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All Customers
Are Not Alike

Gaining A 360 Degree View
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Follow this webinar on Twitter using the

#Retail360 hashtag

Retail TouchPoints
info@retaittouchpoints.
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Our mission at Retail TouchPoints is simply to provide
executives in customer-facing roles with
relevant,insightful content across a variety of digital
mediums.

http://www.retailtouchpoints.com
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PROFITING FROM MOBILE:

THE THREE KEY STEPS TO SUCCESS

Relevant Deals And Online Sale Sites
Drive Purchases From Mothers

Shopper Engagement

Benchmark research indicates a slow yet steady
recovery from the economic downturn, during which
consumers have transitioned to more thrifty shopping
strategies, such as comparing prices online, searching
for coupons and gravitating to discount e-Commerce
sites.

Mothers in particular have altered the way they browse
and buy. In fact, new research from flash sale site
TOTSY revealed that 79% of moms adopted new shopping techniques during the recession,
and will continue to use them. Among these strategies, moms most favor digital and print
coupons as well as daily deal and flash sale sites.

& Comments
Read more...

Developments In EMV And Mobile Bring
Payment To New Heights

Mobile

This is Part | of Retail TouchPoints' payment update, a three-part report uncovering the latest
developments in EMV, mobile payment and mobile POS. Part Il which will focus on developments
n mobile wallets and payment apps, will appear in the April 24 newsletter.

Payment processing is a vital step in the sales lifecycle. Whether
online or in the store, consumers are completing purchases with
credit and debit cards, PayPal, Google Wallet and other digital
options. Recent developments and trends in payment and
technology have retailers rethinking their payment processes to
keep pace with tech-savvy shoppers, as well as upcoming industry
mandates.

These developments include the move to smart cards in the U.S.
and retailers" need to comply with Europay, Visa and MasterCard
(EMV) — the global standard for smart card processing. They also
include growth in Near Field Communication (NFC) technology,
and mobile payment applications and hardware, such as those
from Google, Square, PayPal and VeriFone.
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What is a 360° View

Why It Is Becoming More Critical

Putting the Pieces Together

Trends to Pay Attention to

Pitney Bowes Software Solutions
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_ What is a 360° View

Some Simple Definitions...
« 360° : complete; all-around
* View : the ability to see something from a particular place

A 360° View of the Customer — the ability to use the best
available and most relevant information about each customer
to enhance sales, marketing and servicing decisions.
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Needs for Customer Data Vary Across Departments

Department Business Outcome Focus
Marketing Which offers are most relevant to each customer?
How can we ensure consistency in communications?
Which prospects are most likely to become valuable customers?

Services Team  Which channels does a customer use? Prefer?
Who can | migrate to cheaper channels?

Sales Team Which customers are at highest risk of defection?
Who would make the most powerful reference?

Product Team What features do my most valuable customers need?

Risk Who is a fraud risk?

8= PitneyBowes
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360° Views go beyond the “Simple Profile™:

Past
| Interactions

™

* Past Purchases

« Servicing History

« Browsing/Interests
* Preferences

* Influencing Others

Current
Context

Reason for Interaction
Channel
Customer Value

Current sales discussions
Life Events

Future
 Probabilities

-

Lifetime Customer Value
Best Next Action Upsell
Churn Likelihood

Likely reaction to offers

Available and usable across the organization — upon demand
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First Browsing  Multiple Browsing First Repeat Relationship Networked

Interactions Purchase Customer Customer Advocate
// / /// / 4 74 VY ~Vaw o 4 // "
% Z ¢ z . e . KQ&?’U",\& ~
7 ” 7 N
////% 7 Ty //5 ’ « 4 == ) A .
4 7 Z 7 4 ; ~ - ) -~ -
4 Vi Z \
/ / s % Py S S Z/ PPL pr s iy 2% ( 3 /\ R &
Anonymous Intimate
Female? Female Female
15-25 years old? Age 22 Age 22
Buenos Aires, Argentina Buenos Aires, Argentina
Married Married with 1 child
Interested in Fashion Online consumer

Rents apartment

Owns 5 year old Toyota
No life insurance

Part time job

In a relationship: T
AS u n d e rSta n d | n g | n Cre aSeS Prefers email correspondence
so do expectations

Buipuejsiapun

8= PitneyBowes

Software



_ 360 View Considerations }_

—

« Keep the focus on business outcomes
— Which data is most important to a particular task?
— What missing data would be valuable?
— Are there substitutes we can use to predict/fill-in missing elements?

* One size doesn’t fit all: Different perspectives are needed
for different objectives (sales, service, finance, marketing,...)

