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In the age of the empowered consumer, how can organisations 
maximise the value of interactions with customers. 

L di i ti l b ll t i i t th lth f i i htLeading organisations globally are tapping into the wealth of insights 
hidden in their customer information in order to deliver the most 
appropriate action at the right time seamlessly across touch points.

During  this session, we’ll discuss u g s sess o , e d scuss

 The Customer is Empowered and now is in charge of the 
relationshipp

 Customer analytics is a key component in understanding the 
customer with a view to predict customer behaviour and 
attempt to determine the ‘next best action’

 Delivery of the next best action both as explicit customer offers 
and to optimise customer interactions in real time.

 How it’s done: real examples of approach and outcomes 

© 2013 IBM Corporation2



© 2013 IBM Corporation3



© 2013 IBM Corporation4



© 2013 IBM Corporation5



N I ti f M k tiNew Imperatives of Marketing

Obama’s team used 
analytics to gain 

DEEP KNOWLEDGE 
of individuals

And TURNED thatAnd TURNED that 
knowledge 

into a SYSTEM ofinto a SYSTEM of 
ENGAGEMENT
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N t B t A ti I h t k NBA i ?Next Best Action: In summary, what makes NBA unique?

Advanced Analytics:
Market-leading tools for predictive and advanced analytics
 Integrated optimization techniques that combine analytic output 

for the best answer 

Decision Management:
 Mature technology combining analytics and business rules 

creation, integration, and execution
 Real-time recommendations beyond just marketing offersReal time recommendations beyond just marketing offers

Cross Channel Real Time Action:
 Actions include customer service, issue resolution, account 

management response and billing—all touch points managed in 
real time through the appropriate channel.

IBM Big Data Platform:IBM Big Data Platform:
 Integrate and manage the full variety, velocity, and volume of data.
 Establish a phased approach for enhanced 360 customer view.
 Apply advanced analytics to information in its native form.

Multiple Entry Points:
 Analytics, Decision, and Information Management provide 

quantitative starting points for Next Best Action projectquantitative starting points for Next Best Action project.
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NBA d i f l l t i t ti ll h l dNBA drives successful, relevant interactions across all channels and 
all lines of business in batch and real time based on the latest 360 
customer datacustomer data

Current Customer Request Next Best Action
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How will we do it?How will we do it?

Digital

OTM

Transactions

Managed 
Campaigns

Real-Time

High Speed 
Data 

Repository
Prospective 

Offers

Real-Time 
Data 

Acquisition

Data Warehouse

Repository Offers

Location based NBA Toolinformation NBA Tool
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Managing scope will be critical to ensure the success of the proofManaging scope will be critical to ensure the success of the proof 
of value.

1
3

Analyse Data
 Click stream analysed to  rapidly 

identify  changes in customer 

Tailored Offers
 Offers established and aligned to 

deliver high value to the customer 
behaviour

 Trigger libraries used to identify high 
value triggers to develop customer 
insight

g
 Direct alignment to trigger criteria

.com  credit card 
offers

Source Data
 Click stream data 

sourced from the 
digital channel

2

digital channel
 Customer profile data 

sourced  and 
provisioned in line 
with objectives set by 
business team with 
as little latency as  
possible

4
Customer Selections

 Perform customer selections to 
identify customers most likely to 
accept offer

Assess Impacts
 Report campaign findings and 

analyse performance of analytics 
 Highlight new insights discovered
 Accelerated test and learn and 

refine offerings

5

accept offer
 Selections are provided to 

campaign  and risk engine s for 
application of exclusions and 
execution into  selected channels

refine offerings
 Performance measures will be 

used as inputs into commercial 
model
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Key components of the test caseKey components of the test case
There are five key components vital to the delivery of success and all required as part of an overall 
framework to deliver value 

Clickstream data 1
High value customer offers

 A set of high value offers aligned to core card features
 Offers specifically established to support tailored cross sell activity 

Customer & Product Data

EDW
Big Data 
Platform

Data Sourcing and Collection
 Source customer data from rich sources of information
 Credit card transactional and usage data
 Cllickstream data from identifying digital interactions and customer 

behaviour

2

Event-Driven   
Approach

Event-Driven   
Approach

Transactions

Sales & Revenue

behaviour 
 Merge within a conceptual Big Data Platform

Scrub and Merge
 Merge and conform data to facilitate advanced analysis and derivation 
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ApproachApproach

• History & Patterns Over 
Time

• Events 
• Customer Interactions

Trigger Library
(Near-Time / Daily Source of 
Customer-Level Indicators) 

Product/Service 
Transactions/Usage

of customer attributes and preferences
 Merge content from website and internal repositories (for targeted 

customers/segments)
 Match IP address to customer record 
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• Real-Time Decisioning
• Transactional 

Behaviors
• Automated 

Learning

Event 
Rules Clickstream

In-Session Transactions 

Customer-Supplied 
Information

Analytical Assessment
 Use analytics to segment and apply value scores to customers 
 Build analytical models to predict the propensity to take up credit card 

offer 
 Accelerated  decisionining based on above models to execute relevant 

ff

Da
ta

 D
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Inform
Transact 

&
Service

and timely offer to the customer 

Channel Delivery
 Demonstrate execution/delivery capability by promptly communicating 

with the customer via direct customer interactions

Knows me 
better

5
Understands 

my needsMarketOffer
 Capture and measure response rate to prove offer relevance and 

speed to market delivers incremental uplift over traditional methods of 
lead delivery
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C t I iti t d I t tiCustomer Initiated Interactions 
Maximising Customer Interactions by determining the relevant Next Best Action for 
your Customer

Business overheads and constraints 
competing priorities

Contact Centre Cross Sales

Internet
Service

Retail OutletRetail Outlet

Customers’
Needs

Retention Strategic 
Objectives

Self-Service - Kiosk

Risk

1616

Email Servicing costs, customer experience, 
profitability



C I i i d R l i d i i h i kCustomer Initiated Real-time decision process – how it works
Records offer 

presentation and 
disposition Can be factored into self-

OFFER

disposition Can be factored into self
learning for future scoring

OUTPUT:
Winning 

ff ( )

OFFER 
DELIVER

Select & pass the 
required number of 
ff f d li t

OUTPUT:
Offers with 

scores

SCORING
Score each offer for that 
person (mix of manual 

and algorithmic scoring)

OUTPUT:
Final list of 

candidate offers

offer(s) offers from scored list
SUPPRESSION 
& INCLUSION

Consults “black lists” & 
“white lists” to remove or

g g)

?OFFER(S)
ELIGIBILITY

Identify which offers that 

SEGMENTATION
Put the customer

“white lists” to remove or 
add candidate offers

OUTPUT:
P li i li t f

OUTPUT:
INPUT y

segment is eligible for
Put the customer 
into a segment

Preliminary list of 
candidate offers

Segment
Assigned

INPUT:
Session 

data

Advantages to this approach:Advantages to this approach:
INPUT:

Customer 
profile

g pp

 Stepwise approach increases control over the process and  
visibility into likely outcomes and impact of changes

 Mix of algorithms and manually-built logic blends both to 
i ff t

g pp

 Stepwise approach increases control over the process and  
visibility into likely outcomes and impact of changes

 Mix of algorithms and manually-built logic blends both to 
i ff t
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maximum effect

 Suppression & inclusion step allows for coordination with 
other marketing channels (e.g., outbound)

maximum effect

 Suppression & inclusion step allows for coordination with 
other marketing channels (e.g., outbound)



Questions
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