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A long tiresome speech  
delivered by 

a frothy pie topping? 
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It was (nearly) twenty years ago today……….. 

Stop Selling Ads and Do Something Useful 

To remain relevant marketers need to ask consumers 

“How can we help you?” instead of “What can we sell you?” 

- Joe McCambley at http://blogs.hbr.org/2013/02/stop-selling-ads-and-do-someth/  

October 1994 for AT&T 
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A customer – are you prepared to be useful? 
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Less cash, more interactions, greater opportunity 
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Shopping is going mobile 
2014: Mobile payment 

offered by Australian 

banks, PayPal, 

(Apple, Google?) 

Australian 

mobile 

purchases by 

smartphone in 

2013 

Source: Google 

Our Mobile 

Planet 
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A simple assertion: use data to inform interactions 

personalise 

interactions 

acquire 

customers 
increase 

profitability 

develop 

loyalty 
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Agenda 
 Perspectives on big data and the consumer 

 Data-driven marketing case studies 

–  acquire customers 

–  increase profitability 

–  develop loyalty by creating valued relationships 

 Concluding thoughts 
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Lifting Customer Acquisition at Constant Contact  

http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness
http://www.ibmbigdatahub.com/video/constant-contact-transforming-e-mail-marketing-effectiveness


Page header content goes here 

© 2014 IBM Corporation 

Email campaign management at Constant Contact 
prospect 

MPP Data Warehouse 

IBM PureData System for Analytics 
email campaign 

small business x 500,000 

(Constant Contact’s customers: restaurants; 

membership organisations; etc) 

Email campaign 

planning and 

execution 

35 billion emails per 

year 
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Analysing campaign success: listening to customer’s voice 

Hadoop 

IBM BigInsights 

prospect 

response to 

35 billion 

emails 

MPP Data Warehouse 

sentiment analysis 

– what content is 

most effective? 

what is the best 

time to email each 

customer? 

small 

business 

sentiment 

analysis 

engine 

text 

analysis 

engine 
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Merging new insight with historic data to optimise campaigns 

Hadoop 

prospect 

MPP Data Warehouse 

correlates 

analyses with 

customer  lists, 

campaign details, 

etc results of content & 

 sentiment analyses 
optimised 

email 

campaign small 

business 

response to 35 

billion emails 
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Acquiring customers to help small businesses grow 

Hadoop 

prospect 

MPP Data Warehouse in
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results of content & 

 sentiment analyses optimised 

email 

campaign 

small 

business 

response to 

35 billion emails 

15% - 25% increase 

in email campaign 

performance 
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Source: http://en.wikipedia.org/wiki/Watson_%28computer%29, file is made available under the Creative Commons CC0 1.0 Universal 

Public Domain Dedication. 

Question 

Question 

analysis 

Question 

decomposition 

Hypothesis 

generation 

Soft  

filtering 

Hypothesis & 

evidence scoring 
Synthesis 

Final merging 

and ranking 

Hypothesis 

generation 

Soft  

filtering 

Hypothesis & 

evidence scoring 

Primary 

search 

Candidate 

answer 

generation 

Primary 

search 

Candidate 

answer 

generation 

Answer and 

confidence 

Answer Sources Evidence Sources 

http://en.wikipedia.org/wiki/Watson_(computer)
http://en.wikipedia.org/wiki/en:Creative_Commons
http://creativecommons.org/publicdomain/zero/1.0/deed.en
http://creativecommons.org/publicdomain/zero/1.0/deed.en
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Online Shopping 

http://baymard.com/lists/cart-abandonment-rate 
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Acquiring new customers at The North Face 

www.youtube.com/watch?v=x6p05Oc6Ih0  

http://www.youtube.com/watch?v=x6p05Oc6Ih0
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Dialogue-based and customer-driven shopping 



Page header content goes here 

© 2014 IBM Corporation 

Increasing profits by reducing “return fraud” 

www.ibmbigdatahub.com/blog/can-retailers-really-predict-shopper-behavior-leveraging-big-data 
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Shoppers value their right to return goods 

