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Driving Growth And Improving Integrated Marketing Through
Advanced Analytics And Cultural Transformation

Smarter Decisions for Optimized Performance
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What 6s happening today 1 n market

Fragmentation

Convergence
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Does this look familiar?
The CMO must boldly lead the organization and explore a faster-changing, unknown world

Please drive new revenue,, make us leaders, and differentiate us, I'f show you the way and make us brilliantly shine, but
but use the same metrics, deliver the same results for the same you're going to have to look at things in a new way.
costs and don't do anything rash.
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Source: IBM, The Agile Enterprise Marketer, 2008
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Few organizations have transformed to overcome fragmentation, new
mar keti ng paradigms and I nternal b a

Increased accountabllity & responsibilities
Legacy people, process & technology challenges

More data, less insight

Static, inflexible decision-making

nNnMeasurement and accountabi |
|l mportant. 41% of [ marketer s]
for developing marketing measurement& accountability

programs remains jJjustifying

Source: "The Accountability Evolution: Markete
The Forbes Insights; July 28, 2010
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Marketers, like consumers, are bombarded by constant disruptive forces -
pulling the organization in multiple directions and overwhelming marketers

with more data and little insight
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The marketing world is not like it was thirty years ago, 10 years ago, or even last year. Shifts
in customer expectations, technology, and competition change the playing field almost daily
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Fragmentationc ont i nues to disrupt mar Kk

Evolving customer behavior & expectations
Digital & multichannel evolution
New technology adoption

Complex media platforms

nWe | I v ecomtractual warldbiny ou donot
how much your customers are buying from your
competitors or what <chann

Dr. V. Kumar

Richard and Susan Lenny Distinguished Chair Professor in Marketing

Executive Director of the Center for Excellence in Brand and Customer Management
J. Mack Robinson School of Business, Georgia State University.
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Marketing organizations are experiencing a convergence of previously
Isolated capabillities

Integrated

Marketing

Analytics Branding

9 © 2010 IBM Corporation



The integrated marketing vendor landscape is converging as vendors try
to i ncrease their capabilities to m

Aprimo executives apparently spent little time on the ledge after
learning big, bad IBM was buving its rival.

“We at Aprimo are excited about this acquisition as it
validates our position that marketing must become a top
priority for businesses and is in the midst of a Pl
revolutionary change.” Aprimo CEO Bill Godfrey said in ; ~
a statement issued Aug. 13.

“The market for marketing solutions and integrated
marketing software is hot and growing.”

Agencies

Source: Indianapolis Business
Journal
August 21, 2010

Marketing
Management

Service

. Consultancies
Providers
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The growing velocity in volume, variety, and granularity of customer-
generated data is driving unprecedented opportunities for integrated
marketers able to generate insight from raw data

Customer analytics makes way for newer
finer grain customer strategies that raise both
efficiency and effectiveness, essentially
enabling organizations to do more with less

I De-averaging customers
I Reprioritizing resources for best impact

Ironically, many organizations would value
and know what to do with analytical insights
but few are aggressively pursuing them

Customer privacy objections, lack of trained
resources and, in some cases, hubris are
major barriers to be overcome; technology is
an enabler not an excuse
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Top performers have the right analytic systems, tools, and culture 1
enabling them to seek, evaluate and act on integrated marketing
opportunities

219)1

Winning Characteristics Top Performer Advantages

3X High quality information

Strong decision
3 - 2X support toolset

32.5%

4.4%
1.5% 1.5%
Challenging Anticipating Empowered 2 5 Keen focus on driving
Disrupt the status quo to Predict and prepare Enable and empower - business change
improve the business and for the future by employees to analyze,
create new opportunities evaluating trade-offs decide and act
proactively
Chart shows differences at the highest achievement levels Source: Breaking Away with Business Analytics and
. . . . . Optimization: New intelligence meets enterprise
Key: [l Top performers (i.e., 1st quintile relative to industry peers) operations at www.ibm.com/gbs/intelligent-enterprise.

Lower performers (i.e., 4th and 5th quintile relative to industry peers)
- Relative difference of top performers to lower performers
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IBM calls these higher performers Agile Marketers i firms capitalizing on all
the analytic capabilities of the organization i balancing brand and efficient
growth through analytics
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The Two minds The
adventurous of the agile operational
and creative marketer maestro
genius
A Defirt].e the brartld afqd set the : A Channel integrator and moderator
creative aspects ot image, \ between operational leaders
message, and style —1 A
. . Accountable for revenue growth and
ABQ the n(3vel thinker and the O6next company performance
big idead guy
A Be advent . q ¢ A Financially accountable and trackable
€ agdventurous In newmodes o at an expense/budget/ROI level
business, communications and
customer interaction A Advocate for the customer experience

Source: IBM, The Agile Enterprise Marketer, 2008 _
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The Agile Marketer uses customer intelligence as the command center for
Integrated marketing and every customer interaction

A flexible approach in which marketers respond quickly to their environment to align consumer

and brand goals and maximize return on brand equity.

Interaction

Content

Intelligence

T

Research
output

Market trends
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Customer intelligence
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Sour ce:

Forrester
nAdapti ve

Resear ch, AConr

Brand Mar ket
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Advanced analytics allows agile marketers to address what happened / is
happening; whatos going to happen;
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Competitive Advantage

How can we achieve the best outcome

SIS TESIE QEihfPZETe including the effects of variability?

Prescriptive

Optimization How can we achieve the best outcome?

Predictive modeling What will happen next ifeé?

Forecasting What if these trends continue?

Degree of Complexity
Based on: Competing on Analytics, Davenport and Harris, 2007 Legend: ‘ O O

Predictive
Simulation What could happen?
What actions are needed?
What exactly is the problem?
How many, how often, where? Descriptive

What happened?

Currently Doing 3 to & Not
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Leaders progress along the analytics and information maturity
continuum, but small incremental gains lead to substantial

Improvements

Business
operations
maturity

How the business
applies information to
achieve its goals

APolicies

ABusiness
Processes

AOrganization

Source: Breaking Away with Business
Analytics and Optimization: New
intelligence meets enterprise operations
available in late 2009 at
www.ibm.com/gbs/intelligent-enterprise.
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Business process B reakaw ay

integration (e.g., CRM) Prftscrlpglve, (;eetl—tltme.,
and collaboration pg er_n— a_se strategies
with situational context

Process
automation .
and workfow T

' Predictions, 3
Task integration e contextual business
ey *_rules and patterns

Master data
. Management,
Command . % dashboards and
and control Data warehouses, * scorecards
Ad hoe . governance and %
Spreadsheets ‘Qroduction reporting }
and extracts "‘

Information and analytics maturity
How the business manages information and learns from it
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The Agile Enterprise Marketer framework is a customer-focused process
moving from insight to execution to measurement that can be used by
marketing organizations of all sizes
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