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Agenda

• Perspectives on big data and the consumer

• Data-driven marketing case studies

• Optimise to achieve more with less

• Closing thoughts



A customer – are you ready to help?

Descriptive data

self-declared
inferred

geographic
demographic

Interaction data

email and chat transcripts
call centre notes

web click streams
in-person dialogues

Behavioural data

orders
transactions
payment history
usage history

Attitudinal data

opinions
preferences
implied desires



Less cash, more interactions, greater opportunity

Source: RBA Payments Systems Board Annual Report 2013

Westpac using big data to woo customers 
with offers made to measure
SMH March 4th 2013
www.smh.com.au/it-pro/business-it/westpac-using-big-data-
to-woo-customers-with-offers-made-to-measure-20140303-
hvfx5.html



A simple assertion: use data to inform interactions

personalise 

interactions

personalise 

interactions

acquire 

customers

acquire 

customers

increase 

profitability

increase 

profitability

develop 

loyalty

develop 

loyalty



Agenda

• Perspectives on big data and the consumer

• Data-driven marketing case studies
– acquire customers

– increase profitability

– develop loyalty by creating valued relationships

• Optimise to achieve more with less

• Closing thoughts



Lifting customer acquisition at Constant Contact

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

“Constant Contact is a software company that provides a marketing platform for small 

businesses. Through our platform our customers send about 35 billion email every year.”



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



Analysing campaign success

Hadoop

IBM BigInsights

prospect

35 billion emails 

per year

MPP Data Warehouse

Sentiment analysis 

– what content is 

most effective?

What is the best 

time to email each 

customer?

small business



Merging new insight with historic data to optimise campaigns

Hadoop

prospect

35 billion emails 

per year

MPP Data Warehouse

Correlates 

analyses with 

customer  lists, 

campaign details, 

etcresults of content &

sentiment analyses

optimised email 

campaign

small business



Acquiring customers to help small businesses grow

Hadoop

prospect

35 billion emails 

per year

MPP Data Warehouse
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results of content &

sentiment analyses

optimised email 

campaign

small business

15% - 25% 

increase in email 

campaign 

performance



Acquiring new customers at The North Face



What jacket do I need to go 

hiking in Patagonia in July?

What jacket do I need to go 

hiking in Patagonia in July?

Real-time product recommendations by Watson



A failing credit card campaign at an unnamed NA Bank 

all existing 

customers

Customer Information WarehouseWeb campaign

low response rate

campaign costs 

exceed $50,000 

per month

enterprise 

data

transactional 

systems

CRM system



demographics

Enriching existing model with new data

Customer Information Warehouse

MPP Data Warehouse

PureData System for Analytics

data feed on 

existing 

customers
credit bureau 

data

existing analytic model 

enriched with thousands 

of new data points

external 

data



demographics

Iterate the model to predict profitable responders

Customer Information Warehouse

MPP Data Warehouse

data feed on 

existing 

customers
credit bureau 

data

existing analytic model 

enriched with thousands 

of new data points

400 iterations 

of model with 

different data

customer debt

spending patterns

debt refresh frequency

income

location

external 

data

90 hours work 

here….. 

….. compared to 

estimated 9 

months here



demographics

Increasing profits: 10 optimised campaigns
best 30% of 

customers

Customer Information Warehouse

MPP Data Warehouse

data feed on 

existing 

customers external 

credit bureau 

data

existing analytic model 

enriched with thousands 

of new data points

400 iterations 

of model with 

different data

external 

data

40 percent lift in 

acceptance rate

$1 million per 

campaign in 

interest earned on 

transferred 

balances

optimised Web 

campaigns



Increasing profits by reducing “return fraud”

www.ibmbigdatahub.com/blog/can-retailers-really-predict-shopper-behavior-leveraging-big-data

“With PureData System for Analytics, our proprietary linking system is able to uncover 

those patterns of activity that where otherwise unseen in the data.”



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 



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 

detailsreturn analysed against 

all others by shopper or 

known associates

enforce return 

policies by:

SKU; date; 

geography; etc.



automated 

decision

Real-time consumer-based decisions

MPP Data Warehouse

The Retail Equation 

Verify-3 predictive 

analytic model

shopper employee

returned product + receipt + ID (optional) 

return 

details

approved 

declined 

warned 

decision 

generated in 

80 milliseconds 

or less

warnings 

preferred to 

declines -

fosters 

perception of 

better service



automated 

decision

Rewarding loyalty while reducing fraud

MPP Data Warehouse

The Retail Equation 

Verify-3 predictive 

analytic model

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 best 

customers



Mobile 

network 

operators of 

India

1 Airtel 28.49%

2 Vodafone 22.91

3 Reliance Communications N/A

4 Idea Cellular 18.74

5 BSNL 14.31

6 Tata DoCoMo Virgin Mobile India N/A

7 Aircel 9.32

8 Uninor 4.77

9 MTS India N/A

10 Videocon 0.48

11 MTNL 0.53

12 Loop Mobile 0.45

Data as at October 2013:

