LIFT Podcast Script


Hello, in today’s podcast we will be discussing a new asset that comes from Global Business Services.  Let’s get started, Hi Toby, can you tell me something about yourself and your team?
Hi; my name is Toby Cook, I run a global marketing optimization practice within IBM’s Business Analytics and Optimization services area; known as the Analytics Solution Team.  Our team provides “GBS Assets” to our clients focused on driving business value from their vast amounts of customer information.  IBM has historically provided our clients with specialized analytics and optimization services as a custom or a first of a kind approach.  Since we’ve now accumulated a great deal of Intellectual Property in the advanced analytics and optimization areas, we can now respond to our client requests for decreased time to market  - and costs  -  with our AST portfolio of Assets.  Loyalty Identification Focused Targeting – or LIFT -  is one of our marketing optimization assets developed on experience with clients world-wide -  specifically, airlines and loyalty program providers; and was released in mid-2009.

Advanced analytics and optimization is a great way for companies to measure and act on the data that they capture.  So, what exactly is LIFT?
LIFT is a solution that provides a marketing business user workbench to more effectively target customers for promotions.  It was developed in collaboration with marketing analysts for marketing analysts and utilizes sophisticated analytics but via an intuitive user interface – an easy tab driven approach that doesn’t require the user to be a statistics professional.  End-users have direct access to the data and can score customers for promotions in a self-service mode.  An additional benefit is that the statistics professionals are more available to do the cutting edge work – the deep data mining and discovery - as opposed to time spent on iterative requests from marketing.

Is LIFT for everyone?  What types of companies need LIFT?
LIFT is ideal for companies will large volumes of customer data and a desire to drive increased customer insights from that data.  Many of these companies tend to send all promotions to all customers, resulting in promotion fatigue, poor response rates, and unrealized potential sales.  LIFT is well-suited to companies that have, or would like to have, that long term relationship with customers – meaning, value driven by repeated customer touch points with actual transactions.  For example, an airline typically derives most of its profits from its best repeat – or loyal fliers.  We think of this as a relationship between the company and the customer – so the company can focus on enhancing that relationship -encouraging increased loyalty which in turn represents high customer value.  We’re also seeing retail outlets move in this direction as evidenced by their own loyalty programs – i.e. Macy’s Star Rewards, Safeway Club Card, GNC Gold Card, BestBuy Rewards etc.  These are all “relationship tracking” mechanisms that can allow these companies to analyze customer transactions and then impact the relationships for optimized value - for both the company AND their customers.

Why do these companies need LIFT?
Companies obviously most often profit the most from their best customers – so they want and need more like those.  We’ve seen companies with more than 75% of the overall recognized customer base as dormant or appearing to lapse.  One airline tells us it takes 100 of their infrequent travelers to equal the revenue of just one top tier flier – and that still may not realize the same profit.  For companies that rely on these long term relationships, loyalty is obviously key and a competitive requirement.  We all know it’s much more expensive to acquire a new customer than it is to keep an existing.  All evidence for the need to enhance the right customer relationship - build loyalty - and really that’s the premise and value proposition of LIFT.
Tell me about the implementation process.  How do clients implement LIFT?

LIFT is a Services Asset, but think of it as an application that can be inserted into an existing infrastructure.  It is mature and commercialized, and an actual end-to-end product, with a data model, GUI, and fully leveraged optimization and analytics engine.  The client-specific services are always required as input to the asset, and typically for the business value-specific output.  

Data is identified from source systems that describe the customer and their activity – often the client’s “customer data warehouse.”  That data is extracted and loaded into a LIFT DB2 database, and we tune the LIFT user screens per the business users.  The services work also includes knowledge transfer and mentoring the client on how to use and best leverage the asset.  Once LIFT is installed and customers are targeted and scored for promotions, that data is typically pushed into the client’s existing campaign management solutions.  Response information from the promotions then flows back into LIFT to refine the process and close the marketing loop.
How long does it take to implement LIFT?

