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Marketing Today

Micro-sites Research

Broadcast advertising
Frequency

programs

Opt-in

email E-Commerce

Online advertising

Direct mail e Websites Loyalty
L programs
Cable TV Samples Email offers Visits
Website
Print advertising Contests enabled 1:1 Email

offers marketing

Consideration —| Purchase & Loyalty
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Management Challenge : Marketing Mix

Marketing Mix

Sales Channels

Revenues
g’ Seminars .
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Mix & Sequence Varies

Sales & Marketing Pipeline

Awareness

Int;%;'est

Consij@ération
¥
Coverage

Sale
Revenue $$

Support

) Direct Mail

E-Channels

Prowé;bse
% Tele-Channels

Field Sales
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Marketing Optimization: Growing The Pipline

Sales & Marketing Pipeline

Awareness
Interest
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Consideration
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Propose
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Interactive Effect Drive Optimization

. . . Segment
o Portfolio & Media Mix Lifecycle
Brand Effect Brand vs. DR
. " Bundling
Offering Position Messaging
Attribute Effect Pricing
Routes
Sequence Touches
Cumulative Effect Sequence

Market Offering Campaign
Management Management Execution
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Marketing “Portfolio Management” Framework

Media Brand/Channel

Demographics
Attributes | Sequencing (Time)

Segment
Attributes

Psychographics
FPurchase Relationship

Customer/User
Response
Model

. Messaging
PmpC_’SIt'Dn Pricing, Bundling Lovalt Usage
Attributes |- . < iservice A’rtr::l!f)}li?[eg Customer Satisfaction
Importance
Portfolio |©€°9raphy )
Aftributes Market — Lifecycle, Competitive

Economics

s

SRR (Lo

What Are We Trying
To Optimize?

Awareness
Consideration
Purchase (Revenue)

Profit

Life-time value (retention)
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Analytical Framework

Yield

Increase

ke Revenue

Increase

Pipeline Lever Stimulus Tactic Goals Response Metric
% \% 5
L \% \% s, case
Awareness 2 & \3 \b e
(Brand-Building) ey “Awareness |
A =Consideration |
: Preference
Deman_d v i
Generation :
(Target Provide Increase
. Qua“fm ................... o Sales
Marketing) Leads Productivity
: =$ Leads Fy
*Win Revenue!
\ *% New Leads!
Sales Enablethe
Enablement Sales Force
=Revenue per Rep
=Sales Cycle
Marketing =Sales Productivity
Enablement
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-DmaMmmyﬁﬁU%H%$@§
» Database systems, Data Warehouses, OLAP
» Machine learning
» Statistical and data analysis methods
» Visualization
» Mathematical programming
» High performance computing
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« KDD (Knowledge Dlscovery in Database )
> Rl RIS Y- ﬁ?ﬂ'@ Moo
?;V}FH‘#Z#H[ ( Data Mining )
> F'i_KDDﬁ U T EIfl AR

AP TR A=) (7 K P 2




Data Mining £ DataBase

 Data preparationFW‘J'Data miningy] A
70%
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Modeling isiterative:

1. Define problem
2. Select tool

X 3. Collect data

4. Make model

5. Apply
v 6. Evaluate

Traditional statistical methods:; first model, then data
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Increasing
Computing
Power

S/

Statistical & Improved
Learning Data

Algorithms Collection
and Mgmt

SRS TR I ) F U o




Thank You!
Questions and Answers

s (EricLin)
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