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5 Questions That Will Force
Marketers To Think Differently By
2020

1. Who is your audience?

2. What do your customers (really) want?

3. Why don’t consumers love brands anymore?

4. Where have all your customers gone?

5. When are you going to get your customers back?
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Are we focused on loyalty?

Organizational focus - acquisition versus retention strategies

63% of shoppers beee .

that loyalty programs are suppose to demonstrate
how loyal the brand is to the customer.

40%

36%
30%

20%

66% of marketers believe that -

loyalty programs are a way for customers to show = |
More focused on acquisition More focused on retention Equal focus on acquisition
how loyal they are to the brand and refention

M Organisations rating their ability to understand the customer journey across channels and devices as 'advanced' or 'intermediate’
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%

u Organisations rating their ability to understand the customer journey across channels and devices as 'beginner' or 'non-existent'



1.

Who Is your audience?




Predictions for 2020

30% web
browsing will not
Include a
screen.




Emerging
Technologies
Will Unleash
Massive
Change

Disruptive potential
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Customer Experience Analytics

Traverse up & down Macro view of whole business

Distribution of users across lifecycle

Top customer touch points

View paths by channels
Actual user stage progression
Omni-channel breakdown on actions
Understand actions in sequence
Access level of impact

Determine user’s behavior 2

Understand interactions in context

-




2.

What do you customers

(really) want?

Value for money, price, cost,

competitiveness CO
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Customer Service fos

Keeping promises, reliability

Quality

Ease of doing business




What Do Customers
REALLY Want?
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SOCIAL
IMPACT
SELF-
TRANSCENDENCE
LIFE
CHANGING
PROVIDES SELF-
HOPE ACTUALISATION
MOTIVATION  HEIRLOOM BELONGING
EMOTIONA e ﬁ m X
COo
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REDUCES REWARDS NOSTALGIA AESTHETICS BADGE
ANXIETY VALUE
WELLNESS THERAPEUTIC ATTRACTIVENESS PROVIDES
VALUE ACCESS
FUNCTIONAL
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SAVES SIMPLIFIES MAKES REDUCES ORGANISES INTEGRATES CONNECTS

TIME MONEY RISK
REDUCES AVOIDS REDUCES QUALITY VARIETY SENSOR INFORMS

EFFORT HASSLES COST APPEAL
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What Do CMOs
REALLY Want?

Growing more profitable revenue

Redefining Markets

Increasing loyalty (reducing churn) KSR A ot Sty T M pprt
Dealing with competition in the IBM CMO Report
marketplace

Wish= Single View of Clients



By 2020 Customers Will Demand *



Why don't consumers
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Customer Journey Strategy
Where do companies create and manage customer journeys in 2016?

26%

Brand Champions

25%

Re-Purchase

34%

41%

Marketers STILL focus
more on new business than
existing customers.

IBH 0 The Transtormative Power of A Holstic Customer Journey Strategy | June 2016



“Customers don’t want
relationships with a

brand. They just want
experiences that work

Jeremy Darroch
SKY CEO
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Most Consumers Believe Marketers Should
Limit the Personal Data They Collect

Amount of Data that Advertisers Should Be Allowed
to Collect According to UK/US Smartphone Owners,
Jan 2016

% of respondents

Anything
not personal
Any at all —  9.5%

2.6%
Moderate
7.5%

Very little
26.0%

Note: n=3,939; numbers may not add up to 100% due to rounding
Source: Tune, "Mobile Ad Blocking 2016: Ad Blocking App Installs Just
Spiked 3x (Here's What Marketers Need to Know)," March 8, 2016

206975 www.eMarketer.com




4.

Where have all your
customers gone?




USERS GENERATED LESS ORGINAL CONTENT IN 2016: IN POSTS PER IZM
USER

A'.-erdgu Posts Generated per User per Month, 2016

POSTS PER USER

¥ -29.49%
ARMMUAL GROWTH RATE
3536 e 3541
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Customer Engagement is Declining
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COGNITIVE IS THE NEW CRM

‘I DON'T NEED TO KNOW EVERYTHING ABOUT E
| JUST NEED TO KNOW A LITTLE BIT ABOUT A LOTOF

J
= BRADLEY VOYTEK /
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Single Channel >> Multichannel >> Omni-Channel Customer Engagement

2012

2013

2014

2015

2016 2017

000000

SINGLE

CHANNEL for Mobdo
Customor

IVR Speech Service

Natura! Language

Call Steering

Voica Biometrics

Vinual Assistant
for Web

Proactive
Engagement

Nina Multehannal
Caonversational IVR
Conversational
Text

Nina *Specalists”
Finance Coach

MULTICHANNEL OMNI-CHANNEL

INTELLIGENT CUSTOMER
SELF-SERVICE ENGAGEMENT
OnPremise Conversational Al
Sciutions & Services Cognitive Al