LIFT can be implemented in a matter of weeks or months versus months and years for other solutions.  With a dataset in hand, we have been able to get LIFT up and running on that data in a couple of weeks for a preliminary analysis.
What will the client do with LIFT and how will it benefit them?

Clients use LIFT in their marketing organization to more effectively target customers for promotions – and thus drive increase revenue response.  More specifically, LIFT targets underperforming or low value customers with offers that can re-engage or move them up the value chain.  LIFT also provides a self service workbench for marketing analysts to create an unlimited number of groupings, based on fuzzy clustering routines – or, customer groups that are similar to already proven high value groups –but slightly different.  The analytics engine finds these new groups and predicts the likelihood that they will provide similar revenue as the initially identified highest value customers – and this can be done for each specific promotion.  A further benefit of putting this capability in the hands of business marketing analysts is that the statistics professionals – the data miners of the organization - are more available to do the leading edge analysis they should be doing – rather than iteratively managing and manipulating data for the business users.
What are some of the competitive offerings in this marketspace?

We have not seen specific competitive solutions to LIFT that are designed for the business marketing user.  Certainly similar analytics approaches and capabilities can be custom built, but are time consuming and more expensive – and, tend to require significant ongoing technical and IT resources to maintain and update.  LIFT was developed in collaboration with IBM research and we believe is a unique offering and a clear differentiator for IBM.  


How does LIFT compare to SAS/SPSS?

We have started to look at leverage points for SPSS.  LIFT does assume that customer modeling and scoring is available, so certainly SPSS is fit for those efforts.  Further, while the fuzzy or predictive clustering would probably remain a LIFT specific approach, the base customer segmentation could be done with SPSS, and due to the open technical design of LIFT, would not be a difficult integration.  The difference and complimentary approach of both SPSS and LIFT remains in that prediction of the most similar customer group by promotion – the “best of the best” clustering capability – and the true business marketing analyst capability that LIFT provides.  The SAS discussion is really the same.  The work would be custom Base SAS development, and even a long term custom SAS software suite implementation would require SAS specific skills for development and ongoing upkeep.  So, essentially, SAS and SPSS are good “toolkits” that can be used to build almost anything eventually - but again, these solutions are typically used by statistics professionals.  As most clients will have one or the other – or similar modeling tools – we can work with the models or segments already developed and deploy them as complimentary aspects of LIFT.
How is LIFT priced and what does it cost?

LIFT pricing is based on the numbers of customers – customer records - that the client will analyze.  The range is from $75K to $300K.  We usually estimate a similar amount for services to implement the asset - so the total asset and services implementation range is about $200K for a contained pilot up to $800k on the high end overall.
When thinking about infrastructure, What sort of Technical Infrastructure is required for LIFT?

LIFT is a (thin) client/server solution written in Javascript and PHP that leverages data from any ODBC compliant database including IBM DB2, Oracle, and SQL-Server.  LIFT will run on a variety of servers using Linux, Windows or AIX operating systems.  LIFT requires its own DB2 database, as we leverage the UDF facility for speed and scalability.  On the client side, users access LIFT with any of the most popular browsers including Firefox, Chrome, Internet Explorer, Safari etc.  
Can you tell me about some clients who have implemented LIFT? 

LIFT is a new offering launched in tandem with Global Business Services BAO service line.   The underlying intellectual property that drove the LIFT development came from numerous services engagements over the last 15 plus years with Airlines, Global Loyalty Provider companies, Insurance Firms, Banks and Retailers.  We’re currently working on obtaining reference installations.
LIFT certainly sounds like a great asset.  Do you have anything else you’d like to add?

LIFT is a very powerful, easy to use and fast implementation of a marketing optimization solution – putting advanced analytics into the hands of a business marketing user – to drive increased numbers of higher value customers.  The BAO Analytics Solutions Team is available with SMEs in both the technical and business aspects of all that is LIFT – pre-sales, sales, and delivery.

Thanks for your time today Toby.  Who can be contacted for further information about LIFT?
People can contact my global LIFT Asset Leader Jim Anderson at janderso@us.ibm.com or myself at toby.cook@us.ibm.com.
