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“The purpose of business is to create
and keep a customer”

 
--

 
Peter Drucker
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Buy Market Sell Service

The purpose of marketing is to generate demand and be 
the steward of the customer brand experience

…and this has never been more challenging



‘Getting closer to the customer’ is top priority in the New Economic 
Environment

Dimension to focus on over the next 5 years

Source: IBM Global CEO Study 2010

Retail

Getting closer to customers

People skills

Insight and Intelligence 

Industry model changes

Revenue model changes

Risk Management

Enterprise model changes

93%

88%

85%

55%

53%

45%

44%

“Technology is already impacting our clients’ 
behavior: currently clients are price checking 
over four continents using today’s technology ”

Mike Ward, CEO, Harrods, United Kingdom



The evolving role of marketing

Agenda:



 

Understand the market and the customer



 

Build awareness and demand



 

Steward the company’s brand experience



 

Drive brand strategy and execution
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Today’s 
CMO Agenda:

 

Today plus:

+

 

Drive consistent interactions

 

across all channels

+

 

Steward the complete customer experience

+

 

Enable information & insight

 

across the business

+

 

Anticipate

 

customer needs

+

 

Monitor and harness customer evangelism

+

 

Optimize outcomes and

 

return on investments

Tomorrow's 
CMO



Leverage 
social 
networking

Expect 
consistent 
and relevant 
information

We have entered the age of the empowered consumer

Demand 
exactly what 
they want
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95 million
Number of tweets sent 
via Twitter each day

75%
Percentage of people who 
believe companies don’t tell 
the truth in advertisements

$93 billion
Amount in sales missed due 
to out of stock inventory

Get it now 
or go 

elsewhere!



Personalize promotions
Know my preferences for payment, 
receipts, etc.
Personalize assortments to my location

Know Me
Tune into my channels
Value my feedback on products and 
services
Let me control the conversation

Listen to Me

Have the products I want in stock
Provide a valuable loyalty program
Have knowledgeable employees
Provide ordering for out-of-stock items

Serve Me Empower Me

The smarter consumer has four clear expectations for the shopping experience

Let me use my technology to:
• Discover promotions while shopping
• Compare prices
• Get more information
• Seek service, help, order, checkout, pay



Winning organizations see the business opportunities provided by 
analyzing social media content

Source: RSR, Social Media’s Impact on Customer Engagement, May 2011
*) “Winners” defined based on year-over-year comparable store/channel sales improvements

Percent of “Winners”*)

 

see as top opportunities:

Better insight into demand through customer sentiment analysis

Identifying customer needs helps us develop new approaches to them

Gathering customer reviews and suggestions shows we care/helps build loyalty

Social media provides a new way to validate assortment

89%
78%
60%
56%



Forrester Research 
The 2011 Listening Platform Landscape, December 2010

Customer intelligence (CI) professionals require more from their listening platforms 
because they no longer just passively track online discussion. Instead, they use their 
listening platform to identify and act on insights found within social media. Now, listening 
platforms must deliver insights — not just data — and the ability to act on the insights.

…social media sits in a silo with separate tools and technologies for analyzing the data. 
But, like any form of customer data, the future of social media is just more fuel for CI 
professionals. As firms progress their use of social media data, they’ll begin to integrate it 
with their broader customer databases.

Analysts support cross enterprise use of social insights and analytics to drive value

Gartner Research 
Social Media Makes Marketing Metrics More Meaningful, September 2010

Enterprise marketers and IT leaders must work together to build out high-capacity 
analytic platforms that combine traditional metrics and research methods with social- 
media analysis (SMA) to meet the challenges of contemporary marketing optimization 
and ROI analysis. 
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Social Media is not only influencing consumer behaviour but creating vast 
amounts of new and valuable information

78%
of consumers trust peer 

recommendations

Source: August 25, 2009, “The Broad Reach Of Social Technologies”

 

Forrester report

770
million people worldwide visited 

a social networking site.
Source: comScore, Social Networking Phenomenon 



Social Media Analytics helps organizations extend beyond traditional 
segmentation and gain enhanced understanding of the consumer

