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Presentation Notes
Today we are going to address the challenges and opportunities that the present-day Marketer is facing and how specific customer analytic techniques can acquire, grow and retain customers and ultimately, drive ROI for your organization.  Today we’ll share a few short demos of our solution, so you can see customer analytics in action.
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Since we are going to be focusing on marketing, it’s best to start at a marketing organization structure.  This is by no means every marketing organization, however it does give us an idea of the standard functions that are a part of many marketing departments.  We are going to focus on 4: Product Marketing, Demand Marketing, Marketing Communications and Marketing Operations.  Each function has various goals and are measured by various metrics, but the overall goal of marketing is to ultimately know the customer better to:

 Drive revenue through delivering best product, price, and product mix to market (product marketing)

 Increase breadth and depth of pipeline through delivering the right offer via the right channel at the right time (demand marketing)

 Enhance brand presence, buzz and the customer experience through deep granular understanding of customer sentiment (marketing communications)

 Attain high ROMI by ensuring marketing campaigns are efficient and effective (marketing operations).
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IBM Global CMO Study

#1 Priority for Next 5 Years: #1 Measure to Gauge Success:
| Enhance customer loyalty/advocacy 67% | Marketing ROI 63%
Design experiences for tablet/ mobile [N 57% Customer experience e 58%
Use social media as a key channel D s6% Conversion rate A 48%
Use integrated software to manage [ 56% Overall sales . 45%
:/Iuosrt:i)t?retrr']se brand via social media E 51% Marketing-influenced sales RS 42%
Measure ROI of digital technologies [N 47% Revenue per customer (NI 42%
Analyze online / offline transactions RN 45% Social media metrics EE 35%
“Marketing performance tracking is driven by customer loyalty. “The success of my role is far more about analytics and technology than it is
End-to-end lifecycle management is key.” about hanging out with my ad agency, coming up with great creative
--Telecommunications CMO, Belgium campaigns. We must increase campaign ROI.”

--Airlines executive manager/marketing, Australia
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IBM has conducted a number of C-Suite studies over the years, across the globe, surveying business leaders from companies of all sizes and industries to gain a better understanding of what they are seeing in the marketplace.  Recently, IBM conducted the first CMO study, as the CMO’s role is evolving rapidly, driven by the empowered consumer.  



The  #1 Priority for CMOs for the next 5 years in Enhancing Customer loyalty/advocacy.  The #1 gauge of success?  Marketing ROI.  Taken together, marketers need to get closer to their customers via the most efficient and effective way possible.



What you don’t see here is the IBMs CTO study, which found that improving the analytical skills across the company will be the largest investment area over the next five years. 



We can easily see how these would be related, as analytics are key in helping gather and analyze customer insights in order to improve the customer experience. 


()

CMOs underprepared for new market dynamics

Underpreparedness

.. Need for change to deal with data explosion

Percent of CMOs selecting as “Top 5 Factors” IS

.
**

Data explosion [T 71%

Social media

Channel & device choices
Shifting demographics
Financial constraints

Decreasing brand loyalty
Growth markets

ROI accountability
Customer collaboration
Privacy considerations
Global outsourcing

Regulatory considerations
Corporate transparency

I 5%
I 3%
I 59%
N 57
B 56
B 56
B -6
B 55%
N 54
S 50%
I 7%

6 Source: IBM's 2011 Global CMO Study: From Stretched to Strengthened (2011)
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As we can see, CMOs are overwhelmingly underprepared for “Data Explosion”. In other words, Big Data.  It’s data that is growing in volume, velocity and variety.  More and more, big data is prevalent in unstructured forms– comments made in social media, youtube videos, chatter on blogs, etc…  Marketers are not only having trouble grappling with the amount of this data, but even more so, they unsure of how to analyze it and most importantly, act upon it.



The majority of respondents recognize this. More than two-thirds believe they will need to invest in new tools and technologies, and develop new strategies for managing big data. Two-thirds likewise believe they will need to change the mix of skills within the marketing function and enhance its analytics capabilities. 