- Don’t ignore external data sources: It's the integration of
external sources of data with internal customer data that holds
the key to getting a more comprehensive picture of their
customers.

* Create the ability to consistently track individuals
through customer lifecycles

E= PitneyBowes 10
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Which of these customer data challenges is the highest priority
for your organization (pick one)

- Collecting information needed for a 360° view

- Confidence in the 360° view (e.g. timeliness, quality, accuracy,...)

- Delivering actionable information when needed

- Developing accurate predictions of customer need in order to take action

- Deriving relevant context at interaction and using it to guide the interaction

E= PitneyBowes 11
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Why 360° View Is Becoming More Critical

\

Age of information ',

Connected PCs and

\ supply chains mean

‘. those who control
. information flow

* dominate.

Age of distribution ',

» Global connections and ',

. transportation systems
* make distribution key.

Age of manufacturing *,
Mass manufacturing h
makes industrial

powerhouses successful.

Walmart, Toyota, .
UPS, CSX \

Ford, RCA,GE, -
Boeing, P&G, N
Sony \

Age of the customer

Empowered buyers
demand a new level of
customer obsession.

Contenders
‘. include Facebook,
\ IBM, Best Buy,

Amazon.com, Google, «  and Apple.
Intuit, MBNA '

59159

&= PitneyBowes
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Source: Forrester Research, Inc.

“It's no longer sufficient to be
simply “customer-centric” or
“customer-focused.” The only
successful strategy in the age of
the customer is to become
customer-obsessed — to focus
your strategic decisions first and
foremost on customer
knowledge and retention.

Here’'s what we mean:

A customer-obsessed company
focuses its strategy, its energy,
and its budget on processes that
enhance knowledge of and
engagement with customers and
prioritizes these over
maintaining traditional
competitive barriers.”

- Forrester

12



Old tools aren’t working

Marketers play a numbers game, celebrating
0.5 percent response rates to shouting style
marketing campaigns. This form of marketing
IS just not ineffective from an ROI perspective;
it's plain ineffective.

Marketing 2.0 Bridging the Gap between Seller and Buyer through
Social Media Marketing. Bernie Borges

8= PitneyBowes 13
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~ Why 360° View Is Becoming More Critical

Experian Marketing Services surveyed over 2,000 consumers
and found 84% of respondents said they would no longer
buy from an organization that did not take into account their
channel preference, purchasing history and other customer
information.

Overall, 48% of respondents identified the three cardinal sins
of marketing as enough for them to take their business
elsewhere. Marketers trying to sell them something they said
they didn’t want ranked highest at 52%, followed by contacting
them in a way that they had flagged as unwanted (45%), and
offering them products they had already refused (36%).

&= PitneyBowes
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Changing Role of Marketing

“...consumers of all kinds are too smart. They’re not
going to get fooled into shilling for a company that
manipulates them into it. When the megaphone
becomes a shortsighted corporate initiative, it's gotta
fail.

The alternative lies in being authentic. In creating
products that are genuinely worth talking about. In
going out of your way to invest in experiences that
people choose to share. Then, yes, by all means,
make the tools available. Amplify the happiest fans.
But without the kernel of truth, you’ve got nothing but
a short-lived packaged-goods campaign.”

.

Flipping
the Funnel

- Seth Godin

Source: http://sethgodin.typepad.com/seths_blog/files/flippingfunnelPRO.pdf
8 PitneyBowes 15
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* “I'm understood”

Product-centric campaigns

e “My business is valued” e Operationally focused

e “Promises are kept” ¢ Information & channel silos

* “My preferences matter” e Independent business units

e “| receive relevant information” e Customer ad fatigue

* “l feel connected” e Limited capacity to engage
“What customers expect from us” “What we actually do”

8= PitneyBowes 16
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600 to buy a disk drive that can
store all of the world’s music

’%Ir \ 30 bllllbn

1.5 million ™

¢ _more data-savvy managers needed to

take full advantage of big data in the US \ >
’ ‘*j

140,000—=190,000 £

more deep analytical talent positions

Big Data -- McKinsey, 2011




_Achieving Customer Intimacy

Acquiring rich customer insight requires a customer-intimate strategy and
supporting technology. How Customer-intimate companies can get closer

to their customers:

Customer Insight

s

Identify customers
as unique address-
able individuals

Differentiate them
by value, behavior,
and needs

Customer Interaction

Customize products,
offerings, and com-
munications to meet
customer needs

Interact to establish
a mutually beneficial
learning relationship

Customer Intimacy

E= PitneyBowes
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HOME PAGE | TODAY'S PAPER | VIDEO | MOST POPULAR | Editon: U.S. / Global

Ehe New York Times .
b Magazine

How Companies Learn Your Secrets

Andrew Pole had just started working as a statistician for Target in
2002, when two colleagues from the marketing department stopped
by his desk to ask an odd question: “If we wanted to figure out if a
customer is pregnant, even if she didn’t want us to know, can you do
that?”

