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What We Do

IBM'’s Enterprise Marketing Management solutions offers proven web and customer
analytics, event detection, cross-channel campaign management, interaction management,
online optimization, email marketing , and marketing resource management.

- Customer and Partner Success ] |

Product Leadership ]

Over 2,500 organizations worldwide
Tens of thousands of total users

Extensive service offerings
Local partners
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— Online marketers

a : — Marketing services
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®" The recognized leader in

vodafone marketing software solutions
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Our Mission

To power the success of every marketing organization with innovative technology

solutions
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1. Trends in Marketing
The Interactive Marketing Suite by IBM

Business cases and ROl

S

Short demo

Slide 3
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Business’s challenges...and opportunities

Y rs to
= Channels explode... o g%;
blﬁg
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= The Internet evolves...

Marketing’s role must evolve...
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Specific challenges reflect growing complexity

Figure 4

Underpreparedness

The biggest headaches The four most prominent Bt af

o Growth of channel and device choices

o Shifting consumer demographics

Q RO accountability e

o Customer collaboration and influence
@ Privacy considerations

e Global outsourcing 40
@ Regulatory considerations

Factors impacting
marketing
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CMQOs selecting as
“Top five factors”
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“From Stretched to Strengthened; Insights from the Global Chief Marketing Study”

www.ibm.com/cmostudy
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How your customers and prospects behave

some
more like
this!

[ ] w [ ]
CUSTOMERS & /. N "\ ..=& .
PROSPECTS
Kiosk, ATM, etc
Point of sale
Postal mail
6
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What your customers and prospects expect

e A One person
behind all the
channels,
‘pulling the strings”
and guiding
the dialogue
.& relationship

Stores

CUSTOMERS &
PROSPECTS

Postal mail -~
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What your customers and prospects actually experience
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IBM calls what your customers and prospects expect:

-
RN

» R
B

Engaging each customer and prospect
in a cross-channel dialog that builds
upon their past and current behavior
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Retained Loyal

Acquisition
Cross-sell

[ ] On-Boarding
11111l
Segmentation

Activation
alERRNNNI

[ ] Brand Activities
allaa RHENENN

[] Search Campaigns

Prospect

Changing Needs

Retention
lll [] Customer Recovery
[ Up-sell
|.||I||||| Win-Back
Re-boarding

Customer Experience

Listening, understanding, and speaking over time
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1. Trends in Marketing
The Interactive Marketing Suite by IBM

Business cases and ROl

S

Short demo

Slide 11
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How can technology help?

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.

(only then) SPEAK

This is hard to do without help from technology!
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Technology framework for cross-channel, interactive marketing
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/" LISTEN | DECIDE | SPEAK )
Awareness | Decisioning | Execution
Identify Decide on the Deliver
opportunities best message messages
and predict <> or offer <>and retain a
marketing to extend, memory of
outcomes in any channel interactions

\_

Facilitate cromﬂNdAeGEnning, design,

execution, and measurement

Operations

/
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Awareness

Web & Digital
Analytics

Event
Detection

Predictive
Analytics

Visual
Exploration

Decisioning
Segmentation

Offer

Management

Interaction

Execution
Email

Inbound
Integration

Lead Routing &

C > History <
Real-time,

Behavioral
Targeting

Contact
Optimization

> Monitoring
Distributed
Marketing

Search/
Display Ad

Management

\Budgets

Operations
Plans & People & Data &
Processes Assets

Measurement &

Performance/
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Event Detection
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wareness | Decisioning | Execution
imentation Email
Web & Digital g e
Analytics Offer Inbound
Management Integration
- Interaction ead Routing &
History -~ Monitoring
o e 2 { *
Pl't‘-’d"-'f!lﬂ‘-’ - Real-time, Distributed
Analytics Behavieral Marketing
— Targeting —
Visual —_— Search/
Exploration Contact Display Ad
Optimization Management
Operations
FPlans & People & Data & Measurement &
\\Budgets Processes Assets Performance j

