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“The primary purpose of a business is
to acquire and keep customers.”

*Peter Drucker - best-known and most widely influential
thinkers and writers on the subject of management theory
and practice.
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Agenda:

1. Business goes Omni-channel
2. Bringing Mobile to the heart of Marketing

3. Promoting a superior Customer
Engagement

~ 45 minutes




mpowered Customers

They can/have:

Instant information

More Options to consider and compare /
Listen to the feedback of others
Regulation/Deregulation
E-Commerce/Self-Service

Etc..
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Consumers are more connected than ever

eﬁ @ Number of technologies consumers desire to use in the shopping process'

3 technologies 24%
2 technologies 18%
1 technology 29%

O ©

More than of adult cell phone More than

PS2% ST MT650B e

_ are mobile
store to help with

bosi influenced*
purchasing
decisions3

1 1BM, Winning over the empowered consumer : Why trust matters, April 2012. (Study n= 28527 [global] C01 Which_of the following would you be willing to use to shop and to make purchases, assuming they are available?)
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Consumers are demanding than ever before

Consumers

Expectations are soaring and going unmet.
They are looking...

for a seamless and to be known as an for relevant, timely
integrated experience individual information/promotions
As they move across mobile, Acknowledging their interests, Receive personalized content in
online and offline channels preferences, behavior and

the right place and at the right time

interactions for maximum relevance
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This new paradigm requires a continuous customer

engagement
1:1 Marketing

- Marketing interactions

 Controlled and planned
(campaign focused)

- Batch / cached offers

 Large segment personalization

« Structured data

- Owned (addressable) media

—)

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
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Facts about companies that truly embraced Omni-Channel strategy

Break down silos
to better engage customers and deliver
exceptional customer experience

1.8Xx higher

Three-year gross profit growth

aY

Maximize the moment
with real-time and predictive analytics to
delight customers in context

n

3.4x higher

) ] ) Three-year net income growth
Deliver an Omni-channel experience

to ensure the right experience is delivered
via the right channel every time

2.4x higher

Consistently measure results
Three-year stock price growth

to improve customer insight, responses, and (ROI)

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

© 2015 IBM
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Mobile is reshaping how we live and work

The average mobile phone
user checks their phone

150 7t 80%

A day
Ei’ of apps are used
once then deleted

68 % Opt-in ¥ 6 5 apps :

(0)
and find push iR 0

received

e 4 . :
notifications valuable et installed in average on
smartphones

68%

found push/text

message valuable
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The pressure now are in the organizations

Only 21%

of Marketers run Mobile
Marketing tactics
integrated as part of
campaigns

run mobile marketing in
silos, discretely, and on
an ad-hoc basis
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Marketers are challenged by consumer expectations

>|<

Separated: Channels are Not Contextual: This leads to Less Value: Non-contextual
disparate and do not content that is less relevant to content means less value for
communicate with each other the customer the end-user




IBM Commerce

Customer journey is not linear

. . 17%

APOUOTe.
44% ¢ [I[- Visit store first,
. g then purchase
.,
[ J

Research online and
buy products online online

ST e

51%

purchase

Research online, visit
Research online, A ‘. store to view product,
then visit store to e, . e then return online to
purchase
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Making omni-channel customer experiences easier

e Design: A new way to work

0 Analytics: Analytics for impact

@ Agility: Freedom to innovate

MES - - R )=t < ~ |

IBM Customer Engagement Solutions
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Serve & Delight Customers
« Bringing Mobile to the heart of Marketing




IBM Commerce

2011-2012: Device is the context

Native Push *
Notifications

0 ‘lefres

$2011-12




IBM Commerce

2012-2013: Pull more context from the device

e ©® O o
Mobile o * ® e ° dvanced
Web - Segmentation
° ° .
[} P [ J L4 Y °

[ ]
b o
. @
Geo 'Q' @
Location °

A/B
® Testing
(]
([ ]

02012-13
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Today: Mobile innovators are building Universal Context

Cart Coupon
Abandonment Redemption
Indoor Past
Location o o ?( '| Purchases
Lo alty Point ﬂ © Email/Web
alance Hlstory

