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Degustare la crescita

Un percorso in 4 tappe alla
scoperta delle soluzioni IBM

Estrarre tutto il valore dalle informazioni
per una Customer Analytics efficace
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Better answers to old and new relevant business quest loNs

Which are the new How much effective was | How could we exploit
customer marketing initiative C123 historical data to better
segments.... P predict our compeitior
actions ?
Which products are ] V \_ J
mainly sold today in

Italy?

What is people opinion about this ne
product ?

What is people opinion on our
Call center service level ?

~ /T

91% of unsatisfied customers will
turno to new suppliers? How improve
our customer retention ?

- _J

Business and Technology Integration
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But, from a business perspective Big Data is the answ er and the need
of the new emerging subtransactional era

_____________

Just ONE Transaction path goes to the end in
thousands and to complete that path tens of decision
points were considered. Right now we store and an
in our transactional systems just the end points:

Identify fault root cause in real time




. ... challeges in building a
&= 360° Integrated Customer
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>80% Unstructured Data

+ External Data * . + Stream of Data

Enterprise Data Machine Data People Data




Extracting INSIght from massive data collections. beyond what was
previously possible.

% Volume Variety

Terabytes to exabytes of
existing data
to process

Structured, Semi-
structured Unstructured,
text & multimedia

Content
>8

n Velocity — Veracity u

Streaming data,
milliseconds to seconds to

. —

Uncertainty from
inconsistency,
ambiguities, etc.
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Customer Analytics challenge: build a 360 Integrated Customer
View in order to leverage the Customer Empowerment

The new profession paints a predictive
picture of each customer by harnessing
data on a massive scale

* [nstruments all key touch points to
gather the right data about each customer.

e Connects social media data, transaction
data and other information to paint a more
vivid picture of each customer.

* Runs the right analytics at the right time on
the right customer to generate new ideas
about whom to serve and how best to serve
that person.

Gall center e Generates insights that are predictive,
not just historical.
Opinions Ws?b click-
In-pers reams .
Beha\noral diogs” Interachon * Builds capabilities to do this on a mass;

scale.
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New Customer Values and opportunities for a number of stakeholders

Chief Information Officer

Chief Executive Officer ...could anal_yze oceans of machine gene_rated qus to
...could make better business decisions predict which components or equipment in the
o
9
-

using accurate data across all time g t<_ii<':1't<':10(|?er_lter a}[_e Illkely t(t) fail a:jn?d therellzjy aveirt a
horizons: past, present and future? isruption during critical quarter end? ...could analyze
’ web logs of our web outlets and recostruct customer

click streams...

O h |
o . , !:.I'

Chief Finance Officer
...could streamline compliance
and understand risk exposure
and/or investment across
businesses and regions?
...uses anti fraud predictive
analytics to detect and prevent
rapid fire anomalous
transactions with our
customers?

...could consider the risk and
profitability of the entire customer
relationship chain, lifetime value
and predict demand trends when
designing and pricing new product
offerings?

Chief Marketing Officer

...could predict the right offer for the right customer at the right time
and improve customer intimacy or prevent churn?
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To have a deeper Customer View we need to combine i  nternal and external
data, utilized and under-utilized data, structured and unstructured data... and
cross-link organization knowledge & data silos.

IT Systems
System Logs
. . Application logs: web, mobile
Social Media: r V%réo J
» Global Social Networks: tweeter, ! 4 Sensor Networks, RFID
facebook, etc. 0 r ¢

* Small communities: blogs, muros
corporativos,

* Internal Social Networks |I| )

(employees) 1P

* News _ ¢ Legal Info:

. ... T . . . B - contracts
s TR !T-IJ

» Complaints

* Reports

* Legal Actions
* Fraud Data

a f,. ® ...
.- I.’
N
L
« Transactions
* Orders
e CRM Knowledge Management
i *Manuals, wikis, couses
* emails *Projects Data
* claims _ «Market Analysis
» call center scripts *RSS Business Feeds

* Chats with customers -Data feed: Bloomberg reuter




Big Data as a new business concept that is enabling for a Deeper Customer
Analytics

Act on Deeper Customer Insight .
P g Create Innovative New Products
= Social media customer

sentiment analysis

= Promotion optimization

= Segmentation

= Customer profitability

= Click-stream analysis

= CDR processing

= Multi-channel interaction
analysis

= Loyalty program analytics

= Churn prediction

= Social Media - Product/brand
Sentiment analysis

= Brand strategy

= Market analysis

= RFID tracking & analysis

= Transaction analysis to create
insight-based product/service
offerings

Prevent Fraud and Reduce Risk
= Multimodal surveillance
= Cyber security
= Fraud modeling & detection
= Risk modeling & management
= Regulatory reporting