Furthermore, the top three categories (data explosion, social media, and device/channel choice) are all related to another megatrend--the consumerization of technology--which is reaching into nearly every nook and cranny of the business--especially marketing.   While it's articulated as big data or social media, etc....it's one of the mega issues that will/is impacting your business as a whole. 
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Leading marketers are utilizing analytics, outperforming peers

Marketer’s evolving role:

» By 2017, the CMO will spend more on
IT than the CIO (Gartner)

» Customer Analytics represents a
$14.7B opportunity in software (IDC)

* In 2013, 50% of new marketing hires
will have technical backgrounds (IDC)

Revenue growth

Sy DAGR 2002 2070

Leading marketers Leading marketers

Leading marketers:
1. Make more informed marketing investments with greater returns

2. Engage with customers in personalized way
3. Automate, deliver, guide & measure impact of marketing actions across all channels

Sources: IBM Center for Applied Insights: Why Leading Marketers Outperform (2012)
Gartner: Marketing Change survey with high-tech and telecom provider marketing executives (2011)
7 IDC: SMF and SWG MI Analysis, CMO Predictions: Today's CMO Becomes Master of Data (2013) © 2013 IBM Corporation
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Businesses armed with forward-thinking marketing organizations have 3-year revenue CAGR more than 40% higher than that of other companies, and their gross profit is growing at a rate double that of their peers.  So who are these “Leading Marketers”?  In a study, Why Leading Marketers Outperform, Leading Marketers where defined as marketers who meet the following criteria:  they make more informed marketing investments with greater returns, they engage with customers in a personalized way, and they automate, deliver, guide and measure impact of marketing actions across all channels.



They accomplish these criteria by employing analytics, and others are taking note.  Gartner projects that by 2017, the CMO will spend more on IT than the CIO, and IDC states that starting in 2013, 50% of new marketing hires will have technical backgrounds. To put this in perspective, Non-IT technology grew $3.20 to $8.60 for every IT dollar.





We’ll dissect each of these three areas a bit more with our demos.
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It starts with the data

High-value, dynamic data

HOW?

Interaction data

» E-Mail / chat transcripts
 Call center notes

» Web Click-streams

* In person dialogues

Descriptive data
* Attributes

» Characteristics
 Self-declared info

* (Geo)demographics

WHO?
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Traditional approach

WHY?

Attitudinal data
» Market Research
» Social Media

Behavioral data
e Orders

» Transactions

» Payment history
» Usage history

WHAT?
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Back to the Data Explosion.  Whether it is volume, disparate sources, velocity or variety of data – making sense of it is a major problem. But for Leading Marketers, this data represents significant opportunity.  



When you think about data, often you think of the first two types of data in the sections at the bottom: descriptive and behavioral data, which are the traditional purview of a something like a CRM system.  



 Descriptive data is really demographic data – how old you are, are you married, where do you live, how many kids to you have…

 Behavioral data is all about the transaction history you have with a company – how much have you spent, what products or services have you purchased, how often do you use them, do you pay your bills on time…



These two types of data can be an excellent starting point in employing an analytics strategy to your marketing functions, but only give organizations half of the picture. To get a full, 360 degree view of the customer, you need to add interaction data and attitudinal data.



 Attitudinal data can come from social media (twitter, Facebook, blogs, discussion forums) or survey type data – where you learn about a customer’s sentiment

 Interaction data can come in the form of person to person interactions – like a conversation b/w a call center rep and a customer, or it can come from person to system interactions – like a person browsing a website.



The ability to collect, understand and use these data types is a true differentiator for companies today – especially with the speed it is generated and the volume that is created.
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Customer Analytics to
Increase ROI
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This brings us to the IBM Customer Analytics value proposition: IBM Customer Analytics helps you acquire the ideal customer, grow that customer’s lifetime value, and retain profitable customers, as well as enhance customer loyalty by turning satisfied customers into brand advocates.



Acquire: What separates an average company from one that can differentiate from their competition, is the ability to ensure that they are present in all channels with meaningful messages during this time of research.  But even more important, is the ability to determine when that customer is actually ready to make a purchase decision.  With IBM customer analytics, organizations can understand and anticipate customer behaviors and needs and then effectively segment and target those customers to deliver the right offer at the right time through the right channel.  



Grow: And it does not stop after one transaction. Organizations need to maximize customer lifetime value through up-sell and cross-sell activities, engaging them across multiple touchpoints throughout their lifecycle.  



Retain: Some of these interaction opportunities come when a customer contacts customer service.  Empowering these customer service representatives with the knowledge, driven by analytics and bolstered by the information captured throughout the conversation, can determine the correct strategy and action

With this in mind, organizations need to harness the power of the customer’s voice to increase customer loyalty and retention, proactively preventing churn as well as turning satisfied customers into advocates.