Social .:i*] C:D. ..@.J. | ..Q,
o

CaII Center
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Use Case: Reach customers based on behavior across
multiple channels

Personalized email User adds to User clicks on the
based on user shopping cart, but notification that takes
attributes abandons them to the application

........’.........‘............>

Create a segment User finishes the
of all users that transaction
exhibited same

behavior and
send push

== | User clicks on link, and
taken to personalized
web page
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Marketers can leverage transactional API to notify users when

Send push notifications
from logistics system when

order is shipped, along with

a relevant event takes place

another offer

Customer

installs

application on

their device
® ®

oooooooooooooooooooooo)
®

Customer purchases or

transact through
application
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Specificity of Messaging

®0000AT&T LTE

210

Saturday, November 8

@ BigBrownBag 5m ag
A Gift For Everyone On Your List: Festive
Finds That Show You Have a Gift For
Style.

slide to view

1:47

Thursday, October 16

Get Bonus Points at the Walmart Deli

7 3 68% W)

Tuesday, November 18

Your prescription is ready for pickup.
slide to reply

Broadcast

message all app users

Narrowcast

message some app users
based on rules & segments

1:1 Cast

message individual users

Brands should employ all three types of messaging campaigns
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App Push for Banks

- Maximize cross-channel engagement and experience
with comprehensive banking functionalities enabled via app push

- Improve customer satisfaction with 1:1 alerts: statements
available, payments posted, deposits confirmed, limit notices

- Simplify engagement with deep-linking, opening
messages to most relevant app or web page and requiring fewer clicks
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App Push for Banks

- Optimize messaging with in-app preference center,
providing opt-in choice to type of alerts users want to receive

- Enable mobile revenues or access to financial literacy

content with targeted in-app inbox content triggered by CRM data, location, user
preferences

- Promote new/unused app features with broadcast messaging,
educating users on new functionalities that simplify banking experience

- Reduce SMS and physical location costs by encouraging
greater banking activity via app

22 © 2015 IBM 27/05/15
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Android Push Notifications

Highlights:

o | : e Text expansion

(.® puy Battery Saver 0
Time left: 12h 55 m .

e Image expansion
o Multiple actions
e Personalized

« Segmented

Simple & Interactive Notifications
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IOS Push Notifications

= Highlights:

TIME IS RUNNING OUT!

1118

Wednesday, February 25 ‘ ‘ L | nte raCtiVe

ueling . .
Time is running out! You now have M ‘tl |e aC‘t O S
1,000,000 seats from €24.99 L u | I n

e Passbook
o« Personalized

> slide to ur o0k now! L Segmented

Simple & Rich Notifications



IBM Commerce

Deeplinking

Simplify banking experience with Deeplinking

Increase repeat usage

Accounts
Checking and Savings (4)
EveryDay Checking-6537
O $3,389.29

e

e $8,230.55

Send financial alerts with

Share Savings-9567
Avallat nce

$530.51

pushes
nRowards..Card-0038 $500.00
f:’f??t",'f’"'m $20,334.12
Notification

to 3rd-party websites

Simple Notification Deep-Linked Destination



IBM Commerce

Rich Push Notification

Promote new functionalities with Rich Push

53% M

m o

Dynamic Messages

Monday, March 10

ThuDecb5 15 00

Measurable Actions

Simple Rich Push
Notification Notification
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|l
gl
ull])

Custom

Inbox

Maximize Engagement with Custom Inbox

Encourage Greater Utilization

Store rich push messages sent
to app users for future retrieval,
promoting higher adoption and
usage

Passively Engage Customers

Deliver rich push messages
without interrupting users.
These messages can be
delivered even if a user has not
opted into push

10 Dec 2013

Book appointments via app >
Use the app to book your next financial
appointment

08 Dec 2013

Upcoming Online Webinar

Looking to learn about retirement }
plans? Sign up for 22/ 12 session.

