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Tips for Webinar Attendees
» Technical difficulties? Let us know by using the “Ask a Question” box, or
trouble-shoot by clicking the “Help” button below
* Please disable pop-up blockers

» Get a PDF version of this presentation by clicking the “Download Slides”
button

 Like what you’re seeing/hearing? Tell peers using the “Invite a Colleague”
button, or let us know by clicking the “Survey” button and sending your feedback

« Submit questions to today’s speakers using the “Ask a Question” box

* View this event on-demand for the next 90 days

Q Don’t forget to Tweet about this webinar using hashtag #TMGWebinar!
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Agenda

Marketers struggle to understand their customers

Advanced firms use Customer Intelligence for
competitive advantage

The building blocks of a Customer Intelligence
command center

FORRESTER



— -
Agenda
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The world has changed

* Limited consumer tolerance for marketing
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Consumers view marketing as irrelevant

“Indicate how much you agree or disagree with following statements regarding
advertisements overall.”

Strongly agree [5] [4] (3] B [2]1 M Strongly disagree [1]
The ads | see are

relevant to my
personal wa nts °
and needs

The direct mail | receive
and needs

Base: US adults
(percentages may not total 100 because of rounding)

4,545

The marketing emails |
receive are relevant to 2%
my wants and needs

Source: North American Technographics® Media, Marketing, Consumer Technology, Healthcare, And Automotive
Benchmark Survey, Q3 2008

FORRESTER
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Consumers are overwhelmed

“Indicate how much you agree or disagree with following statements regarding
advertisements overall.”

Strongly agree [5] [4] 31 B[21 M Strongly disagree [1] N=
There is too much
advertising today 38% 28% 23% - 4,495
| receive too much 39% 249% 24% 4.562
direct mail !
| receive too many 45% 21% 19% 4,433
marketing emails
| receive too many 51% 17% 18% 4,531
telemarketing calls !

Base: US adults
(percentages may not total 100 because of rounding)

Source: North American Technographics® Media, Marketing, Consumer Technology, Healthcare, And Automotive

Benchmark Survey, Q3 2008
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Consumers want control

“Please indicate how much you agree or disagree with the following statement.”

Strongly agree [5] [4] [3] B [2] M Stronglydisagree [1]
3%

Companies should let
me decide how they 55% 22% 16% 4%
can contact me

Base: 4,548 US adults

Source: North American Technographics® Media, Marketing, Consumer Technology, Healthcare, And Automotive
Benchmark Survey, Q3 2008
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The world has changed

e Technologically and socially empowered consumers
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Consumers are just saying “No” to
marketing

“Which of the following technologies and services do you currently use?”

Do Not Call List 67%

Spam blocker for my email account 62%

Pop-up blocking software

A digital video recorder (DVR) that allows
TV ad-skipping (e.g., TiVo, Replay)

None of these

No answer

Base: 4,752 US adults
(multiple responses accepted)

Source: North American Technographics® Media, Marketing, Consumer Technology, Healthcare, And Automotive
Benchmark Survey, Q3 2008
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Consumers’ trust in marketing is waning

"How much do you trust* the following information sources?”

Email from people you know 77%
Consurmer product ratings/reviews 60 %%
Portals/search engines 50%
Yellow Pages (not online) 48%,

Print nevspapers 46%
Social networking site profiles from 43%
people you know
Print magazines 39%

Radic 39%

Online content sites (e,
M¥Times.com, CHET, iUiIIagTﬁ 3:::' Consu mers trust
Wikis (e.g, Wikipedia) 33% ratings and reviews

28% by one another more

% than they trust
21%

20% marketing campaigns.
18%
18%
16%

Email from a company or brand

Direct mail
Message board posts

Cnline classifieds

Personal blog

Social networking site profiles from
a company or brand

Company blog

Base: US online adults who use each type of content

source: North American Technographics® Media And Marketing Online Sur'ule?, 02 2008
Trust is defined as a 4 or 5 on a scale from 1 [don’t trust at all] to 5 [trust completely]. '

1575 Source: Forrester Research, lnc.: i
14  Entire contents © 2009 Forrester Research, Inc. Al rights reserved. FORRESTER

December 2008 “Time To Rethink Your Corporate Blogging Ideas”




And most consumers engage in social

media
24%

37%

21%

Groups include people participating in
at least one of the indicated activities at
least monthly.