http://en.wikipedia.org/wiki/Mobile_

network_operators_of_India



enterprise 

data

network data

customer data

Many and varied data sources challenge infrastructure

call detail 

records

SIM 

activation / 

deactivation 

status

service 

delivery 

platform

geolocation

texts

Web 

browsing

Enterprise Data Warehouse
billing system

CRM system

cannot load data 

at volume with 

minimum latency

unable to sustain 

compute-intensive 

analytics  required 

by marketing

/ 

/ 



enterprise 

data

network data

customer data

Modernising infrastructure (i)

call detail 

records

SIM 

activation / 

deactivation 

status

service 

delivery 

platform

geolocation

texts

Web 

browsing

billing system

CRM system

MPP Data 

Warehouse

IBM DB2

who are our most 

profitable 

customers?

which of our 

service lines 

generate most 

profit?

create and 

refine 

analytic 

models

which of our new 

service lines are 

most attractive to 

customer x?



network data

customer data

Modernising infrastructure (ii)

call detail 

records

SIM 

activation / 

deactivation 

status

service 

delivery 

platform

geolocation

texts

Web 

browsing

Real-time 

stream 

processing

IBM 

Streams

how much 

revenue did that 

interaction 

generate?

are we meeting 

our quality of 

service goals for 

our high worth 

customers?

which profitable 

customers display 

a propensity to 

churn?



Innovating to develop loyal customers at an Indian telco

enterprise 

data

billing system

CRM system

MPP Data 

Warehouse

network data

customer data

call detail 

records

SIM 

activation / 

deactivation 

status

service 

delivery 

platform

geolocation

texts

Web 

browsing

Real-time 

stream 

processing

summarised data enriches 

customer profile

create and 

refine 

analytic 

models

promote models for real-

time scoringrun analytic 

models

saved $15M in 

infrastructure and 

operations costs

increased 

revenues by 3% by 

recommending 

new services 

based on near-

real-time analysis 

of customer usage 

patterns

generated $50M 

by creating new 

service lines based 

on customer data



Developing loyalty at Catalina Marketing

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



Shopping app launches automatically 

Customer’s 

shopping app 

launches as they 

cross store’s 

geo-fence



Customer scans chosen product

Customer’s 

shopping app 

launches as they 

cross store’s 

geo-fence

Customer scans 

products and 

loads basket

MPP Data Warehouse

IBM PureData System for Analytics

customer profile 

updated with 

purchase details

multi-petabyte

data store

3 years of an 

individual’s 

purchase history

new data analysed  in-

database using SAS



Campaigns delivered to the point of decision

Customer scans 

products and 

loads basket

MPP Data Warehouse

customer profile 

updated with 

purchase details

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

4.6 million 

personalised 

offers per month

increases spend 

per visit by upto

8%



Customers prefer self-checkout

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

lowers front-end 

labour costs by  

10-15%



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%



Agenda

• Perspectives on big data and the consumer

• Data-driven marketing case studies

• Optimise to achieve more with less
– platforms

– people

– processes 

• Closing thoughts



Traditional analytics: sampled, offline data

Customer 

segmentation

Campaign 

analysis

Data 

Warehouse

SMP hardware +

relational database 

system designed for 

transaction processing
Customers

ERP

Accounts

CRM

Products

Web

Others

source systems

extract

transform

load

Analytics

analytic applications

duplicated sampled 

dataset

analytic processing 

stage

master dataset



SpeedSpeed

SimplicitySimplicity

ScalabilityScalability

SmartSmart

Up to 2000X faster than 
previous system

Growing by 30% every month 

ROI in less than 3 months

Up and running 6 months 

before having any training

1 PB of data

7 years of historical data

100-200% annual data growth

researchers reduced the time to 

perform quintillions of computations 

from 27 hours to 12 minutes

PureData System for Analytics



PureData System for Hadoop

Designed to�

� SIMPLIFY  building, 

deploying and managing a 

Hadoop cluster

� SPEED  time-to-value for 

Hadoop and unstructured 

data analysis

MapReduce

HCatalog

HDFS



Infosphere Streams

38
38



In-database analytics as 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



Creating an organisational home for advanced analytics 

Big Data: The organizational challenge, Bain & Company, September 2013

www.bain.com/publications/articles/big_data_the_organizational_challenge.aspx



Agenda

• Perspectives on big data and the consumer

• Data-driven marketing case studies

• Optimise to achieve more with less 

• Closing thoughts



Concluding Thoughts

• Data growth demands modern infrastructure

• Marketing leaders minimise data management costs to invest 

in analytics

• Harness customers’ data to deliver value at their point of 

decision


