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THIS IS A STORY ABOUT
CUSTOMER ANALYTICS & BIG DATA




CHAPTER 1:
HOW DID IT ALL START




CONSUMERS TAKE THE LEAD




Some statements on consumers

= What happened to good old loyalty ?
— Loyalty to brands ?
— Loyalty to shops ?

= |s it still possible to influence the “empowered” consumers ?
— Does advertising still make sense ?
— What can we do with all the data consumers generate ?
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THE CMO’S CHANGING WORLD




In 2011, we identified several CMO priorities for transforming the
marketing function in response to the emerging digital economy
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CMOs identified three key factors for tackling their priorities, each of
which relies on the effective use of emerging digital technologies

Use
advanced

analytics for
deep customer
insight

Design
rewarding
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experiences
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execute on
the customer
promise
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Some statements on Marketeers

= Agility is key !
— Marketeers change their mind every day... And they should !
— A plan is something you can adapt, not stick to !
— Speed to act/react is crucial !

= Big Data is great, but how do we use it ?
— Which data are relevant to our business ?
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CHAPTER 2:
HOW DO WE DEAL WITH IT
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Typical customer data

Attitudinal data
* Opinions

Interaction data

» Email and chat transcripts
» Call center notes » Preferences

» Web clickstreams

* Needs and desires

* In-person dialogues

Behavioral data
e Orders

Descriptive data

» Attributes
» Characteristics * Transactions
» Self-declared information » Payment history

» Usage history
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» Geographic demographics




Typical challenges where Big Data Analytics bring value

Optimize Offers and
Cross Sell

Customer Insight and
Profitability

Contact Center Service
Optimization

How can | deliver more timely,
relevant offers and improve
response rates?

How can | anticipate customer
activities and better
understand needs?

How can | better understand
customer issues and resolve

them more efficiently?

Enterprise Operational
Risk Management

Fraud Detection and
Mitigation

Big Data Security

How can | monitor internal
systems activity for outages
and risks?

How can | better predict,
detect and investigate fraud?

How can | protect my network
and my business from
intrusions and attacks?

Asset Optimization

Optimize Consumer
Payments

How can | Improve trading
decisions, portfolio
compositions and valuations?

How can | monetize consumer
payment information while
lowering costs?
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Big Data & Analytics capabilities required to address the challenges and opportunities
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Big Data & Analytics Strategy, Integration & Manage

Big Data & Analytics Platform

Real-time Data Processing & Analytics

Landing,
Exploration
and Archive

data zone

Operational
data zone

Deep
Analytics
data zone

EDW and
data mart
zone

Information Integration & Governance

Big Data & Analytics Infrastructure

What action
should |
take?

Decision
management

What is
happening?

Discovery and
exploration

What did
| learn,

what'’s best?

Cognitive

What could
happen?
Predictive

analytics and
modeling

d Services

Why did it
happen?

Reporting and
analysis

New / Enhanced

Applications

f

Marketing
Management

PFOI uct

Management

L

Sales

o

Customer
Analytics

©

Customer

Service
-




BUT IN THE END...
BUSINESS USERS RULE !




THE SHIFT, from this...

Results need interpretation by statistical experts
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To this...

Results ready for business interpretation

IBM SPSS Analytic Catalyst

Summary

Explore

Sample Project ~

Sort by Relevance
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Product Mix is a key driver of
YTD Quota Attainment

Customer Satisfaction is a key
driver of YTD Quota Attainment

Account Age is a key driver of
YTD Quota Attainment

Industry is a key driver of
YTD Quota Attainment

Upsell Pipeline is a key driver of
YTD Quota Attainment

Years of Experience is a key driver
of YTD Quota Attainment

Projects

EEUE () Topinsights

{} My Favorites Time period e E——

@ Target: YTD Quota Attainment

YEARS OF EXPERIENCE

CUSTOMER SATISFACTION

ACCOUNT AGE 0

YTD Quota
Attainment

INDUSTRY

UPSELL PIPELINE
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Characteristics

Data Source: C08

Number of records: 90
Number of fields: 25

i. Data Quality

2 fields (8%) have constant values
1 field (4%) has outliers
1 field

O Key Analysis Indicators
A Decision Tree could not be
computed for the target

231 Key Drivers were evaluated

60 were found useful, and the top

50 are available for exploration of the
target

Field Associations for all 231 pairs
of targets and/or inputs were
computed

Field Summanies for 25 fields were

computed. 2 fields were found to be
problematic and have limited use.

@ Target [
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HIGH LEVEL DATA MINING DEMO
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Thank You




