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Understanding Customers Has Been Challenging

WWW

Brand, Sentiment

Traffic Sources, Content 

Effectiveness, Conversion, etc.

What Worked, What Didn’t



Timeless

Marketers have always

been responsible for knowing

the customer.

Marketers have always been

responsible for defining what to

market, and how to market.

Marketers have always

protected the brand promise.

2012

Understanding each customer

as an individual.

Creating a system of engagement 

that maximizes value creation

at every touch.

Designing your culture and brand

so they are authentically one.

2014

Know each customer in context.

Innovate and scale personally

relevant and rewarding 

experiences.

Co-create with customers, 

employees and partners.

@brandmaster63  |  #smartercommerce

Marketing is everywhere. Marketing is dead.



1:1 Marketing
• Marketing interactions

• Controlled and planned 

(campaign focused)

• Batch / cached offers

• Large segment personalization

• Structured data

• Owned (addressable) media

To meet the demands of the empowered consumer, marketing is 
transforming to a model of continuous customer engagement

Continuous Customer 
Engagement
• All customer interactions

• Agile (customer focused)

• Real-time and location aware offers

• Contextual hyper-personalization

• Structured & unstructured data

• Paid, earned and owned media



Engage your customers in context at every point in the purchase lifecycle

A supply chain

prepared for the 

unpredictable

Marketing targeted 

to every customer

personally

Service that 

knows what 

customers want 

before they do

Selling that’s there 

for your customers, 

wherever they are



To be effective, today’s personalization engine 
needs to combine:

Sensing the context of the interaction:
• Pages viewed during the current web session

• Location as identified by a mobile device

• Reason for contacting a call center

• Products about to be purchased in a store

Knowing who the customer 
is:
• Demographics

• Psychographics

• Account details

• Purchase history

Product 

recommendation 

engines

Online behavioral 

advertising

Search engine 

marketing (SEM)

Display adsSpam
Precalculated 

offers

Personalized 

email

Less personalized More personalized



Your customers are multidimensional—and so are 
the most successful personalization strategies

Product 

recommendation 

engines

Online behavioral 

advertising

SEMDisplay adsSpam

Precalculated 

offers

Personalized 

email

Good
approach

Behavioral data:
• Pages viewed during the current web session

• Location as identified by a mobile device

• Reason for contacting a call center

• Products about to be purchased in a store

Customer data:
• Demographics

• Psychographics

• Account details

• Purchase history



Moreover, your customers change over time—and a 
true solution must account for, and learn from, these 
changes

Changes over time:
• Patterns of behavior

• Account status change

• Credit score

IBM’s 
approach
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Many factors to 
consider

• Millions of customers with 

unique demographic profiles 

and behaviors to target

• Thousands of offers to 

manage

• What is the customer’s 

intent? Current context is key, 

but a single interaction may 

include multiple contexts 

(e.g. pages visited)

• Previous interactions 

(including recent visits to 

other channels) should also 

be considered

Dynamically turning this amount of data into 
effective campaigns and engagement requires 
operating at unprecedented scale



*SOURCE: The State of Marketing 2013: IBM’s Global Survey of Marketers, IBM Center for Applied Insights

higher

3-yr Gross Profit 
Growth

higher

3-yr Net Income 
Growth

higher

3-yr Stock Price 
Growth

The 

top

achieve:

Leading practices deliver better company results

Click to download 
IBM State of Marketing

Click to download 
IBM Chief Merchant

http://www.ibm.com/software/marketing-solutions/campaigns/surveys/2013-marketers-survey.html
http://www.ibm.com/software/marketing-solutions/campaigns/surveys/2013-marketers-survey.html
http://www.rethinkyourcustomer.com/form/MER-RPT3
http://www.rethinkyourcustomer.com/form/MER-RPT3






Our evolution to date

@brandmaster63  |  #smartercommerce

We’ve led the way in helping clients make the shift to continuous 
customer engagement, with significant milestones along the way

http://www-935.ibm.com/services/c-suite
http://www-935.ibm.com/services/c-suite


THE CUSTOMER MUST BE AT THE CENTER OF THE EVOLUTION

17

41% of Social 

Media comments 

about the top mobile 

companies expressed 

frustration

88% of web buyers 

abandoned an online 

shopping cart without 

completing a transaction

63% of all online adults 

are less likely to buy from 

the same company via other 

channels if they experienced 

a problem with a mobile 

transaction

75% of consumers 

move to another (more 

costly) channel when online 

customer service fails

Expectations are Exceptionally High - as are Business Impacts



Understanding customers holistically requires digital, behavioral, 
sentimental & predictive analytics

