
SAS - Marketing Executive Network 

1º Encontro - 27 Março 2007Copyright © 2003, SAS 
Institute Inc. All rights reserved. 1

Copyright © 2006, SAS Institute Inc. All rights reserved. Company confidential - for internal use only

Customer Intelligence
‘Marketing Under Pressure’

Neil Hayward

Global Customer Intelligence Practice
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“150% of your economic profit comes from 20% of 

your customers!”

Geoffrey Colvin

“Up to 50% of your Customers are Unprofitable”

Source: First Manhattan Consulting Group (aver age bank).
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Critical Focus Areas 2006

Source:    Forrester Research  Inc. 2006
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Length of CMO Tenure Continues Decline 

August 22, 2006

By Constantine von Hoffman

BOSTON -- The tenure for chief marketing 
officers at the 100 top consumer branded 
companies has continued to decline, according 
to a new study. Over the past three years CMOs
at these companies have seen their time on the 
job drop from 23.6 months to 23.2 months, said 
Greg Welch, who heads the marketing officer 
practice for the executive search firm Spencer 
Stuart, Chicago. 
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Marketing – Under Pressure to Perform

At speeds measured
in days not quarters…

Copyright © 2006, SAS Institute Inc. All rights reserved. Company confidential - for internal use only

a customer-focused imperative…
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SAS Customer Intelligence

Copyright © 2006, SAS Institute Inc. All rights reserved. Company confidential - for internal use only

How does marketing understand and align with strategic goals?

Have we optimised our marketing investment?

How are we performing against KPIs?

What marketing KPIs should we measure?

What is the true cost and return of the activities we do?

How do we perform against the market ?
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� Business / Financial Metrics

� Customer Insight Metrics

� Marketing Program Metrics

� Marketing Process Metrics
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Who are our customers and how do they behave?

How has their relationship with us evolved?

What do they think and feel?

What products and services do they have from us?

How profitable are they to us?

Do we have the data capability to truly answer these questions?
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The Customer Value Pyramid
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Marketing Strategies by Customer Value 

Segment DSegment CSegment BSegment A

Young Single

Retired

Empty Nester

Older Family

Young Famil y

G
e

o
d

e
m

o
g

ra
p

h
ic

D
im

e
n

s
io

n

Attitudinal / Behavioural Dimension

Marketing programs designed 
to proactiv ely migrate 
customers:

� Up the lay ers within the 
py ramid (same segment)

� From one segment to 
another
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Who will join, and at what price?

Who is most likely to leave? When?

What behavior patterns indicate changing circumstance?

What does each customer need most next?

Who represents high financial risk and exposure?

What is the lifetime value of each customer and segment?
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The Analytic Lift

� Purchase Propensity

� Response Propensity

� Next Best Offer

� Attrition Risk

� Credit Risk

� Claims Risk

� Life Time Value

80% of Responses comes from an identifiable 40% of your customer base. 

Analytics finds those 40%.
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What does the organisation need to achieve strategically?

How should we optimize investment across the marketing mix?

How can we best enhance the customer’s experience?

What products, services, channels, and programs will deliver it?

How should we optimize our channel capacities and usage?

What is our optimal contact and engagement strategy?
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Three Opportunities for Influence

Traditional Campaign

Real Time Interaction

Event Driven Campaign

Customer 
View

Enterprise-Initiated
Marketing-Driv en Intrusive

Conv enient
Customer-Triggered
Product as Service

Appropriate
Customer-Initiated

Relationship-Driv en

Success 

Rate

20%

3%

40%

Source: Gartner, “Leveraging Customer Insight…”, 3/02
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How do we design and build the best possible customer interactions?

How do we ensure control over marketing resources ?

How can we optimise contacts in each case to maximise ROI?

How do we assure quality and timeliness of communication?

How do we deliver it seamlessly into the dialog?

How do we automate and make time to act smarter?

Copyright © 2006, SAS Institute Inc. All rights reserved. Company confidential - for internal use only

Marketing Architectures
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Traditi onal Campaigns

Real-Time Interaction



SAS - Marketing Executive Network 

1º Encontro - 27 Março 2007Copyright © 2003, SAS 
Institute Inc. All rights reserved. 10

Copyright © 2006, SAS Institute Inc. All rights reserved. Company confidential - for internal use only

How is each campaign and dialog performing?

How did the customer respond to it? Resulting value generated?

Do we need to modify tactics or strategy?

Was our message timely, relevant and attractive?

How is the business affected? Objectives met? KPI’s improved?

Is the marketing department operating efficiently?

