


Celebrating 10 year anniversary next year 

One Concerthal and four Studios 

Home to the DR SymfoniOrkestret 

Part of DR (Danish national broadcast) 

Increasing number of events and guest every year 

Facts about DR Koncerthuset 



From:  

No CRM system 

No email system 

No tracking  

 

To:  

Integrated CRM system  

Customizing email flows 

Tracking 

Increase in respons and ROI 

  

  

 

The journey from a CRM perspective 



Personalized flows: 

Purchase flow 

Permissions flow   

Subscriptions flow  

 

Segmented newsletters: 

Genre specific newsletter  

based on transactions and Customer profile  

 

So where are we now? 



Challenge:  

High variation of events and customers 

Staying relevant 

Keep increasing response and engagement 

 

Solution:  

Increasing development of data insight with  

ONE Prediction  

 

Enrichment of 
customer data 

Tracking of 
customer 

behavior in all 
channels 

Personalization of 
emails 

Personalization of 

website 

Personalization on SOME 

Customer specific trigger 
based dialogue 

Personalized communication 

The future – where do we want to go? 



 
• Examine how AI and Machine Learning could help our Customers to 

move to the next level of Marketing Automation 
 

• Develop Ideas and Concepts 
 

• Pilot Project with DR Koncerthuset 
 

The Beginning  



Proof - of - Concept 
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Number of Events in Q1 2017 

Entertainment
Jazz
Rhythmic
Classic
Combined

Training Data : Ticketsales until 31th of December 2016 

Test Data : Ticket Sales first Quarter 2017 



Total = 44% of Sales in Top 5 

Modelling with traditional 360° data 

25.6 % 

10.7 % 

3.0 % 

4.6 % 

1.8 % 
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Recommendation 



Modelling with traditional 360° data 

Problem to solve! 

= = 

What is the difference in numbers? 



Converting Concert Descriptions to Model Features 

Concept Keywords Entities 



Cognitive Matching 

Interest Profile 

Responses 

Content 

New 
Content 

Cognitive 
Match 

Response 
Prediction 

Interest  
Scores 

Cognitive 
Profiling 

Recommendation 
Who and What 

Contact & 
Offer Attributes 



Cognitive Feature Impact on Models 

Cognitive 
Features 

74 % 

DR 
Customer 
Features 

26 % 

Classic Prediction Model 

Cognitive 
Features 

71 % 

DR  
Customer 
Features 

29 % 

Rhythmic Prediction Model 



Including Cognitive Data in Models 
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Purchases compared with Top 5 Recommendation 

84.6% 

13.9% 

1.5% 0.0% 0.0% 

72.0% 

12.7% 

5.8% 4.4% 3.4% 

85.8% 

5.0% 
2.5% 1.6% 1.4% 

65.8% 

12.1% 
6.4% 

3.9% 2.4% 

67.7% 

11.6% 
5.9% 3.7% 2.3% 
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Recommendation 

Entertainment

Jazz

Rhythmic

Classic

Combined



9.816 

4.285 

7.913 

7.719 

6.485 

5.661 

Combined into 

11.729 e-mails 

In 942 variants 

63.373 

51.644 

Purchased Tickets 

72% 

Test Classic Newsletter 

Newsletter 

Subscribers 

Content  

not relevant 

enough 

Receivers 

Receivers 

Receivers 

Receivers 

Receivers 

Receivers 



3.364 e-mails 

5,3% of  

subscribers 

60.009 

95,6% of  

purchasers 

96,0% of ticket sales 

4,4% of 

purchasers  4,0% of ticket sales 

Test Classic Newsletter – Final Improved Model 

63.373 

Newsletter 

Subscribers 

Content  

not relevant 

enough 



+14% 

+24% 

E-mail OpenRate 

Link Tracks 

+83% Ticket Sales 

Test Generic versus Personalized e-mails 



Content Items  

Offer Descriptions 

e-mails 

Ticket System 

Advertising 

Website 

Planned Implementation 



Solution Roadmap 

Automated Content Personalization 
Cognitive Profiling 

Cognitive Content Matching 

Response Prediction 

Automated Treatement Personalization 
Response Behaviour Profiling 

Marketing Activity Impact Prediction 

Personal Customer Journey Optimization 



Treatement 

Content Item 

• Text 

• Images 

Offer 

• Attributes 

Time 

Channel 

• Format 

Marketing 
Activity 

• Class 

Response 

Content Item 

Offer 

Time 

Channel 

• Device 

The Right Data is Key to Success 



Questions? 



P R E D I C T I O N 

Increase Response and Conversion 