Patented, state-based detection of

simple events and complex behaviors
Detect individually significant changes in

customer behavior

Easy creation of business rules
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Event-Based Marketing - Telco Trigger Library

* Competitor Terminated Call
— Customer has called competitor

* Competitor Originated Call
— Customer has received telesales call from
competitor

= Calls to Customer Service
— Excessive number of calls to customer care

* At Risk
— Tracks minutes used by unlocked accounts

* Prepaid Inactivity
— Detects recharge inactivity

* Unusual Customer Activity
— Detects spikes and drops in call behavior

* IMEI Change
— Detects new IMEI events

* |Increase in Roaming behavior

18

Upward trend in minutes used

Indication of need for SMS Plan Upgrade
Land line plan with no land line usage
Account with pattern of repurchase in jeopardy
Repeated call volume beyond plan limit
Drop in SMS Call Volume

No calls to My Favorite numbers

Unusually high international call volume
Decreasing SMS On-net/Off-net ratio

SMS usage reduction after calling call center
Spike in SMS Usage prompting new plan
Shift in Value Segment

Decreasing call volume for long time customer
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“Off the Shelf”’ Retail Banking EBM Trigger List

Unusually large transaction

Check Paid
ACH Debit
ACH Credit
Deposit

Unusually high transaction volumes

Unusually large aggregate transaction amounts

Outgoing Wire Transfer

Incoming Wire Transfer
Withdrawal

Aggregate Deposit Amount

Aggregate Credit Card Purchase Amount
Aggregate Debit Card Purchase Amount
Aggregate Bill Payment Amount

Inactivity

Interruption of regular Direct Deposit of payroll
Interruption of regular Social Security deposit (SSI)

Interruption of regular Social Security Disability
deposit (SSDI)

New checking opened, no deposit activity

Enrolled in bill payment, no bill pay activity

Channel use changes

Drop in bill pay

Drop in branch

Drop in credit card

Drop in total ATM
Increase in VRU inquiries

Drop in check volume
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Partial “Off the Shelf” Retail Banking EBM Trigger List

Combo Triggers

—Large deposit followed by large withdrawal, repeatedly
—Draw on HELOC in concert with exercising Overdraft Line

— Shift in Bank-owned ATM Usage to non-Bank-owned ATM usage with
significantly decreased balance

— For frequent OTC depositors, drop in OTC deposits and significantly decreased
balance

— For high value customer, large outgoing wire transfer where customer has not
had outgoing wire in previous X months

—High value customer has NSF item for first time in X months

— Combined product threshold - X consecutive months of deposit balances within
Y% of required minimum balance for service charge waiver or product upgrade

© 2011 IBM Corpdtation



Campaign Management
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rA\.\llfarene&s Exaecution\
Email
Web & Digital _
Hcs Inbound
Integration
Event
Detection LeadRouting &
N )’“’“”‘"’"’9
Predictive . Distributed
Analytics Marketing
Visual Searc
Exploration Display Ad

Plans &

k\Budgets

Operations
People & Data & Measurement &
Processes Assets Performance /

| 1

* Best-in-class functionality
* Unmatched scalability

'ﬂ * Proven, industry-leading campaign
management software

* Flexibility to fit with existing infrastructure, utilize
changing information sources
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Delivering personalized offers across channels in real time

turns inbound interactions into profitable communications

Business Need
= Outbound campaigns were ineffective — not taking

Inbound advantage of customer initiated interactions
contacts
" Needed to create a single, cross-channel,
- relationship with each customer
= Disparate teams managed customer dialogs
Outbound _
response = Needed to reduce marketing costs

Real Results
* Relevant, real-time campaigns drive higher response rates

125M targeted offers served each day across 5 channels — direct mail,
email, web, call center, and branches

Dynamic web offers generated 4x as much revenue as a static offer

€20M increase in earnings

Lowered direct marketing cost 35%

Faster campaign cycle times: from 26 weeks per campaign to just 4 weeks 1§
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NBA in branches