Optimize your Operational
Processes

= Smart Grid/meter management
= Distribution load forecasting
= Sales reporting

= Inventory & merchandising optimization Proactively Maintain your

= Options trading
= ICU patient monitoring Assets

= Disease surveillance

= Transportation network optimization
= Store performance

= Environmental analysis

= Network analytics

= Asset management and predictive issue
resolution

= Website analytics

* |T log analysis

= Experimental research
J




Customer View Today

Demeographic
Data

Demo-
graphics

Dlrect
mall

Character-
istics
Client
e —
Search

Customer Q&‘
Omex

Service

Mobile

. Call center
notes
Web click-
Opinions: In-pers streams
Beha\ﬂoral dlalogs Interaction
Data
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Deeper Customer Analytics: 360

o

Integrated Customer View

Call center

Web click- I
Opinions In-pers streams
Beha\noral dialogs. Interachon

Single view
Business Data,
Social Data,
Interactive data

nterprise Systems figé

T
i
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Deeper Customer Analytics Examples and Best Practic e and leverage
Big Data: Ready for Business

Behavioral Data

Grupo BBVA
' Connect with Clients &
MOBY prospects, with Brands _
_ _ ...analyse strong and weak ...
Delight customers with targeted signals in discussion
....social and transactional W

propositions

Character-
' istics
® o
cail

Real time interaction
across channels
Interact!

gGaranti N

.

Interaction Data

Single view
Business Data,
Social Data,
Interactive data
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Deeper Customer Analytics Examples and Best Practic e and leverage
Big Data: Ready for Business

Behavioral Data

A

GrupoBBVA

Connect with Clients &

prospects, with Brands EEM

...analyse strong and weak
ignals in discussion

)

MOBY

Delight customers with targeted
....social and transactional
propositions

Demographic
Data

Real time interaction
across channels
Interact!

giGaranti %

Interaction Data

Single view
Business Data,
Social Data,
Interactive data
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BBVA seamlessly monitors and improves its online re putation

Grupo BBVA

“What is great about this
- Enables BBVA to consistently respond to and gain solution is that it helps
us to focus our actions
on the most important
topics of online
discussions and
immediately plan the
outputs and approaches to engaging stakeholders and correct and most

customers. suitable reaction.” -
Online Communication

insight into customer needs and feedback.

- Gives BBVA the ability to measure the success of its

Department, BBVA

- Shows whether positive or negative sentiments have
increased or not, looks for the source and reason of T S
comments and helps make decisions and plans. @@&

Interconnects

Intelligent /

A
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Social Analytics to collect Customer longitudinal p

Web 2.0 and correlate them with internal data

Better understand its marketing campaigns and consumer

preferences,

Looking for ways to analyze and differentiate consumer

experiences

Helped the client to assess the company’s corporate brands,
with respect to one of its main pay-TV competitors

Eco su Twitter: Pubblicita Mediaset Premium e gli

“akka Canzone pubblicita Mediaset Premium dei cartelli 2012”

H

Search a
holy shit. » Follow | &~ . Gaia L. Seott » Fuliow | L
- ;

Canzone pubblicita Mediasel Premium dei cartelli

Vedere la pubblicita di Mediaset Premium e sentire
'Gotta be you' mi ha scioceata,oh una cosa buona
mediaset I'ha fatta finalmente ahhaha

B zayn's panda. t
¥ Qmimo

Sono 'unica che ogni volta che ¢'é la pubblicita di
Mediaset Premium canto come una scema Gotta Be

Ei g

¥ Follow A~

You?
{24/gen) ha avuto paricolare eco fo Spot premium - &
lanciato a Gennaio, registrati un Significative nUMero df

One Directiongmewe =y
o S 9%

tu.be/BuccRlmAcps via myoutube v this

oint of views from

@ MEDISET

“Big Data is a great
opportunity for TV
innovation in the next
years. TV viewing is
transforming into a
multiplatform and
participative experience:
the better we know and
understand our viewers,
the better we can serve
them." — Valerio Motti,
Head of Marketing
Innovation, Mediaset
S.p.A.

Interaction
Data

A
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360-degree Consumer Profiles from Social Media

Timely Insights
e Intent to buy various products

e Current Location

Personal Attributes

e |dentifiers : name, address, age, gender,
occupation...

e Interests : sports, pets, cuisine...

e Life Cycle Status : marital, parental

' e Sentiment on products, services, campaigns
- ¢ Incidents damaging reputation
e Customer satisfaction/attrition

Life Events
e Life-changing events : relocation, having a
baby, getting married, getting divorced, buying
a house...

Products Interests

» Personal preferences of products
. . ¢ Product Purchase history
Relatlonshlps e Suggestions on products & services
® Personal relationships : family, friends and
roommates...

® Business relationships:  co-workers and

work/interest network...

