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From Product to Customer Centric…

To This…

From This…
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How your customers and prospects behave
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What your customers and prospects expect
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One person 
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channels, 
“pulling the strings” 

and guiding 
the dialogue 
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What your customers and prospects actually experience
6

CUSTOMERS & 
PROSPECTS

Online

Email

Mobile

Call center

Stores

Kiosk, ATM, etc.

Point of sale

Postal mail

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

agenda

strategy

data

tech

SILOS

SILOS

SILOS

SILOS

SILOS

SILOS

SILOS

SILOS



Marketing and Merchandising Real-Time Personalization
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IBM calls what your customers and prospects expect:
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Frequency of touch points

20-25 x per month

15-20 x per month

3-5 x per month

5-10 x per year

1-2 x per year

Critical

Importance

Comfort & 
Security

Little

Budget

2/3

Mobile

Internet

ATM

Contact Center

Branch



Szia, a nevem Csilla!
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Customer browses ING 
webpages for a 
savings product …

… but does not 
continue the process

A customer journey @ ING
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Customer leaves the 
bank website and 
browses the 
newspaper pages.

An ING savings ad 
shows up, targeted at 
this individual 
customer.

The customer clicks 
on the advertisement

Digital Marketing: “Ad targeting”
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The customer starts 
filling out the application 
form

… but then abandons the 
process

And returns to the ING 
webpages

Online Application



Abonded Shopping Cart: Remarketing 

ING’s customer care contacts the client to help 
to make the order
ING’s customer care contacts the client to help 
to make the order

ING picks up – in real time – the 
browsing interruption, replays the 
session and launches immediate 
action on this event:
1)An alert goes to ING Web IT to 
check and maybe repair the usability 
of the website
2)A remarketing campaign to the 
‘lost’ client, omni-channel:

ING picks up – in real time – the 
browsing interruption, replays the 
session and launches immediate 
action on this event:
1)An alert goes to ING Web IT to 
check and maybe repair the usability 
of the website
2)A remarketing campaign to the 
‘lost’ client, omni-channel:

An automatic email apologizing and offering 
help – via any available channel -  to order the 
product. 

An automatic email apologizing and offering 
help – via any available channel -  to order the 
product. 
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The customer receives the 
monthly newsletter

The newsletter is 
personalized and starts 
with a topic on savings 
accounts …

… and a call to action to 
transfer funds

A few days later, the 
customer still hasn’t 
transferred funds

  eMail Marketing



© 2012 IBM Corporation15

A personalized 
message is shown in 
the service box, urging 
the customer to 
transfer funds.
The customer decides 
to transfers funds and 
does this with a few 
clicks

… the customer goes 
to his portal to check 
his balances

A few days later …
  Next Best Offer



© 2012 IBM Corporation16

A personalized offer pops  – 
special bonus points for when the 
customer deposits more money.

A month later, there has been no 
new transfers of funds.

The customer uses the mobile 
app to make a payment

Mobile Marketing



Broadcast Narrowcast 1:1 Cast
message all app users 
based on user local time

message some app users 
based on rules & segments

message individual users 
based on preferences & CRM data

Tailored messaging for all ING Bank app users
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ING posts a personalized offer for 
this customer: the ‘bonus point’ 
offer

The customer has “liked” the ING 
page on facebook

Social Media Campaign
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A while later, the customer 
visits the ING website again 
and looks at the latest INGs 
interest % on the savings 
accounts.

Short after, the customer starts 
to withdraws funds from the 
savings account. 

= Churn/Attrition!!

On Line Event Detection
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On the next day, the customer 
visits a branch.

Impact: offers that are triggered 
based on behavior of a customer 
have up to 10x higher response 
rates

A warning “churn” message 
shows up on the screen of the  
branch agent.
– 

Next, the agent offers a increased 
savings rate and secures the 
customer

Next Best Offer
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…Transactions… 
(Purchases, Usage)

…Other Activity…
(Calls, IVR, Affiliates)

…Web Activity…

Campaigns targeting 
anonymous visitors 

React to missed on-
boarding activities

Detect a pattern of 
reduced interest

Respond to 
competitive offers

Use one-to-one dialogs to 
stimulate usage and gather feedback

Notify customers about website 
for convenience thru call center

Customer Life Cycle Over Time

Dialog Across Customer Life Cycle



Cross Industry Solutions
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Optimizing Customer Experience Requires combining Digital, Behavioral, 
Sentimental & Predictive Analytics, executed Omni Channel in Real Time.

Digital 
Analytics

Quantitative Insights
•Web site and mobile traffic 
data
•Customers in purchase funnel
•Completed transactions
•Conversion metrics Behavior 

Analytics

Qualitative Insights
•Surface Customer struggle
•Session replays to understand 
customer journey
•Identify impacted customers

Omni 
Channel

Cross Channel
•In - and outbound
•Optimization of offers
•Real time personalisation

Predictive 
Customer 
Intel. 

Anticipated 
Preference Insights
•Automated, optimized real-
time decisions
•Next best offer
•Reduce churn, improve 
lifetime value
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