IBM Customer Analytics is about gathering actionable insights. Insights that will help organizations Grow their customer base, Increase their share of wallet, retain customers but not just any customers – profitable customers.
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Segment customer base by recency,
frequency and monetary score

Optimize marketing budgets aligned with goals
through what-if analysis

Understand customer behavior and trends
with advanced analytics (e.g. average spend)

Target those likely to respond with
the correct offer, channel, & time

Measure and report marketing

performance & customer profitability
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First lets talk about customer acquisition.  Customer analytics helps companies acquire the ideal customer– ones that will be profitable and loyal. The “spray and pray” approach to customer acquisition (eg sending out a mass campaign to everyone in the database) is no longer effective or sustainable– costs are too high and customers expect personalized, customized offers.  Therefore, it is necessary to attract the ideal customer via the right offer through the right channel and time that will be effective and yield the highest ROI.

 

Some of the capabilities of customer acquisition include:

RFM Analysis: an easy way to segment the customer base by Recency, Frequency and Monetary, so you can target those within the highest value potential, for example.

Benchmarking your marketing goals with your budget and ensuring accurate allocation of resources through forecasting, planning and what-if analysis.

Targeting those likely to respond through data mining & predictive modeling, uncovering hidden patterns and associations within the data to score those likely to response via the correct offer, channel and time.

Measuring and reporting performance through dashboards and scorecards to determine the KPPs and KPIs that drive business results.






»

Demo 1. Segmentation technigques

RFM Heat Map

1k

Drounle-click
a

Leading marketers:
1. Make more informed marketing investments with greater returns

© 2013 IBM Corporation
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Let’s take a look at a segmentation technique. Although a quick and easy way to do so, RFM can drive significant ROI on your marketing efforts.


S
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Grow: Customer lifetime value

Capture customer preferences through
survey research

Uncover patterns in customer behavior
through market basket analysis

Confirm product affinity preferences with
attribution analysis

Personalize up-sell & cross-sell offers
with social media data

- I Analyze results of sales performance &
B ° marketing campaigns, understanding which
valuable segments to target
© 2013 IBM Corporation
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Let’s now look at how to maximize our customer’s lifetime value.



Customer lifetime value is one of the most critical metrics businesses can draw upon to help increase revenue, reduce unnecessary costs and make a significant impact on their bottom line. Organizations that are able to measure and maximize the lifetime value of their customers have a distinct competitive advantage over those who do not. IBM Business Analytics solutions for customer lifetime value deliver deep customer insight into the strategies and personalized interactions that will boost customer profitability. 

 

Some of the capabilities of customer lifetime value include:

Capturing and analyzing unstructured data, like survey research and social media, to understand customer sentiment and the interconnected factors that influence customer lifetime value

Uncovering patterns within the data through market basket analysis to understand customer needs, preferences and propensity to buy, as well as certain items that are likely to be purchased together through market basket analysis

Calculating, monitoring and maximizing the profitability of each customer through targeted up sell and cross-sell efforts, and personalizing those offers through insight gleaned from social media analytics

Continually track customer attitudes and respond to emerging problems and new opportunities
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Demo 2: Up-sell, cross-sell techniques
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Leading marketers:

2. Engage with customers in a personalized way

14
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Let’s take a deeper dive into IBM SPSS Modeler, our data mining workbench and predictive modeling tool. Specifically, we’ll cover how to increase CLV by delivering targeted cross-sell and up-sell offers.
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Retain: Loyal & profitable customers
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Uncover causal factors for satisfaction /
dissatisfaction

Gain deep insight into sentiment, understanding
if product/service is being talked about in
positive, negative, neutral or ambivalent tone

Identify those with strong social influence to increase
advocacy through social network analysis

Deliver targeted retention offers in real time

© 2013 IBM Corporation


Presenter
Presentation Notes
Finally, lets look at customer retention and loyalty.



Customer loyalty initiatives are driven by the business truism that its costs �much less to retain an existing customer than to acquire a new one. But a host �of unanswered questions prevent many businesses from taking meaningful action �on customer loyalty. …Which customers are dissatisfied? Which are most likely �to leave? What can we do to retain them? 