Copyright © 2006, SAS Institute Inc. All rights reserved. Company confidential - for internal use only
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Campaign Programs

Messages and Offers

Contact & Channel Strategies

Marketing Mix Budget Allocation

Campaign Prioritisation/Optimisation

Campaign Design Process Control

Dynamic Scoring & Targeting

Personalisation & Content

Stages & Waves

Channel & Response Integration

Event Detection

Real Time Dynamic Interaction

Dark Room Automation

Control Group Processing

Test & Learn Cycles

Campaign Effectiveness - ROMI

Response Timing & Value

Model Lift Evaluation

Process Effectiveness

What to Change?

Demographic Profile

Product Portfolio

Historical Behaviour:

- Transactions

- Channel Usage / Preference

- Contacts and communications

Segment History & Migration

Profitability

Organisational Strategies

Marketing Goals & KPI’s:

- Product Sales Performance

- Channel Performance

- Marketing Effectiveness

- Marketing Efficiency

Performance Drivers

Market Characteristics

Purchase & Response Propensity

Next Best Offer

Attrition Risk

Credit & Claims Risk

Life Time Value
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Data 
Management

Customer 
Insight

Customer 
Value

Performance 
Reporting

Event 
Detection

On-Line 
Behaviour 
Tracking

Behaviour 
Prediction

Data 
Sources

Campaign 
Execution

E-Channel 
Management

Contact 
Optimisation

SAS9 Enterprise Intelligence Platform

Marketing Performance Management

Inbound 
Execution

Marketing 
Data

Channels

SAS Customer Intelligence

Campaign 
Planning
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Dominant UK card 
prov ider 70’s to 90’s

Market share started to 

come under attack from 

new  market entrants

Information-Based 

Customer Management 
(IBCM) driven by SAS 

Customer Intelligence

Boosted customer 

profitability and 

reduced attr ition

significantly

Prospect F ile delivered 

ROI in 6 months

Drov e best ever year for 

new  account recruitment 
in 2003 – 1.7M new 

customers

Solution ResultsChallenge
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Determine the most 

profitable customers 

and products for 

marketing activ ities in 
competitiv e Telco 

market

SAS ABM & modelling 
enabled F ido Solutions 

Inc. to design more 

profitable products and 

retain high v alued 

clients

Reduced low-LTV 

customers by 50% -

But retained high-

LTV customers 

Solution ResultsChallenge
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Information needed to 

be better utilised across 

the group, particularly  

in direct marketing.

SAS CI solutions have 

enabled ABSA to reap 

enormous value, 

particularly  in the areas 

of lead generation and 

management information

“Q3 05 - US$15M from 

lead-generation activ ities

S ignificant uplift in credit 
card sales

Behaviour-triggered 

activ ities up to 25% 

response rates

Solution ResultsChallenge
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Predict, for any  given 

mix of campaigns, 
which products should 

be marketed to each 

indiv idual customer

SAS Marketing 
Optimisation:

helps Scotiabank:

• make better use of its 

campaign response models

• realize the most 
efficient use of channel 

resources and marketing 

dollars

Expected campaign 

ROI   uplifted > 50% , 

compared to traditional 

offer selection 

techniques

Solution ResultsChallenge
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OPSM saw potential to 

add v alue to existing 

customer's experience 

by improv ing the 

quality  and relevance of 
interactions

SAS C ustomer Intelligence 

enabled a more strategic 

v iew  of customer 

communications and 

relationships

More targeted 

campaigns based on 

customer needs

Improved ROI from 2x 

to 10x

Average campaign lead 

time cut by 9 weeks

Solution ResultsChallenge
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Build better relationships 

with 7M loyalty card 

holders

Retain customers against 

cut-price competitors

Analyse collected card 

data and run appropriate, 

automated marketing 

campaigns

400 automated campaigns 
per year

3-400% increase in 
response rates – better 

targeting

Greater profitability 
through better X and up-

sell

Measure ROI of each 
campaign

Solution ResultsChallenge
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Increase customer 

spend and driv ing 

higher profits across 

multiple pan-European 

sales channels

SAS MA segments and 
targets customers w ith 

personalised offers

One-to-one customer 

contacts

Consistent pan-European 

processes and procedures

2% reduction in 400M 
Euro marketing spend –

8M cost sav ing

Solution ResultsChallenge
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Solution ResultsChallenge

Strengthen ‘customer 

experience’ and build 

loy alty

Segmented SAS Customer 

v iew  drives a complete 

“customer experience”
w ith the ability to deliver 

targeted marketing 

messages via Web, 

personalized email, 

instant messages and 
SMS alerts

Email output increased 

5 fold to 1.6 million 
contacts per hour
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Thank You for Listening

Any Questions?

SAS Customer Intelligence

‘Beyond Marketing’