• Social Media Insights
• Prevailing sentiments
• Affinities and correlations
• Share of voice
• Relevant relationships
• Potential risks

Mapping Attitudes & Opinions

• Future Buying Insight
• Predicts outcomes and behavior 

using all data 
• Integrates predictive intelligence at 

the point of impact to drive 
optimized interactions

• Reduces churn, improves CLTV

Anticipating Customer Actions

• Qualitative Insight
• Surface customer struggle on digital 

channels
• Session replays to understand actual 

customer journey
• Identify impacted customers

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

Measuring Results Understanding Behavior

18 © 2014 IBM Corporation 



IBM Digital Marketing Optimization Solution

Customer
Profiles

Web Analytics Digital
Marketing 
Execution

+ +

19

IBM Digital Analytics (SaaS)

IBM Digital Analytics Multichannel

IBM Digital Analytics Multisite

IBM Digital Analytics Impression 

Attribution

IBM Digital Analytics Lifecycle

IBM Digital Analytics Multichannel

IBM Digital Analytics Marketing 

Attribution

IBM LIVEmail

IBM AdTarget

IBM Product 

Recommendations

IBM Content 

Recommendations

IBM Search Marketing

LIVE Profiles

Demographics

Psychographics

Firmographics

Datamart Details



LIVE Profile: provides a complete picture of each 
customer’s lifetime interactions with your business

Customer 
Attributes 

Social & 
Mobile

Off-line 
Interactions

Systems of 
Record

Traffic 
Sources

Lifetime 
Website 
Behavior

20



Digital Analytics

21

Marketing 
Attribution

Channel 
Pathing

Visitor 
Journey

Customer 
Lifecycle



Single customer view accross all sites

• Identifies unique 
visitors across roll-
up views

• Share reports across 
sites access based on 
each user's needs
and rights

22



Banner effectiveness



Mobile



Tealeaf captures

Every customer

Every interaction

Every time

25 © 1999 - 2011 Tealeaf Technology, Inc. All Rights Reserved. Confidential and Proprietary.



Experience Your Customers

Viewing Your Digital Channels 
Through The Eyes Of Your Customers

© 1999 - 2011 Tealeaf Technology, Inc. All Rights Reserved. Confidential and Proprietary.26



IBM Tealeaf software is designed to capture every customer, every 
interaction, every time

All actions All interactions All customer 
experience obstacles



Tealeaf Films Every Interaction

28
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Use Next/Previous buttons to 
step through session replay

Where user clicked is 
highlighted in green (or your 

preferred colour!)



Including What The Customer Typed

29

2929

We can see where customer has 
entered data into field… but also 

Tealeaf can ensure confidential data 
such as credit card number, CCV code, 
passwords etc is masked (in fact, we 
destroy or encrypt this data when we 

capture it)



Analysis and integrations to discover obstacles

Investigate customer feedback

Customer experience monitoring

Investigate customer feedback

Customer listening

Web metrics integrations

Investigate customer feedback

Web analytics integration

Alert based on known issues

Multivariate testing integration



Capabilities to quantify and act on obstacles 

Quantifying business impact

Removing obstacles and following up with affected customers

Discover every affected customer

Analyze affected sessions for anomalies 

or similarities

Quantify the financial impact of an obstacle

Follow up with affected customers



What if you could Recover Revenue from abandoned 
sessions in real-time? 



What if you could see what customers were clicking 
on?



What if you could see which links and images are 
profitable (and which are not)?



What if you could see where 
customers were spending their time?



What if you could have insight into mobile, tablet 
and native apps

Tealeaf cxOverstat usability 
analytics + CX Mobile for 
mobile web:

– Heatmap

– Link Analytics

– Form Analytics

– Attention Map

36



Solutions for Industry Leaders

Retail

Including 1/3 of 
all Internet 

Retailers > $100M

Including more 
than 40 P&C 
Insurance 
Companies

Insurance

Including 25% of 
the leading Travel 

Providers & Portals

Travel

Telco, Pharma, 
Utilities, etc. with 
B2C & B2B Sites

More E-business 
Leaders

Note: Tealeaf only uses the names and logos of customers who have given us prior permission.