1%

73%

18%

Source: North American Technographics Interactive Marketing Online Survey, Q2 2009 (US)

Creators

Critics

Collectors

Joiners

Spectators

Inactives

Publish a blog

Publish your own Web pages

Upload video you created

Upload audio/music you created
Write articles or stories and post them

Post ratings/reviews of products/services
Comment on someone else’s blog
Contribute to online forums

Contribute to/edit articles in a wiki

Use RSS feeds
Add “tags” to Web pages or photos
“Vote” for Web sites online

Maintain profile on a social networking site
Visit social networking sites

Read blogs

Watch video from other users
Listen to podcasts

Read online forums

Read customer ratings/reviews

None of the above
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The world has changed

* Increased demand for marketing accountability
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Most firms can’t get out of their own way

* They are

— Organizationally constrained
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Organizational structures prevent marketers
from recognizing their customer

Marketer

Direct,. ., .Web .  Store TV



Organizational structures prevent marketers
from recognizing their customer

Marketer Consumer

Word of Mouth

Direct,. ., .Web .  Store TV



But most firms can’t get out of their own
way

* They are

— Technologically constrained
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Consumers expect an experience across
channels

FORRESTER'



Consumers expect an experience across
channels — a complex challenge for marketers
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But most firms can’t get out of their own
way

* They are

— Socially constrained
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Few firms fully integrate the listening
process

Data Collection Insight Delivery

Online Media

News sites, online Dashboards
publications Interactive portal for

brand tracking
Data Processing

CGM
Blogs, Forums,
Social Networks, Text mining, Reports
and additional CGM Human Analysis, Custom generated
Natural language processing updates on
brands/products
Offline Media
Print, TV, Radio
Services
Customer 6 Crisis management,
Information market research, -
CRM data, email customer segmentation

Source: Listening Platforms landscape report
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The building blocks of a Customer Intelligence
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Customer Intelligence

The management and analysis of customer data
from all sources, used to drive marketing
performance and business strategy.

FORRESTER
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Cl comprises multiple functions

“Please indicate which of the following functions exist at your company.”

Market research 84%
Direct marketing 83%
Marketing analytics 80%
Web analytics/optimization 80%
Customer feedback/listening 78%
Database marketing 75%
Competitive intelligence 649%

Base: 301 Customer Intelligence professionals
(multiple responses accepted)

Source: Q2 2009 Global Customer Intelligence Online Survey

FORRESTER

October 2009 “The Intelligent Approach To Customer Intelligence”
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With varying degrees of integration

Percent of firms that integrate specific functions

Customer Web
feedback/ Direct analytics/ Marketing Competitive Database
listening marketing optimization analytics intelligence marketing

Market research
Database marketing
Competitive intelligence

Marketing analytics

Web analytics/
optimization

Direct marketing

Base: 301 Customer Intelligence professionals

Source: Q2 2009 Global Customer Intelligence Online Survey

October 2009 “The lntelligv%[jlt Approach To Customer Intelligence”

29 Entire contents © 2009 Forrester Research, Inc. All rights res



Cl drives a broad range of activity

“Does Customer Intelligence drive or inform any of the following?”
Marketing planning and strategy 80%

Customer strateqgy 78%
Product development 64%
Marketing optimization 64%
Corporate strategy 55%
Web site content 52%
Web design 43%
Competitive intelligence 42%
Business operations 39%
07

Financial planning 28%

Risk assessment 21%

Staffing 18%

Base: 301 Customer Intelligence professionals
Source: Q2 2009 Global Customer Intelligence Online Survey

FORRESTER
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But firms’ Cl quotient varies widely