01 Dec 2013
Monthly statement available }
Review your transaction history and

schedule payments.
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Different triggers and rules can improve relevancy

4 % Event-based Messaging

E&‘ | ocation-triggered

Response behaviors

X

\

\ .
7Kk User interface

...to connect with your consumers in the most opportune moments

28




IBM Commerce

“Light” Business Case

Delivering great client 75,000
ROI: Example
Financial Benefit %
model for Mobile App
Push

750

$12.61

15.81

$199.36

$149,523.08

Monthly Downloads
(Provided by Brand During Discovery Process)

Percent Influence by Personalized Notifications
to Open New Accounts

Net New and Funded Mobile Accounts

Avg Commission Per Trade
(From Annual Report)

Avg Trades Per Account Per Year
(From Annual Report)

Revenue Per Account Per Year

Incremental Monthly Revenue from Net New and
Funded Mobile Accounts Per Month




Serve & Delight Customers

 Promoting a superior customer engagement
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Why is marketing orchestration so important?

The customer journey is now led
by the customer, not the marketer.

Delivers greater profitability, efficiency,
and higher customer satisfaction.

.90% 0%

of customer interactions happen
during a multi-event, multichannel
journey.

Customer journeys are more strongly
correlated with customer satisfaction
and willingness to recommend than
uncoordinated communications.
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Marketing A4 .
Databasé SRy el
Y TII1Y
AREEEES
AEEEEEES Behavioral
Insights
Universal
Behaviors @
‘ Interaction
Engine

Single
ldentity
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MARKETING DATABASE

&

ECOMMERCE

INVENTORY

Centralized marketing database that
puts you in control of all of your data.
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@ SINGLE IDENTITY Digital Space

"Connects the Dots"

* Mobile App
* In-Store
* Online
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Understands Behaviors

UNIVERSAL BEHAVIORS A\
Listen everywhere. Respond D‘ |
immediately. > - -

o W

£ 1 8 & QRGN

& !
1] AN \/,/,“
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BEHAVIORAL INSIGHTS

Make data actionable and drive
relevance in the content and timing of
your messages.
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Marketers can segment using robust query capabilities

Query Name: ~“mplify Dem
25 Profile ~ & Behavior ~ I”) Relational Table
o Last Purchase ann'versary is 6 months ago I_aS-t pu rChaSG
AND (& Has Entered Location within the last 30 days with the following: Location contains A Mere Truffle - Atlan V|S|ted BraﬂCh
OR [] Has Open within the lzst 5 da Opened moblle app
OR » Has Retweet within the last 5 days with the following: BrandTag contains @AMereTruffl Retweet e d @ b ran d
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MULTI-CHANNEL

We make it easy for you to
meet your customers
where they are.

Hey Sarah!

Do you have
dinner plans for

Saturday? |
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INTERACTION ENGINE

Automate completely personal one-
to-one interactions that drive
customers down the path to
conversion.

Hey Jim! E

22" Don’t miss the Cycling
Expo coming to Atlanta!
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Program automation drives interactions at scale

Communication steps

Marketers can visual build the content and cadence

for the automated campaign including email, direct
mail, tele-sales, and lead routes.

Decision diamonds

Easily add business criteria to determine when and
which path each individual will move down.

Advanced processing (global, track, step)

O Extensive capabilities drive real-time interactions and

external systems - Filter, route, update, Sync with
CRM, add to CRM campaign, or End Track contacts

Hyper individualized content

Dynamic content, relational table content, behavioral
content, real-time content and send time
optimization are available in each step




IBM Commerce

IBM Silverpop Engage
The ability to thoughtfully engage individuals with contextually relevant

messages at the right time, at the right place, and in the right moment
SO500, 0
~
Behavioral

@ FRARARARARAA
T T o T

Single Marketing Interaction Multi-

Database Engine Channel Insights

Universal
|dentity

Behaviors
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Contextual Insights Omni-Channel

Integrated Marketing

6 Profile & ~
Y Channels

Lifecycle Events
Usage
“‘\\ Patterns
*  Omni-Channel Offer

0@0 Social Orchestration
@@ Activity \_ )
@@ e 360 View from Interactions

42 © 2015 IBM 27/05/15
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Transactional Events

* Behavioral Patterns

* Real-time Decisioning

* Self-Learning Algorithms

* Predictive Insights

Contextual Approach
suonpoesalu| jewndo
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Questions?




Learn more at
ibm.com/marketing

Thank you!