Erik de Boer
= 44 years, 2 children, one of
them turned 12 last week

« (Owns his own home — no

mortgages with ING

= Payment customer

= Saves automatically with
IN

Filled out a form for car
msurance on the Internet,
but he didn’t finish it.
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Value of the
proposition
for ING

NBA Machine

hy

(Barmering, action sites,

List of NBA's
per customer Call
(Suggestion by call agent)

commaon features
rules (build in
UNICA
Campaign)
Branches
(Suggestion by branche
employee)

LI

Mail Machine
(daily event based

uthoumd mail)
Probability of R e
response (model)

Dashbhoard
: E-mail Machine

o a a (daily outbound e-mil)
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Real Time Targeting

channels

UniBank  comniced oo

our business

IS you
J

Intelligent personalization for real-time

>>>>>>

/7'\) Growth
g1 5=

- Ervail Havefor Rewards! Clisk hera >
¥, H
N \ B oes
yin
!

ﬁx,‘,'!’i stock Mix ({5

= Mutual Fund | ™9

g{

Call Center

Kiosk, POS

rAwareness Decisioning Execution‘\
imentation Email
Web& Digital | ~odmentatic o
Analytics Offer
Event I
s Interaction LeadRouting &
a History . Monitoring
,, [ ] L
Predrcl‘g\e - " Distributed
Analytics Marketing
Visual —_— Search/
Exploration Contact Display Ad
Optimization Management
Operations
FPlans & People & Data & Measurement &
\\Budgets Processes Assets Performance /

Extend existing segmentation, offers and
campaigns for a consistent cross-channel
experience and greater productivity

Connect to real-time touch points via web
services and other standards

Social Sharing

26

© 2011 IBM Corporation




M) SingTel
Real-time Marketing and Location-based SMS

About the Company Challenges

= Singapore " Increase usage and cross-sell/up-sell other service lines
Telecommunications, Ltd.

= Sell mobile advertising opportunities to third-parties
" and broasbana memat | I
and broadband Internet

provider

= Serves real-time offers to agents in call centers and at retail
stores to facilitate cross-sell/up-sell

* Send offers and advertisements to mobile phones

= Cross-sell/up-sell success rate increased from <10% to >40%

= Delivery of a compelling customer experience through a unified
and relevant dialogue

“Unica’s solution arms our call center and retail

representatives with the highest-impact offers - in real

time - so that we can extend and expand our
customer relationships.”

Wong Soon Nam,
VP of Consumer Marketing, SingTel
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Contact & Offer Optimization

rAwareness Decisioning Execution\
Weba Digital Segmentation Email
Analytics _ offer fnbuwr_fm
Determines best interaction strategy: 25 o oioks
* For each customer ; Operations
_ (B | At | |
* Across campaigns, channels,
products and offers
* Within business rules and
constraints
* Tightly !ntegrated with Unica Proposed Busiess
Campa|gn Campaigns Contacts Rules
Constraints = Centagts
v v Customer ID
Gz i Campaign ID
OptimizeA Channel ID
A — .I. _— Offer ID
|C-|?:tt:r(;t Other Date

Unica Campaign

Campaign Optimize

28
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About the Company Business Challenges

= 101 million subscribers » Send optimal wireless message to about 45 million customers

AT&T Wireless: Contact & Offer Optimization

= US market leader » Want to guard against message fatigue and message
redundancy to existing customers while getting the highest
value message out

Scope of Solution

»Send message to 45 million customers two times per month
» Use SMS, MMS, or WAP

» Manage offer/message ranking via a Governance Board to
decide on priority of message types

» Do not count / include service messages

» Do not allow same message to be sent in a 6 month period

»Using Optimize to solve this problem has been very successful,
resulting in large revenue increases for key services such as:

»Navigator (GPS on smart phone service) , ATT Mall
Campaign Optimize (shopping for apps and ringtones), Equipment swap outs
— 29

» Working on using Optimize in other channels such as email



End-to-End Email Campaigning
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Software for. powel 41#.?) Relationship Marketing

marketingisuccess

Marketing Operations
Project management, workfiow, buageting...

