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High-Octane Marketing

Driving Value through Optimized Marketing Performance
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» Marketing performance is top of mind from the CMO
study

» Optimized marketing is built on the foundation of precise
attribution

*Emerging attribution and mix planning technologies from
IBM
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IBM Institute for Business Value

CMOs believe ROI on marketing spend will be the

number one method for determining success by 2015
More than 1700 CMQOs were interviewed around the world!

Seven most important measures to gauge marketing success
Percent of CMOs selecting success measurements

Marketing ROI

63%

Customer experience
Conversion rate/new customers
Overall sales
Marketing-influenced sales
Revenue per customer

Social media metrics

Source: IBM’s 2011 Global CMO Study
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Introduction

The vast majority of CMOs feel underprepared to
manage the impact of key market changes

5 of top 8 are
:;?:;?.rt\; Underpreparedness
performance! Percent of CMOs reporting underpreparedness
50%

+/ Data explosion B 3030090909090 KR
v social media T s
J Growth of channel and device choices a0 | S
Shifting consumer demographics B 0 | S
J Financial constraints | s
Decreasing brand loyalty B 0 | ERs
Growth market opportunities - 56
ROI accountability - H3E
Customer collaboration and influence | E3A
Privacy considerations | E3
Global outsourcing | BB
Regulatory considerations -~ 500
Corporate transparency D 17

Source: Q8 How prepared are you to manage the impact of the top 5 market factors that will have the most impact on your marketing organization over the next 3 to 5 years?

n=149 to 1141 (n = number of respondents who selected the factor as important)
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Agenda

» Marketing performance is top of mind from the CMO
study

» Optimized marketing is built on the foundation of precise
attribution

»Emerging attribution and mix planning technologies from
IBM
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What is Attribution?

Attribution is the ability to

correctly identify (attribute)

the success of a marketing
touch or contact
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To be relevant to today’s customers, marketers need deep
insight into their interests and lifetime interactions and
attribute marketing success to where each customer is in his
or her digital journey
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Q Web Email

Ad Search
visit

Paid " iy ~ i
eturned via a ame to the site via
Search display ad click. Natural Search,
Came directly Responded to Picked a product entered discount
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@ forHDTV  models
Google
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Precise

999 <

» Impacts marketing spend
focus

» Provides credit to multiple
marketing responses

* Helps understand the impact
of online behavior to
offline behavior

= Tracks all conversions in one
system —eliminating
double-counting
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Methods for determining more precise attribution
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Popular attribution methods

First Response — the first action $i° First
taken by customer receives full =

. Y | E “Ads Q |
credit (response) E———

J

Last Response — the last
action taken by customer

receives full credit (response)

Time Window

( . . $10 _ $10 $10
Average Credit - all actions that ' Awiage‘
incurred a positive response within 5 o Q
campaign window receive same credit I |

Time Window )
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But popular methods don't tell the whole story...

awareness

11

SEAFIiCH EMAIL

influencer influencer

DIRECT MAIL
|

conversion
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...Statistical attribution modeling can provide a more
precise view of campaign value

Statistical Attribution
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Agenda

» Marketing performance is top of mind from the CMO
study

= Optimized marketing is built on the foundation of precise
attribution

=Emerging attribution and mix planning technologies from
IBM
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How MPO drives marketing effectiveness with cross-
channel attribution

Statistically driven prediction
of the contribution of
marketing stimuli to a desired

marketing result

Marketing performance
reports within each
channel and across

channels

Optimally plan & optimize cross-
channel media spend on
attributed performance of past
campaigns & other insights

Cross-channel data mart that
contains stimuli and
responses

Rules-based Channel Channel Mix Channel Mix

stimuli

<O

responses

Attribution

Attribution
Modeler

Performance

Attribution
Lift Analysis

Planning

Strategic
Planning

Optimization
]
o} e ﬁ.-._
0 e \+)
Cross-channel I . . ]
Interaction Attribution Performance Scenario Marketing Mix
History Services Reporting Planning Optimization

Optimization

Campaign
Mix
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\BM Attribution Modeler — Improves cross-channel response
attribution accuracy and ROl measurement

= Provides cross-channel response
attribution for better ROI
measurement

* |mplements statistically inferred
response attribution (SIRA) method
that allocates more rationally
apportioned credit to contacts

= Supports attribution for digital and
traditional channels. Will soon support

mass-marketing channels

Capability: Out-of-the-box support for five
attribution methods to apply on granular
customer interaction data

Benefit: More realistic attribution, results in
more accurate KPl measurement

$30 First Last $30

V= 2

Time Window Time Window

$10.50 ¢ $13.50

$10  $10  $10 35% Custom 45%
Average

U N
(W QKW Q

Time Window Time Window

Modeler
$5.8 $15.3 $8.9

1 1 1

Xl Q
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What are IBM customers learning from a statistical
approach?
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3.4 Gigabytes

~2 years time span

Over 3 million customers
Thousands of offers

7 Channels: Catalogs, Direct Mail, Email, SMS,
Telemarketing, Radio, TV

Responses are orders or web visits
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Marketing Performance Optimization at a retailer :
cross-channel attribution insights

Responses Ratio by Channel Attribution Credit by Channel Volume

100
90
80
70
60

% 50
40
30
20

10

I|.|-| T ! O T | T |-|-_\
A (%) A

\O(\ N\

— b —h ok

COo0O
ONRDO=NROD®

= Responses might indicate more investment in SMS
= Purchase credit heavily skewed toward email

= Statistical Attribution Modeling helps rationally optimize channel mix
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Marketing mix and cross-channel planning

= Marketing Mix prior to using Attribution Modeler and after — 5 channel view

% of Revenue attributed to Channel
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Statistical Model

= Web

m Mail
Search

m Display
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Baseline /
Baseline using equal
credit rule
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Marketers struggle with ROl because they can not easily
attribute their activities

Statistical attribution modeling can provide a more
precise view of campaign value

Statistical attribution modeling requires an Integrated
approach
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Thank you
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