MPP Data Warehouse 

PureData System for Analytics 

shopper employee 

returned product + receipt + ID (optional)  

return details 
up to 8% of 

returns are 

fraudulent 

$16 billion lost to 

return fraud in 

USA in 2013  
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Predictive model to identify the one percent 

MPP Data Warehouse 

The Retail Equation Verify-3 

predictive analytic model 

shopper 
employee 

returned product + receipt + ID (optional)  

return 

details return analysed against 

all others by shopper or 

known associates 

enforce return 

policies by: 

SKU; date; 

geography; etc. 
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Real-time consumer-based decisions automated 

decision 

MPP Data Warehouse 

shopper employee 

returned product + receipt + ID (optional)  

return details 

approved  

declined  

warned  

decision 

generated in 80 

milliseconds or 

less 

The Retail Equation Verify-3 

predictive analytic model 
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Reward loyalty while reducing fraud automated 

decision 

MPP Data Warehouse 

shopper 
employee 

return details 

approved  

declined  

warned  

decision communicated to shopper 

8.2% reduction in 

return dollars 

The Retail Equation  

consumer call centre 

Warnings and Declines 

accompanied by invitation to call 

The Retail Equation 

build loyalty by offering 

lenient return policies to 

good customers 

The Retail Equation Verify-3 predictive 

analytic model 
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Developing loyalty at Catalina Marketing 

www.youtube.com/watch?v=M0t-Q8sVurQ&list=UU58XupIpHJ2YRzTQ86XQCqg 

http://www.youtube.com/watch?v=M0t-Q8sVurQ&list=UU58XupIpHJ2YRzTQ86XQCqg
http://www.youtube.com/watch?v=M0t-Q8sVurQ&list=UU58XupIpHJ2YRzTQ86XQCqg
http://www.youtube.com/watch?v=M0t-Q8sVurQ&list=UU58XupIpHJ2YRzTQ86XQCqg
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Shopping app launches automatically  

Customer’s 

shopping app 

launches as they 

cross store’s geo-

fence 
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Customer’
s shopping 

app 

launches 

as they 

cross 

store’s 

geo-fence 

Customer 

scans 

products 

and loads 

basket 

customer profile updated with 

purchase details 

MPP Data Warehouse 

IBM PureData System for Analytics 

multi-petabyte 

data store 

3 years of an 

individual’s 

purchase history 

new data analysed  

in-database using 

SAS 



Page header content goes here 

© 2014 IBM Corporation 

Campaigns delivered to the point of decision 

Customer scans 

products and loads 

basket 

Catalina creates 

offers in real-time 

offer sent to 

customer in real-time 

Customer’s shopping 

app launches as they 

cross store’s geo-fence 

customer profile updated 

with purchase details 

MPP Data Warehouse 

4.6 million 

personalised offers 

per month 

increases spend 

per visit by up to 

8% 
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Customers prefer self-checkout 
lowers front-end 

labour costs by   

10-15% 

Catalina creates offers 

in real-time 

Customer checks-out 

own basket and pays 

via app 

Customer scans 

products and loads 

basket 

Customer’s shopping 

app launches as they 

cross store’s geo-

fence 
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Traditional analytics: sampled, offline data 
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In-database analytics at  
Catalina Marketing 

 35X improvement in staff productivity  

– model development reduced from 2+ months to 2 days 

– 90 models per year in 2006 

– 900 models per year in 2011 

• with the same staff 

– model scoring time reduced from 4.5 hours to 60 seconds 

 Increased depth of data per model 

– 150 to 3.2 million features 

– 1 million to 14.5 trillion records per analysis 
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Data driven interactions at Catalina Marketing 
no targeting basic targeting e.g.,  

offer dog food 

coupon to customer 

buying dog food 

personalised 

coupon printing 

post-sale  using 

predictive models 

to find latent 

correlations 

personalised offer 

delivered to smart 

phone in aisle at 

point of product 

display 

offer redemption rate 1% 6-10% 25% 40 – 60% 
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Concluding Thoughts 

 

•Customers value and respond to relevant, personalised offers 

 

•Analyse customer-generated data to deliver value at their point of decision 

(and increasingly on their smartphone) 

 

•Delivering relevant offers at the point of a customer’s decision requires a 

modern data management and analytics platform 
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Thank you 
 
 


