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Social Media Analytics: A Catalyst for Richer
Customer Insight
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“The purpose of business is to create
and keep a customer” -- Peter Drucker
(Buy ) [ 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 cha//enging
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‘Getting closer to the customer’ is top priority in the New Economic
Environment

Dimension to focus on over the next 5 years

Retail
Getting closer to customers 93%
People skill B
Insight and Intelligence e 5%
Industry model changes s 5%
Revenue model changes s 539
Risk Management G 45%
Enterprise model changes e 44%
“Technology is already impacting our clients’ | A
behavior: currently clients are price checking g

over four continents using today’s technology ”

Mike Ward, CEO, Harrods, United Kingdom
q

Source: IBM Global CEO Study 2010
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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

Agenda: Today plus:

+ Drive consistent interactions across all channels
+ Steward the complete customer experience
+ Enable information & insight across the business

+ Antici
Anticipate customer needs '-

g

+ Monitor and harness customer evangelism N N\ "
T

+ Optimize outcomes and return on investmenﬂ .
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We have entered the age of the empowered consumer
Get it now
or go
elsewhere!
° ., °
o %o
. o
: e
95 million 75% $93 billion v, 9% &
Number of tweets sent Percentage of people who Amount in sales misseolluf
via Twitter each day believe companies don’t tell to out of stock inventchry

the truth in advertisements
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The smarter consumer has four clear expectations for the shopping experience

Know Me Listen to Me
Personalize promotions Tune into my channels
Know my preferences for payment, Value my feedback on products and
receipts, etc. services
Personalize assortments to my location Let me control the conversation

@l Empower Me

Serve Me |
Have the products | want in stock Let me use my technology to:
Provide a valuable loyalty program » Discover promotions while shopping
Have knowledgeable employees e Compare prices
Provide ordering for out-of-stock items » Get more information

» Seek service, help, order, checkout, pay f_
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Winning organizations see the business opportunities provided by
analyzing social media content

Percent of “Winners””) see as top opportunities:
0 Identifying customer needs helps us develop new approaches to them
89% identifying cust ds helps us devel hes to th

78% Better insight into demand through customer sentiment analysis

60% Gathering customer reviews and suggestions shows we care/helps build loyalty

56% Social media provides a new way to validate assortment

Source: RSR, Social Media’s Impact on Customer Engagement, May 2011
*) “Winners” defined based on year-over-year comparable store/channel sales improvements
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Analysts support cross enterprise use of social insights and analytics to drive value

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 ClI
professionals. As firms progress their use of social media data, they’ll begin to integrate it
with their broader customer databases.

Forrester Research

The 2011 Listening Platform Landscape, December 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.

Gartner Researr.h "

&4 u

Social Media Makes Marketing Metrics More Meaningful, Septemb!r 2010
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Social Media is not only influencing consumer behaviour but creating vast

amounts of new and valuable information
Stat Watch: 500 Billion

That's the number of impressions that censumers share with

others online about products and seraces annually, say Josh
Bernoff and Ted Schadler, Forrester Research analysts and
the authors of Empowered. More than 60% of those
impressions are shared on Facebook, and 16% of users
generate 80% of messages and posts about products and
semvces

| nig sala
| &t Macy's
ol

in the stone)

DOMN'T EAT
AT JOE'S

of consumers trust peer
recommendations

EE ceooic

twitter VYeIp

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

]
million people worldwide vislted / é
a social networking site. 4

‘ ’

Source: comScore, Social Networking Phenomenon 4
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Social Media Analytics helps organizations extend beyond traditional
segmentation and gain enhanced understanding of the consumer

Econometric:
Time until Real-estate & ¢

Repurchase in Unemploy;gen!:t

Key Categories
N\ 1 .,,ill}‘ b

: “‘ J \
; Participation
in Loyalty
N\

Most segmentation
approaches only
focus here

Income +
Geography

Annual
Transactiqns

Program
Use of In-
Preferred House Credit
Product Use of Card
Categorie\ 1 ' Service
Preferred © s 4 \Return/ Programs
rererre Y 5 Exchange
Chanrgl ’{‘q“‘\“ w\ Behavior
i Breadth of . . . .
2 Categories Social media analytics can provide an
Length of N Shopped increased aperture of the consumer
CustomVr é‘ ‘ Respozse and the ability to see new patterns g
o ’ to Medi oy
it h\ o veda and opportunities -
““ Recency + N o
i3 Frequency +
“ Value ‘ 2
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BM can help you on your path to customer value

. Develop deeper Gain a comprehensive Achieve near real-time
understanding of understanding of : consumer insight and
consumers consumer behavior, decision making

_'_': loyalty and attitudes

* Create better understanding of consumer « Refine consumer and shopper . Act with speed to improve promotions
sentiments via social analytics {  segmentation models i and merchandise mix

e Gain insight into shopper and consumer « Use analytics to optimize ° Operate near real-time at store level to
needs, preferences and behaviors i merchandising, promotional and : dramatically improve performance

e i marketing tactics g »