Age +
Income +

Geography

Preferred 
Product 

Categories

Preferred 
Channel

Participation 
in Loyalty 
Program

Use of In-

 

House Credit 
Card

Use of 
Service 

ProgramsReturn / 
Exchange 
Behavior

Breadth of 
Categories 
ShoppedLength of 

Time as 
Customer

Recency + 
Frequency + 

Value

Response 
to Media

Time until 
Repurchase in 
Key Categories

Annual 
Spend 
Level

Annual 
Transactions

Econometric: 
Real-estate & 

Unemployment

Most segmentation 
approaches only 

focus here

Social media analytics can provide an 
increased aperture of the consumer 
and the ability to see new patterns 

and opportunities



IBM can help you on your path to customer value

U
ni

qu
e 

Va
lu

e 
D

el
iv
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ed

Relative scope and complexity of change

Gain a comprehensive 
understanding of 
consumer behavior, 
loyalty and attitudes

Achieve near real-time 
consumer insight and 
decision making

Develop deeper 
understanding of  
consumers1 2 3

VALUE

• Create better understanding of consumer 
sentiments via social analytics

• Gain insight into shopper and consumer 
needs, preferences and behaviors

• Capture and leverage insights to create 
differentiated product and service 
offerings

• Gain multi-channel insights to provide 
consistent brand experience



 

Improved visibility of consumer    
behavior &  perceptions



 

Aligned offerings with consumer 
expectations and segments



 

Increase consumer awareness and 
shopper retention



 

Increase consumer loyalty and 
reduction of brand ‘trade-offs’



 

Improve category revenue and profit



 

Maximize margins by proactively 
refining promotional and 
merchandise plans via live market 
insight



 

Increase lifetime value of the 
consumer

• Refine consumer and shopper 
segmentation models

• Use analytics to optimize 
merchandising, promotional and 
marketing tactics

• Plan more effective promotions and 
improve merchandise mix

• Listen to digital channels and deliver 
personalized 1:1 communication 

• Act with speed to improve promotions  
and merchandise mix 

• Operate near real-time at store level to 
dramatically improve performance

• Align all aspects of traditional and 
digital consumer communication 

• Facilitate a cohesive cross-channel 
shopping experience



Product Capabilities

IBM Cognos Consumer Insight

BLOGSBLOGS

DISCUSSION FORUMSDISCUSSION FORUMS

TWITTERTWITTER

NEWSGROUPSNEWSGROUPS

FACEBOOKFACEBOOK

Source Areas



 

Dimensional Analysis


 

Filtering


 

Voice



 

Keyword Search


 

Dimensional 
Navigation



 

Drill Through to 
Content



 

Relevant Topics


 

Associated Themes


 

Ranking and Volume



 

Relationship Tables


 

Relationship Matrix


 

Relationship Graph

COMPREHENSIVE 
ANALYSIS

SENTIMENT

EVOLVING TOPICSAFFINITY ANALYTICS

Business Drivers
Customer CareCustomer CareCorporate ReputationCorporate Reputation

Campaign EffectivenessCampaign Effectiveness

Competitive Analysis

Product Insight

MULTILINGUALMULTILINGUAL

DATA

I
N
T
E
G
R
A
T
I
O
N
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IBM Cognos Consumer Insight

• The industry’s most scalable social 
media analytic application

• Richer insight into consumer 
sentiment from billions of blog 
posts and discussion boards

• More sophisticated analysis of 
consumer preferences and 
interests (Affinity and Evolving 
Topics)

• The only solution capable of 
seamlessly integrating with a 
robust business analytics 
environment

• The industry’s most scalable social 
media analytic application

• Deep insight into consumer 
sentiment from billions of blog posts 
and discussion boards

• Sophisticated analysis of consumer 
preferences and interests        
(Affinity and Evolving Topics)

• The only solution capable of 
seamlessly integrating with a robust 
business analytics environment

Why choose CCI?



Case story - Competitive brand analysis
Sophisticated analytics revealed which beverage attributes are being leveraged by the competition



Case story - Marketing campaign analysis
Significant sponsorship investment in Global event and high-profile athlete.  Company 
wanted to assess the impact of their investment on consumer perceptions.