It’s not just about retaining those likely to leave, but also enhancing relationships �with satisfied customers so they will become brand advocates, promoting the �company’s brand/product/services though product recommendations, social �chatter, word of mouth, etc…



IBM Business Analytics solutions for customer loyalty answer these questions by analyzing �customer behavior and identifying the resources and actions that will keep customer satisfied �and loyal. Some of the capabilities of customer analytics in enhancing retention & loyalty include:



 Understand what makes customers satisfied or dissatisfied

 Retain valuable customers by applying predictive models to identify those with the highest probably of leaving

 Improve customer loyalty by identifying the most effective actions and offers that will prevent defection

 Forge more profitable relationships and customer loyalty through satisfaction surveys and behavior analysis

 Prompt people or systems to proactively address issues of customer satisfaction during customer interactions

 Increase customer satisfaction by continually tracking customer attitudes and responding to emerging problems and opportunities
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Demo 3: Real-time offer techniques
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Leading marketers:
3. Automate, deliver, guide & measure impact of marketing actions

across all channels
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Finally, let’s see Analytical Decision Management in action. With ADM, your marketing offers are automated and optimized, with a targeted offer delivered in real-time, at the point of impact.




ROI In Action

© 2013 IBM Corporation
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Fiserv
Increasing marketing response rate and improving business outcomes

The need: “Qur predictive analytics service will
With the trend toward consolidation in the banking industry, small and midsize banks help financial institutions focus on their
and credit unions are seeking to attract, retain and grow profitable customer most profitable customers and create
relationships while competing with the analytic capabilities of new mega banks. goal-oriented offers that are targeted to
However, smaller banks and credit unions frequently lack the scale and resources to each customer’s specific needs.”

develop predictive analytic programs, hindering their ability to compete. Bl R, SanE i e

. Decision Optimization Solutions, Fiserv
The solution:

Working with IBM, Fiserv is turning billions of raw transactions into actionable insights = Solution components:
that help small and midsize banks better target offers and maximize their marketing = |BM Cognos BI
dollars. The use of cloud-like technologies to consolidate and virtualize servers helps « IBM SPSS Statistics
reduce costs and accelerate time-to-market.

IBM SPSS Modeler

The benefit: * IBM SPSS Collaboration & Deployment
» Estimated increase of 100 percent or higher in the response rate to targeted Services
marketing initiatives = IBM Information Management
» Expected increase in debit card utilization = IBM Power Systems
= Estimated IT savings of USD8 million over five years through server , :
consolidation and virtualization I:ISBI V.
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Client: Fiserv



 As a leading financial technology services provider in the industry, Fiserv processes roughly 20 billion data transactions and moves more than a trillion dollars each year.  The company supports more than 16,000 financial institutions.

The need: 

Many large financial institutions have embarked on aggressive programs to use predictive analytics technology to enhance their revenues. Smaller banks and credit unions frequently lack the scale and resources to develop these programs, hindering their ability to compete.

The solution: 

To enable its clients to deliver “high-impact” customer experiences, Fiserv must integrate billions of transactions from core banking account processing, person-to-person payments, mobile payments, electronic funds transfers, and e-bill payments, and apply predictive models and analytics to determine what a consumer will likely need next. This information then must be fed into business intelligence dashboards that present the findings to bank staff. It’s a huge undertaking, one that Fiserv executives believed only IBM could support. To support this and similar initiatives, the midrange IT team is using cloud-like technologies to consolidate and virtualize servers, optimizing server utilization while providing the right platform for the right workload. 

The benefit:

Moving to a virtualized infrastructure on an integrated platform from IBM will help Fiserv to save an estimated USD8 million during the next five years. Additionally, by helping small to midsize banks apply predictive analytics, these banks can realize a number of meaningful financial benefits. These include, an increase of 100 percent or higher in the response rate to targeted marketing initiatives and a significant increase in debit card utilization.
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Neck & Neck

Optimizing its loyalty club promotions and reactivate dormant buyers.

The need

Predictive analytics enables this children’s wear retailer to segment customers by
profitability, family size and transactional status, so that it can target its customers
with promotional offers based on their preferences and past buying behavior.

The solution

Through the deployment of highly scalable solution the company is now able to
leverage its loyalty club data to identify ideal variables (such as customer
profitability), establish the importance of the variable within the model and achieve
the desired balance of predictability and business profitability.