 Capture and leverage insights to create g :* Align all aspects of traditional and
differentiated product and service {« Plan more effective promotions and  ; digital consumer communication
offerings : improve merchandise mix i+ Facilitate a cohesive cross-channel

: : o . P . , : shopping experience
* Gain multi-channel insights to provide i« Listen to digital channels and deliver PpIng exp

consistent brand experience i personalized 1:1 communication

\gf

* Improved visibility. of .« = Increase consumer loyalty and » Maximize margins by proactively

behavior & perceptions i reduction of brand ‘trade-offs’ ¢ refining promotional and
Al . . : .. ¢ merchandise plans via live mar"l." 1
= Aligned offerings with consumer : = Improve category revenue and profit : insight ;
expectations and segments " g
: i = Increase lifetime value of the

* Increase consumer awareness and ; i e
shopper retention : ' e

Relative scope and complexity of change N
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IBM Cognos Consumer Insight

( : Business Drivers
Competitive Analysis Corporate Reputation | Customer Care J
Campaign Effectiveness ) Product Insight

I

COMPREHENSIVE SENTIMENT
FACEBOOK ANALYSIS

Source Areas

= Keyword Search = Dimensional Analysis
= Dimensional = Filtering
Navigation = \oice

= Drill Through to

Content
DISCUSSION FORUMS

f

AFFINITY ANALYTICS EVOLVING TOPICS

TWITTER

* Relationship Tables = Relevant Topics
NEWSGROUPS = Relationship Matrix * Associated Themes
* Relationship Graph = Ranking and Volume

Z0——H>»0V0OMAHdZ —

MULTILINGUAL
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IBM Cognos Consumer Ins[ght

Why choose CCI?

 The industry’s most scalable social
media analytic application

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

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

 The only solution capable of
seamlessly integrating with a robust
business analytics environment
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Case story - Competitive brand analysis

Sophisticated analytics revealed which beverage attributes are being leveraged by the competition

--
First dimension: Second dimension: . 4
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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.

LE

i Overwhelming
positive response
to high-profile
sponsorship

Ay AL iy Ry Loy

el

Snippet: _ in that chameleon type colourway. Already o | a aig n
pre-ordered those in the leather version.

orond: IR Suppet, SLe i
Brand: Model:
Sentiment: positive . g
Date: 05/30/2010 Design Brand:
Sentiment:
feedback

Snippet: RT @Heather_SBFC: Coming home from training. Been wearing the
Sentiment: posikive

Date: 07/07/2010

Language: English

They are awesomel




| g ||
IRIH
ily
ln
|
L
#
i
@-
N

IBM Performance Event 2011
Smarter Decisions. Better Results.

Case story — Product preference analysis

Washing powder manufacturer tunes into a new thread of dialog on
what consumers like and dislike about the competition

Discussions by Topic/Concern “Smell” Related Discussions by Brand Competitive
30.00% Brands
25 00% 24.20%
. 0 ]
20.00% - 60.0%
15.00% 50.0% oA
00% - Drill .0%
_ |down | @B
0f — 0, S
10.00% 7.40% === |>0.0% | mC
5.00% - . 1.9% 1.50% 1.2% ¢ 5004 0 00 WD
0.00% - e HE
20.0% uF
W Smell W Stains B Hygiene e BG
B Palm oil [JAllergies M Cold wash ﬂ/ OH
4 “Have again bought [brand E]. | just can't

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

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] ”

. . .. N
Further drill down provides new insight for the product development lab on consumer.;
sensitivities , and an opportunity to capitalize with a quick-response competitive carﬂa&i
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Helping organizations gain actionable insights through advanced analytics
Social Media Analytlcs Customer Analytics

W 1oomanent ~ imba [P} eskobo |Wmmoni i U 7 TTIED
- e o RelaIthaoyledJmemeras@mmstmlemppmajadita
Cognos Consumer Insight fegm internal or A AN N miesy
Front-end Reporting Bpintegration
)
CEoee o CIEWEICIETIET ESETE s —1 —_
=== . g———, N A jl —
B intelligence. i o ncy
= e e e e custorper&b aveor and Response Uee ol
- N ] _ Tirne until c" "‘- Use of
| St wannsane g . ] . :::IE;II-;&I“ f \ Service
—_— epories Programs
= Actionable Insig h (s sesthot  peur
Shopped Behavior

Optimize marketing and promotional spend, target the right customers with the right
merchandise and services, shape public opinions, stay ahead of emerging trends]
brand awareness and loyalty \
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Why Partner with IBM?

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.

FORUMS/NEWSGRO

2Qt7ojto

i \dugc

(1| Tube}

*metocale

tumblr.

WikirEDIA
= pbwiki

SOCIAL
NETWORKS
(Publicly
available)

The only company capable of helping wikiHow
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.

100+ million
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