... And Drive Real-time Decisions at the Point of Interaction

ﬂimized decisions

+ @ + |

Business Optimization Predictive
rules analytics
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A Act

Predict
Analyze
Interconnect
Collect

NEXT STEPS
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Driving Transformation for Grecter Value
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Find projects that quickly delivers results

Analyze Optimize online and
Existing Data social experience

» Deploy analytics on existing data * Deliver targeted offers to Web

, channels
» Most profitable customers? Cross-sell

which products? Best offers? * Increase customer satisfaction

» Act on the insights




Brand &
Customer
Experience

Cross-
Channel
Marketing
Frocesses

Customer
Insight

1 Initiate
A Project With

Marketing Technology

IBM Customer
Experience
Suite

Marketing
Campaign
Management
Unica

Online Behavioral
Analytics
Coremetrncs, Unica

Embrace
Technology

Multi-Channel
Customer Experience
Assessment

trategy & Change

Commerce practice

WebSphere

Interactive
Marketing
Unica

Customer Cluster
Model and
Methodology
Master Data Business Analytics &
Management Optimization
Information
Management

IBM LeadershipConnect

Driving Transformation for Grecter Value

Transform
Marketing

Digital Channel
Transformation
Strategy & Change
practice

Contact
Optimization
Unica

Marketing
Resource
Management
Unica

Real-time Offer
Decisioning
SPSS, Unica

Predictive

analytics
SFS5

Business Analytics & Optimization
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Why Take the Journey?

« Understanding the customer is a CEQ priority

« Opportunity for the CMO to lead this major
business transformation!
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