&= PitneyBowes
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WORLD US. NY./REGION BUSINESS TECHNOLOGY SCIENCE HEALTH SPORTS  OPINION

Program Obijective

Incent prospects to change buying
behaviors (through coupons) at critical life
event (having a baby)

Key Dependency

Ability to predicting/inferring “due dates”
based on customer interactions

19



HOME PAGE | TODAY'S PAPER | VIDEO | MOST POPULAR | Ediion: US. / Giobal

Ehe New York Eimes

360° View Elements

Magazine

WORLD US. NY./REGION BUSINESS TECHNOLOGY SCIENCE HEALTH SPORTS  OPINION

- Assign all prospects/customers a unique
identification number (Guest ID)

- Link interactions to specific customers over time

- Infer future needs from more complete customer
infO (Baby Registry)

How Companies Learn Your Secrets

Pregnancy Predictor

- Target identified 25 product sales that can be used

Andrew Pole had just started working as a statistician for Target in [Ed RecommEND . . . .

vt i e to predict due dates with ry small wind
e e, | & O predict aue dates within a very small window.
customer is pregnant, even if she didn’t want us to know, can you do ENTS
that?” 71)

“Soon after the new ad campaign began, Target's Mom and Baby sales exploded. *

&= PitneyBowes 20
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Which of the statements below
describe your organization (select all that apply)?

« Customer data exists across multiple silos and is hard to integrate

» Big gaps exist between the customer data we have and what we need
» Our customer data needs to be more reliable

«  We don't pursue a formal customer intimacy strategy

- Data is a strong asset and the foundation of our customer strategy

E= PitneyBowes
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Barriers to Realizing Accurate,

. Timely and Complete Data -
The "single version

Ongoing mergers . N of the truth”
and acquisitions Organizational politics T

and operational silos

Data quality
problems, lack
of ownership

Lack of sponsorship
and business case

Data marts helped,
but didn't fully solve
the problem (and
some created new

Heterogeneity of
operational IT
applications and data
fragmentation

problems)
No "closed loop” Poor middleware | T
between operational infrastructure; data
and analytical movement is too

Technology Issues slow and data is

8= PitneyBowes too old to use

Software

22

See: Toolkit: Workshop on Identifying Barriers and Best Practices for Organizing and Governing Master Data, G00217532



Which Leads to...

WASTE RISK

o .
'?‘\i?(?rllésc%tsapggigeg’?sb of time Inadequate data controls enable fraud

55559
Ineffective data maintenance LOST REVE N U E

costs millions each year
Opportunities missed due to
erroneous or untapped information

Proper Data Governance is an organizational endeavor requiring
leadership, commitment and defined processes.

&= PitneyBowes 23
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Enterprise Data Management (EDM)

Concept that focuses on the ability of an
organization to precisely define, easily integrate
and effectively retrieve data for both internal
applications and external communication.

Umbrella term for the processes and technologies
that help govern enterprise data.

8= PitneyBowes 24
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Proper Data Management is an Ongoing Process

|dentify and assess the
current state of your data.

Define business-related data
quality rules, measurements,
and set performance targets.

Inspect, monitor,
and remediate
when data quality
is not acceptable.

Move data quality

improvement Design quality improvement
methods and processes that remediate
processes into process flaws.

production.

&= PitneyBowes 25
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_Identify and Assess_

I-II-I

=

csv / :::tt IA H |
Steet 1 10000
| lL |

<?xml?>
Profiler

%

quality | patterns | relationships
E= PitneyBowes 26
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_ Define Rules and Set Performance Targets

What sources contain the best
customer data?

What information do each of
the groups need to know
about their customers and
why?

How do we know our data is in
fact good or bad?

Do the current systems
produce data that is within
business parameters and if

not, what will it take to
change it?

agreement | understanding
&= PitneyBowes
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 Design and Deploy Quality Improvements

Who can take what
actions with what

information:
°* when?
* under what

circumstances?

° using what
methods?