Functional Intelligence

* Less likely to have the technology, staff, or
budgetary support needed for ClI

* Unlikely to measure the value of Cl

» Somewhat likely to use CI to drive marketing
planning and customer strategy

 Unlikely to use CI to drive corporate strategy,
marketing optimization, or for competitive
intelligence

FORRESTER
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But firms’ Cl quotient varies widely

Marketing Intelligence

* Cl drives multiple functions including customer strategy and marketing
planning

* Cl is often a factor in customer interactions

» Somewhat likely to leverage CI across the company

* A minority measures the value of Cl

Functional Intelligence

» Less likely to have the technology, staff, or
budgetary support needed for ClI

 Unlikely to measure the value of CI

« Somewhat likely to use CI to drive marketing
planning and customer strategy

 Unlikely to use CI to drive corporate strategy,
marketing optimization, or for competitive
intelligence
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But firms’ Cl quotient varies widely

Strategic Intelligence
* Cl is a valued asset at these firms

» More likely to have a C-level evangelist or champion for ClI
« Cl drives multiple functions including corporate strategy
» More likely to measure the value of CI

Marketing Intelligence

* Cl drives multiple functions including customer strategy and marketing
planning

* Cl is often a factor in customer interactions

« Somewhat likely to leverage CI across the company

* A minority measures the value of Cl

Functional Intelligence

» Less likely to have the technology, staff, or
budgetary support needed for ClI

 Unlikely to measure the value of CI

« Somewhat likely to use CI to drive marketing
planning and customer strategy

 Unlikely to use CI to drive corporate strategy,
marketing optimization, or for competitive
intelligence
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But firms’ Cl quotient varies widely

Strategic Intelligence
* Cl is a valued asset at these firms

» More likely to have a C-level evangelist or champion for ClI
« Cl drives multiple functions including corporate strategy
» More likely to measure the value of CI

Marketing Intelligence

* Cl drives multiple functions including customer strategy and marketing
planning

* Cl is often a factor in customer interactions

« Somewhat likely to leverage CI across the company

* A minority measures the value of Cl

Functional Intelligence

» Less likely to have the technology, staff, or
budgetary support needed for ClI

 Unlikely to measure the value of CI

« Somewhat likely to use CI to drive marketing
planning and customer strategy

 Unlikely to use CI to drive corporate strategy,
marketing optimization, or for competitive

intelligence 54% 34%, 12%



Strategic intelligence firms apply Cl more
broadly

“Does Customer Intelligence drive or inform decisions about any of the following?”

Corporate strategy Product development
T 95% "N 929
L 79% T 68%

30% 55%
Base: 165 Customer Intelligence professionals Base: 193 Customer Intelligence professionals
(multiple responses accepted) (multiple responses accepted)
Competitive intelligence Business operations

e 76% 8%
e 5490 5y,

26% 19%
Base: 126 Customer Intelligence professionals Base: 116 Customer Intelligence professionals
(multiple responses accepted) (multiple responses accepted)

Matury level:

B Strategic intelligence

I Marketing intelligence
Functional intelligence

Source: Q2 2009 Global Customer Intelligence Online Survey

FORRESTER



Cl is supported at the top more often
within strategic intelligence firms

“My company has a C-level evangelist or champion for customer intelligence.”
(5 on a scale of 1 [Strongly disagree] to 5 [Strongly agree])

Strategic intelligence SR 46%
Marketing intelligence [ 20%

Functional intelligence B 79

Base: 49 Customer Intelligence professionals

Source: Q2 2009 Global Customer Intelligence Online Survey

FORRESTER'
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And they place a higher value on ClI

“Customer Intelligence is a valued
asset at my company.”