Case story – Product preference analysis

24.20%

7.40%

1.9% 1.50% 1.2% 0.50%
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Smell Stains Hygiene
Palm oil Allergies Cold wash

Washing powder manufacturer tunes into a new thread of dialog on

 
what consumers like and dislike about the competition

Discussions by Topic/Concern
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Competitive
Brands

“Smell” Related Discussions by Brand

Drill 
down

“Seriously, I definitely can’t 
recommend [brand A] to anyone 
with a sensitive nose!  After 2 
wash loads, the whole house 
smells – urgh!!” 

“Seriously, I definitely can’t 
recommend [brand A] to anyone 
with a sensitive nose!  After 2 
wash loads, the whole house 
smells – urgh!!”

“Have again bought [brand E]. I just can’t 
take the smell of [brand A] any more and 
fortunately the bottle is almost empty.  
Somehow, my clothes start smelling kind of 
sour after a couple of days in the closet, 
when I’ve used [brand A] ” 

“Have again bought [brand E]. I just can’t 
take the smell of [brand A] any more and 
fortunately the bottle is almost empty.  
Somehow, my clothes start smelling kind of 
sour after a couple of days in the closet, 
when I’ve used [brand A] ”

Further drill down provides new insight for the product development lab on consumer 
sensitivities , and an opportunity to capitalize with a quick-response competitive campaign



Age +
Income +

Geography

Preferred 
Product 

Categories

Preferred 
Channel

Participation 
in Loyalty 
Program

Use of In-
House Credit 

Card
Use of 
Service 

ProgramsReturn / 
Exchange 
Behavior

Breadth of 
Categories 
ShoppedLength of 

Time as 
Customer

Recency + 
Frequency + 

Value

Response 
to Media

Time until 
Repurchase in 
Key Categories

Annual 
Spend 
Level

Annual 
Transactions

Econometric: 
Real-estate & 

Unemployment

Helping organizations gain actionable insights through advanced analytics
Social Media Analytics

Understand what the 
marketplace is (or isn’t) saying 
about your stores, merchandise, 
service, etc.

Understand the tone and 
impact of that conversation.

Identify areas of opportunity to 
help shape that conversation 
and to gather valuable market 
intelligence.



 

Understand who     
your customers are.

Understand your 
customers’

 

behavior and 
preferences

= Actionable Insights
Optimize marketing and promotional spend, target the right customers with the right 
merchandise and services, shape public opinions, stay ahead of emerging trends, build 

brand awareness and loyalty

Customer Analytics
Revolutionary customer segmentation approach 
tailored uniquely to your model, customer data, and 
operational practices

Analyzing Taxonomies     Analyzing Relationships

Create Point of View

Discovery

Cognos Consumer Insight
Front-end Reporting

+
Optimize spend by
geographic area     

Predict ROI 
by area

Optimize investment strategies

Foresight 
Dashboard

Relate the social media analytics to empirical data, 
from internal or external sources, through seamless 
BI integration

Understand the drivers

 

of 
performance 
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Proven expertise to help you become more  
precise, agile and responsive to customer 
demands and opinions expressed through social 
media by listening, measuring and analyzing large 
volumes of publicly available content on the 
Internet.

The only company capable of helping 
organizations integrate social media analytics into 
their customer processes through a combination 
of industry-leading technology and expertise, 
helping you proactively improve your customer 
relationships via social market insights to 
increase loyalty and customer lifetime value by 
leveraging a broader business analytics 
environment seamlessly.

SOCIAL 
NETWORKS 

(Publicly 
available)

WIKI 
S

PHOTO SHARING

BLOGS

100+ million

MICROBLOGS

FORUMS/NEWSGRO 
UPS

120+ million

VIDEO SHARING

SOCIAL MEDIA NEWS

AGGREGATORS

Customers

Issues

Public
 

Rela
tio

ns

Campaigns
Product

Sa
le

s

Experience

Support

Community

Revenue

R
eputationR

el
at

io
ns

hi
ps

Retention

Why Partner with IBM?
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