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Today ςOur business

Sustained 25% growth since 1989 wŜŎƻƎƴƛǘƛƻƴ ΧΧ
ωоȄ CƻǊǊŜǎǘŜǊ aŀǊƪŜǘ [ŜŀŘŜǊ όΨлоΣ Ψлс ϧ Ψлтύ

ω 7th[ŀǊƎŜǎǘ 5ƛǊŜŎǘ aŀǊƪŜǘƛƴƎ !ƎŜƴŎȅΣ !Ř !ƎŜ Ωмл

ωb/5a !ǿŀǊŘǎ ΩлпΣ ΩлрΣ ΩлсΣ Ωлф

ωaǳƭǘƛǇƭŜ ά.Ŝƴƴȅέ !ǿŀǊŘ ²ƛƴƴŜǊ Ψлф ϧ Ωмл

ωaǳƭǘƛǇƭŜ a!·L !ǿŀǊŘ ²ƛƴƴŜǊ Ωмл

ω5ŀǾƛŘ ²ƛƭƭƛŀƳǎ bŀƳŜŘ ά/9h ƻŦ ǘƘŜ ¸ŜŀǊέ ōȅ {ƳŀǊǘ/9h aŀƎŀȊƛƴŜ 

Ψлф

ω5ŜƭƻƛǘǘŜ ¢ŜŎƘƴƻƭƻƎȅ Cŀǎǘ рл ǿƛƴƴŜǊ Ωлу

ωCǳƴŘǊŀƛǎƛƴƎ {ǳŎŎŜǎǎ DƻƭŘ !ǿŀǊŘ Ψлу

ωLƴŎΦ рллл CŀǎǘŜǎǘ DǊƻǿƛƴƎ .ǳǎƛƴŜǎǎŜǎ Ωлт ϧ Ψлу

ω9Ǌƴǎǘ ϧ ¸ƻǳƴƎ 9ƴǘǊŜǇǊŜƴŜǳǊ ƻŦ ǘƘŜ ¸ŜŀǊ Ψлт

ÅBaltimore, MD (headquarters)

ÅBoston, MA 

ÅChicago, IL

ÅDenver, CO 

ÅLittle Rock, AR

ÅMinneapolis, MN

ÅNew Jersey

ÅNew York, NY

ÅPhiladelphia, PA

ÅSeattle, WA

ÅShanghai, China

Locations

IN MILLIONS

vǳƛŎƪ CŀŎǘǎ ΧΧ
ωPrivately held by current management since 1988

ω1,000+ Employees

ω150+ World Class Clients

ωManage over 75 marketing databases

ω130+ statisticians producing over 1,000 models/year

ωManage several billion direct mail pieces annually

ωSend over 1 billion, permission-based emails annually

ωInform over $5 billion marketing decisions annually

http://adage.com/
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/ah ƛǎ ǘƘŜ ƻǿƴŜǊ ƻŦ ŎǳǎǘƻƳŜǊ ƎǊƻǿǘƘ ƛƴƛǘƛŀǘƛǾŜǎ ŀŎǊƻǎǎ ǘƘŜ ŜƴǘƛǊŜ ƻǊƎŀƴƛȊŀǘƛƻƴ Χ
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Customer Equity Growth - going beyond traditional 
marketing

Sales

Customer 
Service

Information 
Technology

Supply 
Chain

AlliancesProduct Dev.

Network

ωHow do we better deploy Network 
capital to improve service and 
loyalty?
ωWhat geographic areas should be 

our priority in rolling out?
ωWhere can we invest to turn 

around profitability issues?

ωHow do we maximize new product adoption?
ωHow should we route calls and handle an individual 

prospect contact?
ωHow do we respond to a competitor price change?

ωCan we institute a customer loyalty 
program to reduce churn?
ωHow do we handle Increasing volumes 

into the call centers?
ωWhat is the likely reason that customer 

is calling and how can we best serve 
profitably?

ωHow do we prioritize IT 
infrastructure development 
to optimize customer 
experience and our bottom 
line by segment?

ω²ƘƛŎƘ ǇƻǘŜƴǘƛŀƭ ŀƭƭƛŀƴŎŜ ǇŀǊǘƴŜǊǎΩ 
support our customer strategy?
ωWhich alliances are most likely to 
ŀǘǘǊŀŎǘ ŀƴŘ ǊŜǘŀƛƴ ǘƘŜ άōŜǎǘέ ŎǳǎǘƻƳŜǊǎΚ  
On what terms?

ωWhich new products are most likely to have fastest, 
profitable uptake and by which customers?
ωWhich new products will attract new customers who have the 

potential to be profitable?

ωHow do we determine 
inventory and store shelf 
to best meet the needs of 
profitable customers?

п tΩǎ п wΩǎ
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/ahΩǎ bŜǿ wƻƭŜ ςexploration while managing risk

Towards the exciting, unknown futureTowards the risk-averse, unknown conventions

ü Sustain revenue
ü Decrease expenditure
ü Limited investment

Prove ROI Innovate

Χ ŎƻƴǎŜǉǳŜƴǘƭȅΣ Ƴǳǎǘ ōƻƭŘƭȅ ƭŜŀŘ ƻǊƎŀƴƛȊŀǘƛƻƴ ŀƴŘ ŜȄǇƭƻǊŜ ŀ ŦŀǎǘŜǊ-changing, unknown 
world 

ü New Revenue
ü Lower expenditure
ü Differentiate 

Marketing 
Transformation

Drivers

Inter-dependent 
Organizations

ü Finance
ü Customer Service
ü Operations
ü Sales
ü IT
ü Others

Corporate 
Direction

ü Customers

ü Competitors

ü Company
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Shifts in customer expectations, technology, and competition change the playing field 
ŀƭƳƻǎǘ ŘŀƛƭȅΣ ōǳǘ ǘƻŘŀȅΩǎ ŎƘŀƴƎŜ ƳŀǊƪŜǘƛƴƎ ǘǊŀƴǎŦƻǊƳŀǘƛƻƴ ŘǊƛǾŜǊǎ ŀǊŜ ƛƴ ŦƻǳǊ Ƴŀƛƴ 
categories

7

Drivers of Marketing Transformation ςfour categories

Web 2.0 and 
New media

Declining 
effectiveness  
of traditional 

media

Narrowcasting

Permission-
based 

marketing
Event based 
marketing 
focused on 
customers

Concentric 
marketing

Marketing 
Transformation

Drivers

Rise of 
customer 

experience

The rise of 
devices:  

Mobile web, 
SMS

Social 
networking & 

network effects

Death of 
traditional 

Segmentation

Data-driven 
marketing

Store of the 
future

Source:  The Agile Enterprise marketer, IBM Global Business Services, 2010

Example Drivers 
of Marketing 

Transformation

Personalized Messaging
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