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The “empowered customer” makes today’s
marketing challenging

44%

of companies
use crowd
sourcing from
customers

4in10 80%

Smart phone users | of CEOs think

search for anitem | they delivera

in a store superior
customer
experience
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of their

customers agree
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use multiple
channels
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more than
average is spent
by multi-channel
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45%

Check with a
friend before
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of consumers
trust peer
recommendations
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Another challenge: growing marketing
complexity

79%
Expect high/very high
level of complexity
over five years

N 50,

Feel prepared for complexity
expected complexity gap

“From Stretched to Strengthened; Insights from the Global Chief Marketing Study”

www.ibm.com/cmostudy
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Specific challenges reflect growing
complexity

Figure 4
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“Outperformers” struggle almost as much
as “underperformers”

Figure 5 Level of underpreparedness to manage market factors
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Marketers must integrate marketing across
all media

Owned
media
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Most marketers lack:

Marketing
optimization
platform

View of customers
across media
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Improve Decisions by Understanding the
Interrelations of the Digital Trall




Overlay Unsubscribe & List Source
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Unsubscribes & Site Visits
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Time to Capitalize on Mobile
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Data Sources: IBM Coremetrics Benchmark & IBM Email Optimization

—=Email On the Go
=N obile % Sales
—=Mobile % Site Traffic

© 2012 IBM Corporation



Apple Users Show Interest on the Go

= Re-examine your opt-in and registration pages

» Connect the dots
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How would you apply this new technology?

" In store displays or banners
= Billboards
" Direct Mail

" Product Packaging

= Airport Terminal Display Ads
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Social Deserves Some Attention

2.0%
1.8%
1.6%
1.4%].
1.2%
1.0%
0.8%
0.6%
0.4%

0.2%

Social % of Sales and Traffic

Jan - Dec 2011

1.0%

1.9%

0.0%
Jan-11

Feb-11

Mar-11

Ap“-'\ 1

N\ay-'\ 1 Jun—'\ A Ju\-'\ 1 P\Ug'1 A

es=w»Social: % of Sales  ess»Social: % of Site Traffic

No\[-'\1 Dec—11

Data Sources: IBM Coremetrics Benchmark

© 2012 IBM Corporation



Email Extends Beyond the Inbox

CLICKING ON LINKS BY SHARING CHANNEL

Other Facebook
e u 38%
34%

Twitter Email

11% 17%

Determine how email influences likes, tweets, the devices

used to share links originating in email and compare the
data across campaigns
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