Financial 
Services

Including 7 of the 
10 Largest U.S. 

Banks

http://www.myyellow.com/
http://www.myyellow.com/
http://www.wescodist.com/
http://www.wescodist.com/
http://www.bluefly.com/
http://www.bluefly.com/
http://www.neimanmarcus.com/
http://www.neimanmarcus.com/
http://www.next.co.uk/
http://www.next.co.uk/
http://images.google.com/imgres?imgurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/images/best-buy-logo.jpg&imgrefurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/index.html&usg=__bQ7m8GLjmzcSrSZyT0DYyla5aUE=&h=262&w=399&sz=19&hl=en&start=2&um=1&tbnid=LYdjWW0V8GPSqM:&tbnh=81&tbnw=124&prev=/images?q%3Dbest%2Bbuy%26hl%3Den%26rlz%3D1W1GGIT_en%26sa%3DN%26um%3D1
http://images.google.com/imgres?imgurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/images/best-buy-logo.jpg&imgrefurl=http://www.hhh.umn.edu/centers/stpp/events/innovation2008/index.html&usg=__bQ7m8GLjmzcSrSZyT0DYyla5aUE=&h=262&w=399&sz=19&hl=en&start=2&um=1&tbnid=LYdjWW0V8GPSqM:&tbnh=81&tbnw=124&prev=/images?q%3Dbest%2Bbuy%26hl%3Den%26rlz%3D1W1GGIT_en%26sa%3DN%26um%3D1
http://www.unitrindirect.com/
http://www.unitrindirect.com/
http://www.esurance.com/
http://www.esurance.com/
http://www.absg.com/
http://www.absg.com/
http://www.rogers.com/
http://www.rogers.com/
http://www.uswitch.com/
http://www.uswitch.com/
http://www.tui.com.uk/
http://www.tui.com.uk/
http://www.usairways.com/
http://www.usairways.com/
http://www.comcast.com/
http://www.comcast.com/
http://www.directv.com/
http://www.directv.com/
http://www.associatedbank.com/
http://www.associatedbank.com/


IBM Tealeaf and IBM Digital Analytics
Enterprisewide spend visibility and management

Customer experience 
and qualitative analytics

Sample usage scenario:

To analyze the causes of low conversion 

rates for the domains and make changes 

to the website to remediate the issues

Digital Analytics and 
marketing optimization 

solutions

Digital Analytics to push 
search result set segment 
to IBM Tealeaf® software

Potential benefits: Rescue 
abandoned transactions 
through retargeting and 
improve conversation rate

Customer experience
and qualitative analytics

Sample usage scenario:

Export a Tealeaf visitor segment of users 

that have added a product to their carts 

but then removed it before the end of 

their visit

Digital Analytics and 
marketing optimization 

solutions

Tealeaf software to push 
search segments to Digital 

Analytics

Potential benefits: Increase 
shopping basket sizes and 
improve revenue



Across the Enterprise

Issue Identification               
& Resolution

Dispute & Fraud               
Investigation

Customer                  
Service                    

Optimization

Web Site Optimization 
Integrations

Customer Experience 
KPI Monitoring

Customer                   
Behavior                    
Analysis

Tealeaf: Valued Across the Enterprise



Clients of IBM Tealeaf solutions typically realize risk-adjusted 

payback in less than three months

Benefits quantified in study 

0.5%
Increased average 

order value

3.5%
Increased conversion 

rate

1%
Increase in retention 

rate

0.05%
Reduced disputed or 

fraudulent 

chargebacks

10%
Fewer project fixes 

(project avoidance)

Reduced problem 

resolution time

60%

SOURCE: Forrester Consulting, The Total Economic Impact™ Of The Tealeaf Customer Behavior Analysis Suite, Norman Forbush, August 2010. Report 

commissioned by Tealeaf.

Note: Benefits found in this study were risk-adjusted and were achieved over a three-year period.



Forrester TEI Confirms Rapid ROI
Risk Adjusted Payback in just over 4 Months

Three-Year Risk Adjusted Results

ROI: 722%

Payback Period: 4.61

Total Net Present Value: $5,979,041 

Source: A commissioned study by Forrester Consulting, “The Total Economic Impact of Tealeaf’s Customer Behavior Analysis Suite.” July 2010

Summary: 3-Year ROI

Note: Benefits found in this study were not risk adjusted and were achieved over a three year period.