Monetizable intent to buy products Life Events

I need a new digital camera for my food pictures, any College: Off to Stanford for my MBA! Bbye chicago!
recommendations around 3007
Looks like we'll be moving to New Orleans sooner than | thought.
What should | buy?? A mini laptop with Windows 7 OR a Apple
MacBook:22! Intent to buy a house g

i I'm thinking about buying a home in Buckingham Estates per a
Location announcements recommendation. Anyone have advice on that area? #atx #austinrealestate

I'm at Starbucks Parque Tezontle http://4sg.com/fYReS;j l #austin
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Deeper Customer Analytics Examples and Best Practic e and leverage
Big Data: Ready for Business

Behavioral Data

\ Grupo BBVA
bv Connect with Clients &

prospects, with Brands m

...analyse strong and weak
signals in discussion

Delight customers with targeted
....social and transactional
propositions

Real time interaction
across channels
Interact!

giGaranti .

.

Interaction Data

Single view
Business Data,
Social Data,
Interactive data




Big Data and Social Business

Example: Moby/ Social Business case MOBY
New multichannel engagement model (embracmg somal)___

“'suzlal mmmer:r’" “yiral comamarsa/ “autarnatic campa igns”
rnarketing”
——amas— . i -s —
ﬂ 5 . n =
- e + w 1!. -
Wilget “aliatione” s WRLGEL i T e (s LD Hm:l-:i WS NES ALY x e .
vendita ad “smia” sttroavarms “amici® au Facabsock ad ctbtenses “pesene” CEe oo
e, COUg0N, SC0mt. Cangagng priodche . ' - g o
-
i
I x -
ety Gl
1 3 —
! = AEEERTEMDA v ) 3 &) w ko
.-;m‘:llm i o L MOBY CLUB LA COMPAGHIA e

g ey
et O O & ; R e ANCORA PII PREML, ARCORA PIJ WANTABED
e A Lebim rwd ey MobyCla koo scagn um mossn rckaesm
—_— [ prrfn por 1 greprimpels § i by g
= 2
- ST
- [VSreon
i i~ LI - CEsa TRAGHETTI SARDEGHA TRAGHETTI ELBA
b o .I,..” S — 1 14 SSE0GEND + AT 1 A LMCGRFFL] + ARTII
S R _.w-l " a8 T 5 S T
"":I"'V“rh" T gty wLiereg - Dm g ar =Pewoma - Forofemal. 8 13
=Dermma- Dbl LLL - = Pywbig - Lrps 11X -
altri canali

Single view
Business Data,
Social Data,
Interactive data

=
(00]
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Big Data and Social Business
Example: Moby/ Social Business case

Digital marketing optimization: lifetime individual tracking,
microsegmentation, channel attribution, proposition automation

WMWMW

LIVE Anticipate
Profila
umm'ﬁm Mgeerdg e Gomparmie  Masaus Adwilgng Hnmrom
Supgbions Yo Fesrs In-pu:t
Online : '““m"“r % Lifvarly UWEmail  AdTarget
e
Kkl
e
e Rcoslersti the
Offilne MHMM HW Cusslismner Journsy
R : e
PLS Search Engines  Delivery Poinls  Email Services Mlhmurh.
Gkl Canler
Ressh Syndicate Gm,h ﬁmmm E’:ﬂ?'
Emall Aoipensy
Ehs_lc
Biarieee Ak

Coremetrics” Continuous Optimization Platform

Digital & Multichannel
Marketing / individual digital

analytics, real time monitoring,
I/O ERP data, dynamic
segments, mkt. automation

Intuitive front-end

(mobile/web)
Social Registration / Data
collection Real time
personalization
Targeting

Single view
Business Data,
Social Data,
Interactive data

Enterprise Systems
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Deeper Customer Analytics Examples and Best Practic e and leverage
Big Data: Ready for Business

Behavioral Data

GrupoBBVA
b Connect with Clients &

MOBY prospects, with Brands m
_ _ ...analyse strong and weak Demograpi
Delight customers with targeted signals in discussion Dok
....social and transactional o=

propositions

Real time interaction
across channels
Interact!

SGaranti )

aaaaaa

Interaction DatZ

Single view
Business Data,
Social Data,
Interactive data
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MILLION

ONLINE USERS

Single view
Business Data,
Social Data,
Interactive data




How To implement a Deep
Customer Analytics
project? IBM Wrap-up...

N
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IBM provides a range of analytics capabilities that
can help turn data into actionable insights

A

r

= Big Data Platform
= Data Warehousing

Transform

>

BAO Strategy services | Customer Analytics services

Anticipate

= Predictive and Advanced Analytics
= Sentiment Analytics

= Information Integration & Governance » Big Data Analytics

= Data Management

= Enterprise Content Management

= Content Analytics
= Web and Digital Analytics

Learn

<

Act

= Decision Management

= Digital Marketing Optimization

= Cross-channel Selling and Marketing

» Pricing, Promaotion, and Assortment
Optimization

= Marketing Performance Optimization

\ 4

Watson | Watson for Healthcare | Watson for Financi

al Services

o

y,
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