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Internal External
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3 < Order Fulfiiment < Purchase/Service Operational CRIM
< Customer Care Order

< Order Tracking

O

» Markeling Intelligence { < Market Data (GFK,
» Channel Segment ADR)
«» Research Data

R

25} = Marketing, Sales, Service 88 # 51— Operational CRM & =& CRMS)

Plan ILLUSTRATIVE

« Campaign Definition
« Metrics and Budgets
+ Reponing and Querying Plan
* Modeling Plan
= Descriptive Analysis
» Predictive Analysis
Service 1 » Acquisition Modeling
» Chum Modeling
» Credit Modeling

Service

* Invesiments Linked To Customer Vaie

- Differentistion through tiering

 Service Transactions Captured Across AW
Touchpoints

+ Need Based Rowting

Ltv Modeling
Dynamic Segmentation
» Test and Coritrol Groups

Assess
» Response Analysis
« Response Altribution

* Score Refinement Target and Analyze
* Segment Modification « Audi fon (List G )]
« Dynamic Rescheduling ~ Acquisition
- Data Capture Across Muttiple Channe « Cross-selupsel
+ Cross Campaign Reponting = Loyalty Prograins
= Retention
« Winback
« Promationat Testing
« Longitudinal Marketing
« Channel Selection
Sed » Data Augmentation
> Telemarketing Execute
- Integ Contad + Campaign Initiation (Event-trigger. Non-even

* Reaktime Interactive Marketing

+ Feedback from Operational Touch Points

» Capture Point of Sale Data, Offer Type.
Customer Data

Trigger)
= Dynamic Modification .
= Awomated Multi-stage Multi-channel Execition
~ Heralive wave campaigns
+ Comtact management
5 « Trigger based promotions
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A Customelj Data Warehouse is a linkage from the' front-office of marketing, sales and
service thorough the supply chain, back-office and certain legacy systems.
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A customer-focused data layer is the key to successfully applying a customer-
focused approach across multiple lines of business.

Transform, integrate,

Capture Data from and Cleanse

Internal Sources

+ZIP correction *Customer scoring
Add o ftability
~Campai mer prof) .
-Pmmou%"n +Geo-coding +Customer Sifetime vatue
«Order +Customer identification +Mail deliverability Index

sAccount sHouse-hoiding
«Contact

sInquiries

Performance Metrics

sAppointment sChannel effectiveness
*Survey «Promotion stfectiveness
+Sales sffoctiveness
eAdvertising effectiveness
Data from sContact Effectiveness
Service Bureaus \
oProspects \ Feedback Business

«Demographic Retain History Application

sPsychographic
. 4

«Campaign management
«Sales force automation
+Call center automation
+E-commerce

«Customar segmentation
«Response prediction
«Estimated profitabiiity
*Smart targeting

«Cluster modeis

«Customer attrition prediction

«Customer opt-out «Monthly
«Telephone #'s +Quarterty
+Census data e«Annuaily
«Every S years
«Every 15 years

The primary functions of the CDW use the data layer to develop this understanding
and drive the company-wide analysis and decision making.

Campaign Management . Database Marketing

+Triggered customer retention and «Campaign management
+Dynamic customer scoring model
itity for i i

«Profit optimized cam;aig.ns
+Ch

distribution
«C value propositi Translorm, *Seamiess vertical list integration
+Customer Contact/maiibox Inteqiate, . «C: gn cycle time
management Clearne Qenvations ~Mail-ready data
o Lif 9 - Capture eAutomated reporting
Data fram
Internal Pararmance
Sources

Culemar vetnes
Lots Wearshouw
Data krom

5, rer thack R
Bg:/;ci Decision Support

Perf ki Rete:n «User friendly interface
and maximization History «Statistical Analysis Tools
sProper product migrations «In=depth metadata management
package «Flexible and rapid updating

P i «Customer and Househoid
matching
sAutomated data quality assurance
+Corporate marketing/risk memory

«Synchronized marketing and
operations

«Dynamic product modification and
retention
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The most direct benefits of a CDW are “soft” benefits that do not easily translate into
the measurable terms of greater revenue, greater profit, or lower costs.

Direct Benefits of a Customer Data Warehouse
~Imgroved access to information
sFastar "Cycla times” for analytical CRM
sincreased CRM learning capabilities

Revenue Drivers Profit Drivers
New customer growth Marketing cost reductions More optimal pricing
Existing customer sales growth More accurate demand forecasting Improved customer selection
Higher customer retention rates Better cradit anatysis and loss

prevention

- Improved access to information

* low-level queries
» sophisticated predictive modeling

* regular, customized reports (KP! on marketing campaigns, sales activities
across multiple touchpoints or business units)

« Faster “Cycle Times” for Analytical CRM

+ e.g. marketing analysis, list generation, sending out mailing/offers

* Increased CRM Learning Capabilities
- a much wider swath of data that can be used and tested to see “what works”

* better analytical capabilities to measure and mine results
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* Revenue Drivers

« help identify and determine what, when, and how to market and serve to these
stakeholders can improve revenue growth in the most attractive customer
segments, thereby increasing marketing ROI.

» Cross-sell, Up-sell
« Cost Drivers
« Better targeting of customers and prospects can reduce marketing costs.

» Reducing cycle times for analytical CRM tasks can reduce the resources and
associated costs for these tasks.

« Flexible and user-friendly analytical tools - focusing on higher value analytical
tasks and creating customized reports, without extensive training costs.

« Profit Drivers
- More optimal pricing and marketing to target customers
» Reducing exposure to very low or negative profit customer

« Loss prevention

+ Basket Analysis + Risk Management + Churn Management
« Category Management « Fraud Detection » Product Packaging
« Differentiated Price Strategy %5 X o B3 UA Y4 By
o M@ OIE ZTY B + Churn Management » 374 WO A
« Event-driven Marketing - Yol el
o DAVE U ORI SPY + Event-driven Marketing

» Channel Analysis

<8 F oA 71 WY B,y
« EPA Ol

o7 OjW

+ Up-sell
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