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IBM Marketing Center: Cloud-based solution for 

marketers - combines digital analytics with real-time 

marketing in a single app

• With a few clicks go from analytical insight 

to campaign management

• Email marketing

• Site personalization

• List targeting

• Draw on all the digital analytics data visitors 

are providing and import additional offline 
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are providing and import additional offline 

data as needed

• Automate A/B testing

• Manage digital assets, audiences, contact 

fatigue, campaign scheduling / precedence

• Coremetrics customers: complements 

existing solution – with no retagging needed 

• New customers: Can use as a standalone
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Reduce the IT cost, complexity and 

delay previously required to integrate 

multiple cloud solutions.



Taking Analytics to Action

• Digital Analytics tools are not enough to 

turn personalization into reality:

• need more than click stream data

• need campaign management capabilities

• need marketing execution capabilities without 

costly, custom IT integration of multiple 

vendors
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vendors

• Yet, for many digital marketers additional 

priorities are to:

• Minimize need for in-house IT resources by 

using a cloud based solution

• Start quickly with a fast learning curve

• Keep it simple – but have the right amount of 

solution sophistication that will get the job 

done 
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Increasing marketing results is a 

tough job--– relevancy and 

personalization help



IBM Marketing Center: Components and extensions 

towards a full Digital Marketing Optimization / Interaction 

Optimization Solution

Campaign ManagementCampaign Management

A/B/n Split TestingA/B/n Split Testing

Audience SegmentationAudience Segmentation

Email

Sites

Marketing Marketing 
Center

Communication 
Channels

Online Data + ImportsOnline Data + Imports
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Campaign ManagementCampaign Management

Asset ManagementAsset Management

Marketing Analytics & 
Attribution

Marketing Analytics & 
Attribution

RecommendationsFull Web
Analytics

Impression 
Attribution

Lists

Extend with

Rules EngineRules Engine

Cross-Channel 
Campaign Mgmt



Value proposition for existing IBM Coremetrics customers

� Gain additional marketing execution 

capabilities for personalization

� A/B testing helps you optimize your 

site, emails, etc.

� Campaign management helps you 

orchestrate marketing with finer grain 

of control so you can make 
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of control so you can make 

personalized marketing a reality

� Perfect as an add-on solution to 

Coremetrics

� No need for additional tagging!

� Solution grows with your needs
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Your web analytics tool

Value proposition for users of other web analytics products

� Gain personalized marketing execution 

capabilities

� Reduce the IT cost, complexity and 

delay previously required to integrate 

web analytics + email marketing + site 

personalization

� Campaign management helps you 

orchestrate marketing with finer grain 
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orchestrate marketing with finer grain 

of control so you can make 

personalized marketing a reality

� A/B testing helps you optimize your 

site, emails, etc.

� No need to replace your existing web 

analytics tool

� Fast and easy to get started

� Solution grows with your needs
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Product 
overview: 
““““Day in the 
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““““Day in the 
life of a 

marketer””””



Meet Sarah
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Sarah

Digital Marketing Manager

VT Living  



Sarah’’’’s Campaign Process 

Discover 
Analytics Driven 

Campaign 
Audiences

Design Analyze 

1
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Design 
Personalized 

Communications

Define and 
Deploy 

Campaigns

Analyze 
Performance and 

Optimize
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Sarah’’’’s Post Purchase Chair Campaign

Now What?
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Analytics identifies who purchased which chairs
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Sarah clicks an icon to auto create a segment from the report…
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Sarah clicks an icon to auto create a segment from the report…
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Sarah’’’’s Campaign Process 
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Analytics Driven 

Campaign 
Audiences

Design Analyze 
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Sarah’’’’s Personalized Email Communication
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Sarah’’’’s Personalized Site Communication
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Sarah’’’’s Campaign Process 
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Sarah’’’’s Post Purchase Chair Campaign
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Sarah’’’’s Post Purchase Chair Campaign
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At this point 2 visitors going to the site see the most 

relevant content ?
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Sarah’’’’s Campaign Process 
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Sarah’’’’s Campaign Calendar
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Sarah’’’’s Campaign Performance and Lift

© 2009 IBM Corporation
© 2012 IBM Corporation23

Native to IBM 
Marketing 
Center

Native to IBM 
Marketing 
Center



Sarah’’’’s Dashboard
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An example of 
additional analytics 
that can be brought 

in from IBM 
Coremetrics Web 

Analytics

An example of 
additional analytics 
that can be brought 

in from IBM 
Coremetrics Web 

Analytics



Sarah’’’’s Attributed Channel Success
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An example of 
additional analytics 
that can be brought 

in from IBM 
Coremetrics Web 

Analytics

An example of 
additional analytics 
that can be brought 

in from IBM 
Coremetrics Web 

Analytics
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Limitless growth path

Extend to a complete
cross-channel marketing

solution
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Start with 
IBM Marketing Center

Extend with additional 
digital marketing 

optimization
applications & analytics



Key takeaways on IBM Marketing Center

� Cloud based solution for marketers - combines digital analytics with 

real-time marketing execution in a single app

� Includes A/B testing, email marketing, site personalization, list 

targeting, campaign management, asset management, etc

� Can be used at a starter solution without need for Coremetrics Web 

Analytics 

© 2009 IBM Corporation
© 2012 IBM Corporation

Analytics 

� Existing Coremetrics clients gain additional marketing execution 

capabilities – with no retagging needed

� Add-on further modules from the EMM suite to extend to a full Digital 

Marketing Optimization or Interaction Optimization solution
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