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4 Buy

Drives intelligent,
adaptive and
optimized
extended supply
chains based on
customer
demand

-

Service
Anticipates
behavior and
delivers flawless
customer service
across all
channels

/

4 Market

Creates
personalized and
relevant offers
with unified
cross-channel
marketing
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want, when and
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Nowadays there are more communication channels than ever...
Marketers must integrate all aspects of marketing
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How your customers and prospects behave across owned media
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CUSTOMERS & ~ ﬁ _______________
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What your customers and prospects expect

CUSTOMERS &
PROSPECTS

IBM Confidential

One person
behind all the
channels,
pulling the strings”
and guiding
the dialogue
& relationship

|

ARKETER

© 2012 IBM Corporation



SmarterCommerce

flwl
I
il

<

What your customers and prospects actually experience

CUSTOMERS &
PROSPECTS

- agenda
LN 1 o gy S0

W agenda

strategy Jj ltechl)

agenda

o () 1 g gy SILOS
agenda

¢ ¢ 1 g gy StOS

agenda

Wm

da
W agen

a strategy ) tech)
agenda
O DX ¢ m. ey SILOS

IBM Confidential © 2012 IBM Corporation



SmarterCommerce

What does it take to enable cross-channel, interactive marketing?
Cross-channel, interactive marketing
Is like a good conversation.

Marketers need to:

DECIDE WHAT TO SAY NEXT

...and repeat this over and over again across thousands or
millions of customer relationships.

(@miﬁ fﬁ‘@H)) dpEiigut help from technology!
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Technology framework for cross-channel, interactive marketing

4 )

Awareness | Decisioning | Execution

LISTENJAND UNDERSTAND

DECIDE WHAT TO S5AY NEXT
(only thlen) SPEAK

Operations
MANAGE
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Technology framework for cross-channel, interactive marketing

‘A

wareness

Identify
opportunities
and predict
marketing

outcomes

Decide on the
best message
or offer to
extend,
in any channel

Decisioning

Deliver
messages
and retain a
memory of
interactions

\_

Facilitate cross-channel planning, design,
execution, and measurement

Operations

Execution\

J
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Technology capabilities within this framework

‘A

wareness

Decisioning | Execution
_ Outbound ail Delivery
Web & = ital Campaign eliverability
Analytic Management
Outbound
. segments
Event Detection —tp —4p List Production
redcre " \ optmmon N || Inbound
Analytics Integration
Visual Inbound ,
o ; Interaction ol oG
Exploratién onitorin
Management 9
Operations
Performance Budget & Project & Data &
Management Expense Approval Asset
& Reporting Tracking Workflow Shariny
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IBM Campaign

= Used to plan, design, execute, measure and
analyze personalized marketing campaigns

Efuili
i T

S = Capable of managing all types of large-scale,
e e multi-wave and cross-channel campaigns

R TRIET .
r -utJ = Creates a “marketing system of record” for

} offers, segments and interaction history

SR e
r
Teg 34 L4

= Recognized best-of-breed functionality,
PR T Y scalability and record of customer success

el ! abll Eupil) J
. J sl : __‘f = Serves as integration hub for add-on modules:

w — Email marketing
— Contact optimization

— Real-time interactions
— Distributed marketing
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Campaign Logic as Flowchart
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Of course campaigns have to be...
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Cross-channel
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IBM Interaction History - cross-channel data mart of relevant stimuli
and responses

= Unified repository of customer
interaction data across channels

= Associates a customer’s
interactions across channels to a
single customer identity using
unified customer identity
mappings

= Ties anonymous customer

interactions to known customers,
whenever possible

= Ties cross-channel campaign and

offer data using common codes Provides structured granular

data required to create holistic view of
customers and draw fact-based insights
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Add-on Capabilities

4 Optimization 4 Operation Management
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Analytics

Email Delivery
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From Web Analytics to Customer Insight to Marketing Execution

Ao wriri Aty yYHE vy

Number of Visitors

2,069
Entered difer code

1. Tap into visitor level detail

473 Stated Shopping Cart
470 Began Checkout

467 Viewed Order Form
399 Completed arder form

Lemaire, Garth
LIm-ACME Inc.,

;?L:IEZKEE::;:I?&E&mﬂllblOCkE.C( et N 2. Automate
= business rules

His-ACHME Inc.,
E-mail: Clay218@yahoo.com 361 626 335
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5. Prioritize Leads : _
for Direct Sales 4. Trigger e-mail,
direct mail & more
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Marketing Evolution: From Batch to Customer Centric

s
Enterpfise

Enterprise Initiated, N
Marketing Driven

Customer

“Intrusive”
1-5% Response

Source: Gartner Group
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Traditional Outbound ...