By parsing customer data by value segments, sales managers in multiple countries

Can now analyze massive amounts of data related to profitability, purchasing habits,
family size and transactional status. Through this analysis, managers can better Solution components:
leverage the company’s loyalty program and enhance the overall customer

. . . . = IBM SPSS
experience delivered in their stores.
_ = |BM InfoSphere
What makes it smarter = |IBM DB2

» Increased promotional campaign response rates by 20 to 25 percent

* Increased average purchase amount per customer

= Achieved ROI after just one campaign

19 © 2013 IBM Corporation
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CRDB: http://w3-01.ibm.com/sales/ssi/cgi-bin/ssialias?infotype=RF&subtype=CS&htmlfid=AFRG-87KEN3&appname=crmd



Client name: Neck & Neck

 

Public Case Study: http://public.dhe.ibm.com/common/ssi/ecm/en/imc14533usen/IMC14533USEN.PDF
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IBM leader in Customer Analytics, time to value

7N
NUCLEUS | The Real ROI from SPSS

* 94% of customers achieved a positive ROI,
average payback in 10.7 months

* Over 90% of users attributed an increase in
productivity to SPSS

» 81% of projects were deployed on time, 75%

_ on or under budget
Forrester Customer Analytics Wave:

IBM ranked #1 in both

Strategy and Market Presence
20
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As we’ve seen today, enhancing the customer experience, maximizing customer lifetime value and delivering effective marketing campaigns requires getting smarter: getting closer to the customer while attaining significant and timely ROI.



In the recent Forrester Customer Analytics Wave, IBM Customer Analytics ranked #1 in both strategy and market presence, noted for it’s formidable complete solution.  In addition, a recent Nucleus Research report noted the real ROI delivered from SPSS, with 94% of customers achieving a positive ROI in their investment, in less than 11 months.
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Next Steps...

Identify place to start
» Focus on 1 business problem

« Perform cost/benefit analysis

Leverage existing tools
 Team up business strategy + implementation strategy i
Perform cost/benefit analysis:

 Start with readily accessible data, open architecture

What is spend on avg.
marketing campaign now?

Execute What if we could send offers
to 20% of our customers, but
receive 70% returns?

» Define achievable goals
» Build on small wins to launch larger initiatives

© 2013 IBM Corporation
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Where should you begin?  It’s important to note the flexibility of these solutions, available on the cloud (SMA), as SaaS (ADM), on premise, etc... 



1 - Start With a Strategic End in Mind – what business problem do you want to solve?�Avoid the “ad hoc trap” by focusing on a strategic objective

Define your strategic focus

These details help identify the business goals to be achieved, key project stakeholders, and solutions currently in place.

Describe success metrics

Determine the best way to quantify project results and prove value to your stakeholders 

Begin cost/benefit analysis with success benefits

Define each success metric, specify monetary measures where possible, total the benefits, identify the “goal owner”





2 - Line Up Essential Resources �Sell your business case internally to get the commitments you need

Line up the right people

One person can serve multiple roles– the key is collaboration between strategy (LOB) and implementation (IT)

Line up the right data and secure buy-in from the data expert

Start with readily accessible data 

Line up the right tools and secure IT buy-in

Stress open architecture, flexible deployment options, quick time-to-value



3 - Define Executable Data Mining Strategy �Plan how to achieve your objective by capitalizing on resources

Define achievable goals

Ex: How many products will a customer buy, given their purchases in the past 3  years, demographics, and item price?

Define success

Predictive accuracy is integral, but only need a certain level of accuracy to achieve desired objective

Plan to make trade-offs to determine when accuracy is high enough to achieve business goal

Gain quick win

Once one business challenge is tackled, it is easy to replicate and reiterate the processes elsewhere in the department/enterprise.
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Thank You!

© 2013 IBM Corporation

22



F
_m
ﬁ
{
o
w
a

@
____:__

2013 IBM Corporation

23



	Increasing Marketing ROI with Customer Analytics
	The agenda
	Slide Number 3
	Slide Number 4
	IBM Global CMO Study
	CMOs underprepared for new market dynamics
	Leading marketers are utilizing analytics, outperforming peers
	It starts with the data
	Slide Number 9
	IBM Customer Analytics: Acquire, Grow, Retain
	Acquire: the ideal customer
	Demo 1: Segmentation techniques
	Grow: Customer lifetime value
	Demo 2: Up-sell, cross-sell techniques
	Retain: Loyal & profitable customers
	Demo 3: Real-time offer techniques
	Slide Number 17
	Fiserv�Increasing marketing response rate and improving business outcomes
	Neck & Neck�Optimizing its loyalty club promotions and reactivate dormant buyers.
	IBM leader in Customer Analytics, time to value
	Next Steps…
	Thank You!
	Slide Number 23