&= PitneyBowes
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Business
Processes

ownership | remediation | action



Monitor, Report and Adjust

\;\‘

1= 1#2'(%.-!\-“—;,—. =
e -
DS S RS ol T = :

inspect | validate | adjust
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A Strategic Foundation to Relationship Insights

Complete View of
Individual Interactions Insights
Single view of Individual
+ relationships
+ all interactions
+ all communications

(campaigns and offers) Applying analytical

capability to create
Transactional Information insight

with Business

Applications

Data integration De (] /o‘\\
Data cleansing - i ii Q
(data quality)

. = Data
s'“gl_e _V'ew supplementation Sales, Billing, Customer
of Individual | (new data) center, Support, etc
Data enrichment

(geocoding

Predicting needs

Interactions
Information from Understanding value
. A Social Media
= N - Driving Satisfaction

And Loyalt
Q@ t vary

Lifetime and
Potential Value

8= PitneyBowes

Software



- Data Ownership

Customer Ownership of Data

Privacy Concerns

Data Integration - Moving Away from Single Database
Social Data

SOA processes

Renewed collaboration between IT and the business

- Und

erstanding True Value of Data
Mobile Experiences and Customer Data
Influence and Social Network Analysis
Data Governance

Global Data Quality

* Increasing Consumer Expectations

E= PitneyBowes
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Smarter Analytics — Uplift

Real-time data integrity and Inferred Context
Third-party enrichment

Location Intelligence



“major websites are moving to limit the number of tracking technologies spreading
on their sites, hoping to keep lucrative data about visitors for themselves—and
avoid privacy risks.” The Wall Street Journal

Name

Email
Nickname
Photo
Profile URL
Birthday
Gender
Location
Social Graph
Add’l Profile
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Mobile Experiences and ;Customer Data

Connected Loyalty Programs - Sears

“Shoppers who "check in" to the Woodfield
Mall store using their smartphones are now
sometimes greeted by Sears employees, who
find them via the global-positioning systems
on their devices and steer them to the flat-
screen televisions and Kardashian Kollection
jeans they ogled earlier online.

Sears wouldn't disclose how many customers
have signed up to Shop Your Way Rewards,
although a spokesman put it in the "tens of
millions" after loyalty-marketing firm Colloquy
estimated 50 million.”

> WAY
REWARDS

Online WSJ, March 2012
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.Influence and Social Network Analysis_

PBS Data Quality Solutions

SID-A Georgetown Mall

Data Quality i . ;
%% a Assigned-To a

/o
y , ; &
L? b, s % Cynthia Willi
- IS % ynihia Williams Paul Jackson
Al
& y
A ¢ e
1

Baby Clothes Leather Jacket

~ soljfjeuy

Unique approach using nextGen
technology — Graph Database &
Social Network Analysis

Data Integration

“We share the view (with Gartner) that the graph

model will be disruptive..... Upon launching

Bill O’Kane, MDM Research Director, Spectrum 8.0 with a repository by June 2012, you
will then very much have a competitive product

Gartner — Strategy meeting with PBS,
March, 2012 with Informatica and IBM”
Accenture, Information Management Practice

Leader, May 2012

"This is more intuitive than relational. |
think that this can be disruptive”

8= PitneyBowes
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Smarter Analytics — Uplift

__Optimizing marketing spend

If we target, customer will:

&

| am a sure thing

Stay

If we do nothing,
customer will: Churn

Stay

| am a lost cause | am a sleeping dog

Churn

&= PitneyBowes
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A few of our customers

T

fl . ClickSoftware ve"m

. Making I—PS
—

Willis

ha CIMB BANK

A\

cellularsouth

™SCHWAN

FOOD COMPANY

prepmypn
CDC
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Pithey Bowes Software —

Enabling Lifetime Customer Relationships

DATA
MANAGEMENT
INSIGHT

COMPANY

w “ STRATEGY

COMMUNICATIONS
. OUTBOUND CHANNEI}
@ . INBOUND CHANNELS\
- . . g X Direct Contact
Sustainable differentiation D - Conad
. ) E- I
erends on crgatl_ng @ T:j W) Websites
unique data and insights
0 Mobile ,@ Branches/
" a Social SStor.esl,
Medi ‘» OCla
w
é \

CUSTOMER @ @
E= PitneyBowes
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Q&A // Submit Your Questions
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@ & MUTED <) 000000000

S Audio Setup
Talking: Beth Gilbert

[=] Questions

Questiens Log

[

Q:Am | able to ask questions live or only
through the text Q8A?

A:You are able to ask question live. You can
raise your hand and | will unmute your line.

Al

Type question here

I4|>

Send
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Q&A // Contact The Panelists
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Hal Hopson Joe Pindell
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