The same message to every
Customer

“Shouting”

Me/;{,
%,
(o
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Marketing Evolution: From Batch to Customer Centric

s
Enterpfise

Enterprise Initiated,

J -‘--H-..
Marketing Driven L
Customer Triggered, e
Product as Service S
— -

Customer

“Intrusive”
1-5% Response

“Convenient”
5x Success

Source: Gartner Group
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Dialogue ...

Listening,
Understanding then
Speaking

S

|
\\

—

e

A
A
A

— S
—
-

—_
—

Unique.conversation

customer
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with each and every, ™)

€ € Ceeccess

“Timely and
Relevant” Messages
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IBM Detect

= Monitors customers’ granular
transaction data and identifies
meaningful behavioral changes

= Alerts lead management or campaign
management systems

HWRw x FOEPEFFFFIFT I G| o o [wn z] [2d e component

e SN RAA
| End ot Run Tz Spike In THZ A Spike in
nnnnnnnnnn Usoge —;! Usage
\ATx oM AITon
— &> [——
THz ESI
o
E

= Can work with overwhelmingly large
volumes of data without requiring

it heavy additional IT investment
o
. f"\_j_“""ml_* | = Comes with a library of trigger
L o s definitions and tools to define and

build new triggersUsed to plan,
design, execute, measure and analyze
personalized marketing campaigns
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Event-Based Marketing

Traditional Batch Campaigns
“I have an offer or products”
»» “l have a

with a change in
behavior that suggests a need...”
2

“I'll tell people about it
when | choose to”

,..e"."-’qﬁ

“I'll presentation an offer now,

© 2012 IBM Corporation
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Managing the Complexity

I Properties l Component Graph I Component List I Copy Components from _

H & X =P A7 7RI 5 | @ 6y [00x ] [add new compenent... o]

=
deposit
transaction
HEEEEOEE
| =mme End of Fun
L Transaction
(B |
action unusual
deposit
y > Acicn B
save deposit unusual )
transactions | Unususl Depos{  deposit |
o
: * *
Qi Check For !
Transfer |
¥
deposit check for
+| transactions unusual
deposit
Containar =0
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Complex Triggers - Few Mouse Clicks

Long Cycle Behavior (upper bound)

r o o
p o * o - *
f +__ Short Cygl€ Activity -
g ¥ * *
Unusual seseaseanad
Activity
Long Cycle Behavior (lower bound)
Behavior
The latest Weeky Sum of Deposits : Spike Value

Exceeds the 3 Month Average Weekly Sum

1 Week Sum By 3 Standard Deviations

,,,\ ,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,,

Sum
v

—|— — 2 StdDev

I | — — 1 StdDev

Historical
Average

Historical Period
3 Months

Spike Period

1 Rolling Week

Spike Value — Historical Average > 2*StdDev

Edit Trend...

Details Properties

~ Trend Type
Type: IExceeded Standard Desviations
Humber of Standard Deviati .
IConstant j
2
—Data Source
Type: I Container j
Hame: Ideposit transactions j
Field: I Amount j
Spike Value
Spike Period: ™ |1 ICaIendar Day j
Function: ISum j

rHistorical Walue For Comparison

Historical Period: ™ fi | sonth

[l Subgrouping within historical period:

Le

¥ Advanced Configuration

Histarical value =

Rize or fall from historical value =

Percentage rise or fall fram historical value =
Mumber of container data points in historical period =

Ertity start date must be before historical period begins:

Component will not fire until this date:

[

—
—
e
—
-

Current Workspace: AMNT
Trend Hame:

check for unusual deposit

Looking For:
In:

Draily Sum

Ouer:

honthly Average
Of:

deposit transactions Amount
Advanced Configuration:

-Percentage rize or fall from historical value = 10%

-Mumber of container data points in each historical period = 5

© 2012 IBM Corporation



SmarterCommerce

Marketing Evolution: From Batch to Customer Centric

i
S

Enterpfise

Enterprise Initiated,

Customer
A TN .
) “Intrusive”
Marketing Driven P 1-5% Response

Customer Triggered, o o “Convenient”

Product as Service S : 5x Success
-

Customer Initiated, | “Appropriate”
Relationship Driven . I 10x Success

Source: Gartner Group
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IBM Interact

= Determines, in real-time, the best personalized
message for each live customer interaction,
especially “inbound” contacts

= Can plug into any customer touch-point: Web site,
call center, kiosk, point-of-sale, etc.

= Personalization based on historical data and new
information gained during the interaction

= Connects and coordinates inbound marketing with
outbound campaigns

i 3:-:'.;:_'-'_-:'-;-"- w1 ] = Designed for easy usage and management

mame = b ‘ (“so easy a marketer can do it”)

= Can scale to meets the most rigorous performance
requirements: 100,000s of concurrent sessions,
response times < 0.1 sec

© 2012 IBM Corporation
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Inbound Marketing

Hold Time...
..Authentication

OFFER

Reason
CALL CENTER

for Call

Resolution
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Some examples of Interact use case

Increase conversions on Web sites

Help call center agents retain and cross-sell/up-sell

Help in-store/in-branch personnel engage customers on the spot

Present offers on ATMs during withdrawals & deposits

Use point-of-sale offers to get customers back to the store sooner

Present offers on in-store kiosks to influence that day’s purchase
Personalized confirmation emails

Send messages to mobile devices based on location

Deliver personalized messages in Facebook apps

© 2012 IBM Corporation
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Interact usage — illustrative example

Calls to Interagt drivegpage content

—
¥ Erm.r}w-—l:l: I com) software feetlh
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are

’- Whitepaper: Total Cost of
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| Application Server 7 ‘ i .
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o — T ———" Behavioral Adjustment \I : BN 50A Appiication Foundation A/B Test
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Wiy Softeany 1 [TV
Hr— Solwars far S04 manis hal anabies SMAMIC iINToAMCNS DULAEES MOCHSES r f—
0 dalivars highty sSeTNgapplicaton wirasinciunes fof of tusngss shugtens

Eligible Seament Recommended Offer Score ..
Integration Search  Offer A — WAS MQ7 100 | foonwoaviensoners procmes
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Java 5 Search Business Agility 90 s
TCO Wh i te St u dy 75 .n|'1'1-\.']':‘ W IArESanGC e Fix i OF OC S MANSDETWT
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Typical business results...

More effective marketing:

~
Improved customer value,

loyalty & retention
5-15% increase is typical

f

Higher online marketing ROI
15x-25x increase is typical

More efficient marketing:

More campaigns with the

sSame resources
2-5x increase is typical

(

Reduced cycle time for
marketing efforts

40%-80% reduction is typical )

Higher campaign ROI

15-30% increase is typical

Increased response rates
10-50% increase is typical

(

Reduced marketing costs
20-40% reduction is typical

J
=
Lower customer acquisition
costs
25%-75% reduction is typical )

Increased order value
15-20% increase is typical

Other business metrics

revenue, profit, others vary by industry (assets under
management, ARPU, #products owned, etc.)

© 2012 IBM Corporation



b
i
"

@-

SmarterCommerce

Engages each customer and prospect
In a one-to-one dialogue across communication channels

Analyze r- 7\ . Decide
L \/

4"} Deliver

N

Collect @

T

Manage
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Q&A
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LT=adTS N
Hindi g ﬁi
C n a C ” 6 0 Traditional Chinese
Russian

Vo 1fl

Thai q
(Gracias

Spanish

Obrigado

Brazilian Portuguese

Danke
» German °
Grazie z '[(Ej- Mezxci
Italian

Simplified Chinese
Tamil

HUNESTETNVELT

Japanese
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