(5 on a scale of 1 [Strongly
disagree] to 5 [Strongly agree])

ligersce M s
intelligence 68%
Marketing
intelligence I 29%

Functional . 6%
intelligence

(multiple responses accepted)
Base: 64 Customer Intelligence professionals

“My company measures the value
of Customer Intelligence.”

el [ 65
intelligence

e
intelligence 38%

Functional . 6%
intelligence

(multiple responses accepted)
Base: 74 Customer Intelligence professionals

Source: Q2 2009 Global Customer Intelligence Online Survey

FORRESTER'
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Those that measure Cl see many benefits

“How has customer intelligence impacted each of the metrics that you measure?”
Improved ' Stayed the same [ Declined M Don't know MiToo early to tell

Campaign metrics
oo, te) 3% a3
Customer satisfaction 78% 11% - 55
Incremental revenue 77% 12% - 43
Customer retention 75% 9% - 57
e oo [ s I+
Customer acquisition 66% 9% _ 44
Customer profitability 65% 15% _ 46
Customer (lifetime) value 64% 8% _ 50

Base: Customer Intelligence professionals who measure the impact of Customer Intelligence
Source: Q2 2009 Global Customer Intelligence Online Survey

October 2009 “The Intelligent Approach To Customer Intelligence”
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Building blocks of a Cl command center

People

Customer Intelligence

command center

Culture Technology
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Building blocks of a Cl command center

People

Customer Intelligence
command center
Culture
Customer advocacy
Centralized intelligence

Technology

Value-driven decisions

FORRESTER
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Building blocks of a Cl command center

People

Customer Intelligence

command center

Technology
Customer analytics
Marketing automation

Culture

Marketing measurement
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Building blocks of a Cl command center

A

People
Marketing technologists
Marketing scientists
Marketing practitioners

Customer strategists

Customer Intelligence

command center

Culture Technology

FORRESTER



Strategic intelligence firms have a more
senior Cl head

“How senior is the head of customer intelligence at your organization?”

Functional intelligence Marketing intelligence Strategicintelligence
Manager
Oth C_%%EI Manager Other or ggj%w
er B} : o
8% [ or below CE&%@I Dlrgquntnr [
5‘\;‘[23 Sﬂq%VP " C-level
27%
Manager _
or bel%w Director
2% 24%
: SVP or VP
L 48% SVP or VP
Base: 161 Customer Base: 103 Customer Base: 37 Customer 62%
Intelligence professionals Intelligence professionals Intelligence professionals

Source: Q2 2009 Global Customer Intelligence Online Survey

FORRESTER
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Customer Intelligence profiles

Marketing
technologists

Marketing
scientists

Marketing
practitioners

Customer
strategists

FORRESTER'

October 2009 “The Intelligent Approach To Customer Intelligence”



Customer Intelligence profiles

Background

Database marketing,
marketing
operations, IT

Marketing
technologists

Advanced
Marketing mathematics,
scientists quantitative analysis,

research

Direct marketing,
Marketing interactive marketing,
practitioners production and
fulfillment

Marketing technology,
Customer  marketing science,
strategists marketing operations,
strategy consulting

FORRESTER'

October 2009 “The Intelligent Approach To Customer Intelligence”



Customer Intelligence profiles

Background Responsibility

Coordinates and

Database marketing, manages marketing

Marketing : technology
technologists o n;a:;lga;:;g” investments, data
P ! management,

and processing

Advanced Uses analytics and
Marketing mathematics, modeling to transform
scientists quantitative analysis,  customer data into
research actionable intelligence

Direct marketing,
Marketing interactive marketing,
practitioners production and
fulfillment

Manages execution of
campaigns across a
variety of channels

Marketing technology, Drives enterprisewide
Customer  marketing science, adoption of Customer
strategists marketing operations, Intelligence as a
strategy consulting strategic asset

FORRESTER

October 2009 “The Intelligent Approach To Customer Intelligence”



Customer Intelligence profiles

Marketing
technologists

Marketing
scientists

Marketing
practitioners

Customer
strategists

Background Responsibility

Coordinates and

Database marketing, manages marketing

i technology
D;?;k?;:.gg”- investments, data
‘ management,

and processing

Advanced
mathematics,
quantitative analysis,
research

Uses analytics and
modeling to transform
customer data into
actionable intelligence

