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Impact Korea 2011

Changing the Way Business and IT Leaders Work



Enterprise Marketing Management2}
Interactive Marketing



O[3 80| Hetet M2k 7|35 2

o= M2

i
of¥
muin

« QIE{o| W

| N

. AH|XLO| o8 7

- Hoof olist VS

.
"l| i
Ll

Bait® e Goc

Holx|gol HENI DO~
: = Pofefntofel Ho|Aaf

.........



http://www.google.com/imgres?imgurl=http://www.nbu.ca/en/images/stories/email_icon.gif&imgrefurl=http://www.nbu.ca/en/&usg=__BFiMZBEphjjdq7-n0HtDfmUshoc=&h=299&w=299&sz=21&hl=en&start=6&sig2=oOctU6osBBK6jpGoGLwS8w&um=1&itbs=1&tbnid=CJgB3YGNksYbDM:&tbnh=116&tbnw=116&prev=/images?q=email+icon&um=1&hl=en&sa=N&rlz=1T4GGLL_en___US347&ndsp=21&tbs=isch:1&ei=FwvrS7j_O4r4sQOBpqSzDw
http://jmz.iki.fi/images/blog/06/ie7.jpg
http://www.iconarchive.com/category/application/pre-desktop-icons-by-icondesigner.net.html
http://www.iconarchive.com/show/business-icons-by-aha-soft/credit-cards-icon.html
http://www.iconarchive.com/show/business-icons-by-aha-soft/phone-icon.html

- EE_H59|

A& (Interaction)@ 2 HEHEO| XS H

Bl 27X =
kel CMO

2g o

Agenda: 7| EL| BE Hgtof| =

[0 =

- HE ME0 E2M g8 A= HAXE =T

- A HE X 20 O
- —|7Ho| QJALEHS oA

XES ZHs;

IXSt 7 AT S =T [t

i
H

__T|_7_I

o] MurE BLEEY 3

k=1 K=2
= O



&3
oot
il
[HIH]}

OrA|Z 2l Ojcf o ML Ct

OpA

T
7

o}

H" OA
"@majol”

CHY ' 24/7

T 1

Kl
.@

"
Ki
#l

N

Ki

P
ud

]

N

Ki

7HI=HE 1:1 Chz}
aZHo| HEHEo| 7|0

Ul

S|ALe| HiE

7|cHet M| A
Hiolg =Aof o&

a
ER

ol
Rr
Ho
r

10
od

ol =0 2|&

K
of

0lo
d

e
[

kel

jo0

e

ud



"oty Jeff, X5 U299 LB E £

=d YU

Ol7R. & MZ L2 ColdplaySl ¥4

= B

322 32 tligtof] S0{S50
A9 37 e} sixfe| YFS
27| =% 5= A

Ef0Iof HAHR.”



71X F2 7|22 i

Technology
Requirement (1)

Maximize

Centralized Cross-channel
Decisioning:  execution:
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Awareness Decisioning Execution

Web Segmentation
Analytics @ Qffer @
Event Management
Detection Interaction
History Distributed

Real-Time Marketing
Targeting

eMail

Inbound
Integration

Predictive
Analytics

Lead Routing &

Visual Contact Monitoring

Exploration Optimization
Ond OnO OpO

Integrated Marketing Operation

Plans & People & Data & Measurement
Budaets Processes Assets & Performance
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Awareness Decisioning Execution

Web . Segmentation eMail

. ) >
Analytics Offer C>
Event Management
Detection Interaction
History Distributed

Real-Time Marketing
Targeting

Inbound
Integration

Predictive
Analytics

Lead Routing &

Visual Contact Monitoring

Exploration Optimization
OO ©0 W)

Integrated Marketing Operation

Plans & People & Data & Measurement
Budgets Processes Assets & Performance
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"Only those retailers who stay close to their customers can flourish.”

— Brad Anderson, Annual Report
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Police Tour tickets and exclusive access

Red Carpet access to Academy Awards
Limited availability product (e.g. Nintendo Wii)
Private Shopping Events

Added Silver Tier in summer 2008
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Timing, Trends, Triggers& E°¢t ®EX2l(Targeting)
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“Follow-Up”
“Add-On”
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Customer Drivers Category Drivers Traffic Drivers Loyalty Drivers Recruitment
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Best Buy® thanks you and your
family for your commitment
with a special event.

The Military Appreciation Event.

AungestiIS5fromip.m to4 p.m

Letour Customer Specialists help you find the solutions thatkeep your family connected.
And take advantage of easy shipping to FPO/APO addresses and financingoptions.
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Traditional Campaign Management

“Ihave an offer ...”

Event Based Campaigns

“ Let me find a group of

people to tell about it. "
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“I have a person with a change “ Let me find the _best offer
in behaviour that suggesm a tofit this person 's need.”
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Awareness Decisioning Execution

Web L Segmentation L
Analytics @) Offer (-_))
Event Management
Detection Interaction
History Distributed

Real-Time Marketing
Targeting

eMail

Inbound
Integration

Predictive
Analytics

Lead Routing &

Visual Contact Monitoring

Exploration Optimization
OO ©a0 W)

Integrated Marketing Operation

Plans & People & Data & Measurement
Budgets Processes Assets & Performance
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Product Events
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Relationship
Events

Service
Events
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Service Events

Service Events

Mo
=3
M|
<

T o
JTRT
Onlr_A._ﬂ
TRl
R
1ol oF i Ho

E_Em_MIA_W

CNTEN
S 0| < 0
O S0 BIRT

A 00 < Hr

I = i of- 71

=)
[
Q
£
(o))
)
/m

=)
NS}
o
o
ul.ﬁw_n
Eo_ao_
%_O_E%ﬂ%

+ T
o ieuw
<X o >
-oHT = &
Ma¥s g
0@ Z

Relationship
Events

27



28

Customer Experience
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Segment Relationship Events

’ Service
Events

/Segment

Relationship
Events
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Segment Relationship Events
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ATM INTERNET 3G MOBILE
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YOUR FIXED DEPOSIT IS MATURING

SOON.
WOULD YOU LIKE TO FIND OUT
HOW TO EARN MORE INTEREST?
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Conversion Rate
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To power the success of every marketing organization
with innovative technology solutions

442 HZ/IBM SWG IS EMM Sales Leader
Mobile : +82-(0)10-4995-8275

Office : +82-(0)2-3781-8275

Email : jerrykim@kr.ibm.com
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