@ sc2unicaondemand.com

Analysis, multi-channel campaigns, modeling, optimization... =

frAwareness Decisioning Execution‘\
ymentation
Web& Digital | ~odmentatic
Analytics Offer Inbound
LogOut []290 Settings Help P gration
ven
unica Detection Interaction Lead Routing &
o Histary Monitoring
: HRR @ Predictive " Realtime, - Distributed
4@ | Email Options ~ + Analytics i?re o " Marketing
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{address) = [ Loge” FRpER] Visual A Search/
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unica b Operations
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&

]
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firstnam

' Internet Marketing

Web analvtics, on-ine marketing

Unica News Custormner Succe.

* Integrated email and SMS authoring and

execution

* Reuse data, strategies, and segments, for

cross-channel consistency, efficiency

* Track, report response across all channels
* WYSIWYG email composing
* Deliverability Monitoring
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From “patch” to real-time - revenue and relevance soar

Integrated web behavior, email, and rewards history for more effective
communications and business results

InterContinental Hotels Gmup

Business Need

= Customers behaved in real time; IHG marketing
focused on batch processing

= Customer expected a dynamic, relevant, multi-
channel approach

= S Ty
Nerd o sk 10-2% siecoina reoms oty D MMUCEN 'u“ agnu H illi
o soox sow = Large scale operations needed to support millions

of customer interactions each day

Real Results
= 250% increase in clicks per day

Revenue per impression rose from $0.18 per to $0.77 (400% increase)

Moved oversight of transactional email from IT to Marketing

One comprehensive marketing platform with integrated email and transactional data

Full tracking and reporting with better deliverability, and centralized business
ownership
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Drives Smarter Marketing with Integrated Planning & 02
Execution

About the Company Challenges

= O2 Telefonica Group * Needed to coordinate 125 people involved with marketing
operates in 25 countries operations
= 205 million subscribers * Needed a tool to report information in many ways in order to

know the impact one marketing program has on the others

= eg O2 Germany

* Needed to quantify the value of each program

= Merge with Arcor, broadband: urgent need for collaboration

Highly adjustable reporting engine to report information in a
multitude of ways

* Better campaign planning

* Improved inter-team cooperation through the central storage
of campaign information

 Significant reductions in development and maintenance costs

* Greater productivity

: *Campaigns are set up once

Campaign Marketing *Daily run without manual intervention
Dperation;

* Process efficiency accross the group




All Processes of Marketing Organizations:
Inbound & Outbound & Online & Offline
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10 Year Market Leader

Figure 1. Magic Quadrant for CRM Multichannel Campaign Management
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New market leader in Web Analytics

Figure 3 Forrester Wave™: Web Analytics, Q4 11
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1. Trends in Marketing
The Interactive Marketing Suite by IBM

Business cases and ROl

S

Short demo

Slide 38
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More than 2500 Organizations Worldwide

EMM Solutions

Depend on IBM's
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Typical business results reported by EMM users

40

More effective marketing:

More efficient marketing:

Improved customer value,
loyalty & retention

5-15% increase is typical

More campaigns with the
same resources
2-5x increase is typical

Higher online marketing ROI

16x-25x increase is typical

Higher campaign ROI

15-30% increase is typical

Reduced cycle time for

marketing efforts
40%-80% reduction is typical

Reduced marketing costs
20-40% reduction is typical

Increased response rates
10-50% increase is typical

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, eftc.)

© 2011 IBM Corporation



Leading Financial Institutions Rely on IBM EMM Portfolio of
Banking Customers
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Unica is the Proven Solution for Telecommunications
Companies
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Strong Portfolio of Retail Customers
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So don’t miss the train, call us!
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1. Trends in Marketing
The Interactive Marketing Suite by IBM

Business cases and ROl

S

Short demo

Slide 45
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