Direct marketing,
interactive marketing,
production and
fulfillment

Manages execution of
campaigns across a
variety of channels

Marketing technology, Drives enterprisewide
marketing science, adoption of Customer

marketing operations, Intelligence as a
strategy consulting strategic asset

Common titles

VP, director,
manager of ...
database marketing,
marketing technology,
CRM

VP, director,
manager of ...
marketing analytics,
customer analytics,
customer insights

VP, director,
manager of ...
marketing
communications,
direct marketing,
interactive marketing

SVPof ...
customer knowledge,

intelligence strategy,
insights, CRM

October 2009 “The Intelligent Approach To Customer Intelligence”

Typically reports to:

VP/SVP of customer
intelligence, customer
strategist, CMO (in
absence of above)

VP/SVP of customer
intelligence, customer
strategist, CMO (in
absence of above)

VP/SVP of customer
intelligence, customer
strategist, CMO (in
absence of above)

Chief executive,
marketing, strategy,
operations, or
performance officer

FORRESTER



- oo
Recommendations

Define a baseline by auditing your current Cl quotient

FORRESTER'



Forrester has a “self-test”

Culture

We have a centralized Customer Intelligence function that services the entire company.

My marketing organization has a process in place to constantly collect and share metrics across
the business to support marketing accountability.

We regularly and consistently measure customer value and profitability.

There is consensus among senior leaders in our company on the strategic business value of
Customer Intelligence.

Customer Intelligen

Customer Intelligen
optimization.

Customer Intelligen
Customer Intelligen
Customer Intelligen

Customer Intelligen

My company has a¢
specific marketing &

My company has a ¢

Technology
My company has a centralized customer database (that captures transactional, promotional,
behavioral, and preference data).

My company has a defined marketing technology strategy.
My company applies Customer Intelligence to all inbound communication activities.
My company has a centralized analytics function.

My company uses contac People
My company has a stand: My company has a C-level evangelist or champion for Customer Intelligence.
campaigns.

My company has a marke The head of Customer Intelligence has a seat on the executive team.
channels.

~ We employ a team of people that uses analytics and modeling to transform customer data into
My company employs list actionable intelligence.

We employ a team of people that manages marketing technology investments, data
management, and processing.

We employ a team of people that develops data driven marketing campaigns.

My company employs someone who's primary job function is to drive adoption of Customer
Intelligence as a strategic asset.

Our analytics and modeling team is rewarded by the incremental revenue or margin they
generate.

Scoring your firm:

Interpret the TOTAL scores as:

Strategic intelligence: +18 to +54
Marketing intelligence: -18 to +18
Functional intelligence: -18 to -54

FORRESTER
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Recommendations

Collaborate with internal stakeholders to determine
desired state

FORRESTER'
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Recommendations

Socialize Customer Intelligence
Build the team
Demonstrate the value

Align success with business results

FORRESTER
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Recommendations

Rethink metrics and measurement frameworks

FORRESTER'
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Recommendations

Rethink alignment and incentives

FORRESTER'



Forrester’s Research Panel

Each quarter, Forrester surveys 1,500 marketing and strategy
professionals about:

Interactive marketing
Customer experience
Customer Intelligence

eBusiness and channel
strategy

Marketing leadership
Consumer product strategy

Consumer market research

Gain insight, get data, and learn best practices from marketing
professionals. Join our panel today: www.forrester.com/Panel

FORRESTER



Thank you

Dave Frankland
+1617.613.6118

Linkedin: davefrankland

| , @dfrankland

Blog:
Cl site:

Entire contents © 2009 Forrester Research, Inc. All rights reserved.
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Question & Answer Session

If you haven’t done so already, please take
this time to submit questions to our speakers
using the “Ask a Question” box on your
console.
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Thank You

Thank you for taking the time to attend our webinar today.

For additional information about our webinar series,
check out the following Web site:
www.targetmarketingmag.com

Please take a moment to fill out our feedback survey.

A