Human Assisted Al

OnDemand
Multichannel Cloud  Connected IVR
Inbound, Outbound, ) { Vol

Digital

Powered by
Cognitive Technology
L



expectations

Virtual Assistants

Gartner

; Account-Based Marketing (ABM)
Predictive Analytics S
Customer Data Platforms obile Marketing Analytics
Multidimensional nppetie Teda
Campaign Segmentatio < e
:\nugmfgted' i::Ind A~ Voice of the Customer
rtual Real O Programmatic Direct Advertising
Marketing (AR & VR) Data-Driven Marketing
Ad Verification > () Bluetooth Beacons
Ad Blocking Wearables
Cross-Device X Q Tag
Identification QO Multitouch Attribution
Programmatic ,°’s°°'“°' Q Event-Triggered Marketing
o T || e oy
. ) Dig
catian . " Native Advertising
Artificial ultichannel Marketing
Intelligence ® le S T
Mobile Com Personalization
for Marketing merce &
o Real-Time Bidding (Advertising)
Real-Time Social Marketing Q In-App Advertising
Hormune Digital Marketing Hubs S @Q Dan Managmientw Platforms (Advertising)
Content Marketing
Social Analytics
Responsive Design
As of July 2017
Innovation ::::Ia:t:(: Trough of Slope of Plateau of
Trigger : Disillusionment Enlightenment Productivity
Expectations
time
Plateau will be reached:
obsolete

O less than 2 years 2toS5years @ 5to 10 years

A more than 10 years

®

before plateau



hat people say, think and feel about
e quicker, more informed decisions. ”

“ommunications AELTC




Watson Marketing
Marketing Insights

With Watson, know what
audience you need to target
based on customer
behaviors

Marketing Insights —
Audience Insights
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IBM Watson Marketing Insights

v Allactive customers

Understand

Identify Act

2.35M

Active Customers:

Active customers Pulse score

90 Day Summary

2.35M 78

Top Priority Insights
ENGAGEMENT

123,456 (5%) customers
are likely to become
disengaged

More details (3)

ENGAGEMENT

492,574 (21%)
customers are currently
disengaged

More details (3)

Pulse CLTV Attrition

8 §257 34%

Joe User ~

Engagement dentify @

Average CLTV

$257

ATTRITION: CODE RED

45,436 (2%) customers
have a very high risk of
attrition

More details (3)

Average attrition score

34% 67

ATTRITION: SPIKERS

15,364 (<1%) customers
have a suddenly
elevated risk of
attrition

More details (3)

Engagement Score

ATTRITION

The top driver of attrition
is frequent email
cadence

This applies to 6,890 (<1%)
customers who have a high
risk of attrition

More details (3)




Watson Marketing
Marketing Insights

With Watson, create target
audiences in minutes based
on key predictors and
connect seamlessly to
campaigns.

Marketing Insights —
Audience Insights
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Insights > Engagement

Predicted audience movement

Historical audience movement

Active audience profiles

Highly engaged

Customers

£ Notifications

&2 Chat (Q Evan

@ Help =3




Consumers Say They're More Likely
To Shop With Retallers That Deliver
Personalized And Connected Experiences

88

Conversational Commerce




\(’ 1800
flowers....

High Match High Match High Match

1-800 Flowers Personal Gift Concierge

https://www.1800flowers.com/gwyn A TEEA



Personality
Insights

Visual
Recognition

Natural
Languag
e
Classifier

Tone
Analyzer

Emotion
Analysis

Sentiment
Analysis

Image
Tagging




Customer Loyalty Matrlx . Retention Tactic

RELATIONAL
:

True Loyalty Cult Loyalty

“The connection to the brand goers beyond the offer”. “The brand reflects my personal identity”.

CUSTOMER SERVICE
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GOAL: OPTIMISE THE EXPERIENCE GOAL: OPTIMISE THE TRIBE

PASSIVE + » ACTIVE

Inertia Loyalty Mercenary Loyalty

“I'm only here because it's too much
trouble to go elsewhere”. “I'm loyal because you pay me to be loyal’.

SEEK FEEDBACK
SHY3NOLSND 31voNd3

GOAL: OPTIMISE THE BARRIERS TO EXIT GOAL: OPTIMISE THE INCENTIVE

RIGHT MESSAGE « RIGHT CHANNEL « RIGHT TIME = TELL BETTER STORIES

TRANSACTIONAL




Watson Marketing

Thank You.

Karsten Stokking

Marketing Leader, Watson Customer
Engagement

29 9/29/2017




