> SPSS-Audio Broadcast Webinars SPSS

The audio portion of this event will come through your computer speakers. (see adjusting volume
control below)

If you do not have functioning speakers, and would like to dial in to the call using your telephone,
please dial:

US/Canada 866.469.3239
***Event Number: 669 756 317

Upon joining the call, you will not hear hold music. Periodic announcements will be made to test the
volume through your speakers.

Q&A
Type any questions into the Q&A Tab on the right

Adjusting volume control
Through the Volume Control Panel on your computer

Through the Webex Audio Broadcast window (see image below). You can adjust the volume slider on
this control as needed.

‘& Audio broadcast
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> Commonly Asked Questions

= Can | get copies of these slides after the
event?

= |s this event being recorded for later
viewing?
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WWW.Spss.com/events
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Effective Strategies for Capturing the Voice of the Customer

Product Marketing, SPSS Inc.

Jane Hendricks

> Listen Without Prejudice



> The Challenge

 How do we drive customer profitability,
realize business improvement and ROI
through feedback?




> Topics for This Session

= The Role of Dialogue
- Emergence of New Voices

= Using the Customer Voice Effectively

= Success Stories




ialogue...

A dialogue is a reciprocal conversation between two or more entities.
A dialogue is a Conversation between characters in a drama or narrative

@ *

The New IP is Customer Intimacy




W | illions of People =




> ...But One on One




> Data About People

Customer Contact Channels ®
Web Site  Email Agent Mail Phone PDA Branch ATM m

Interaction Attitudinal
Data Data

Click Streams Opinions
Offers Preferences
Results Needs
Context Desires
Notes Moods
Descriptive Behavioral
Data Data
Attributes Orders
Characteristics Transactions

Payment History
Usage History
Location

Self-declared Info
(Geo)demographics

Operational

Interaction Attitudinal Marketing Web Call Center Social Networks

Enterprise Data Sources




> Dimensions of Feedback

A
mseafs |
= H Call Center
Sponsored Logs
Blogs

Real Time

Free Form

e

Personal
Blogs

Untapped Data Sources

Opekatioﬁ

al'bata

CRM Data

Attitudes

Asynchronous

Structured

Attributes
Demographics

Traditional Data Sou

rces




> Acting With Precision
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Customer Lifecycle Stages =




> Customer Acquisition

s

Capture

Who are my customers?
What are they purchasing
initially?

What is their demographic
makeup?

What is their attitudinal makeup?

Predict

Who is most attracted to my
product?

Customer Dialogue

Welcome customer to
organization
Demonstrate commitment to
feedback

R

Act

Deliver key insights and segments
to marketing teams
Create targeted offers for new
customers
Move customers into the lifecycle
more efficiently




> Profitable Acquisition

Analyze and
Collect baseline predict best sales
attitudes and strategies

track purchases

How: Apply prediction to — I 5
historical —
romotional data
i —
Targeted Offers

Target offers to
select new

Engage in
9ag customers

lifecycle through
dialogue




> Customer Growth

s

Capture

What motivates these
customers?

Why are they happy and loyal?
Are there differentiated customer
segments?

Are there product/service
enhancements needed?

Are my most profitable
customers still satisfied?

Predict

Are there people that are likely to
leave?
What customer segments are most
receptive to cross-sell/up-sell
offers?

R

Act

Retention campaigns to profitable
customers
Cross-sell/up-sell opportunities
Deliver key insights and segment
to marketing teams
Business process optimization

ustomer Dialogue

Demonstrate commitment to
relationship
Establish communities of
users
Demonstrate feedback is
being received and acted on
Monitor issues proactively




> Profitable Growth: cpee
Predicting Opportunities for Up-Sell/Cross
Sell

Customer Knowledge Products and Offers

Potential| | Business
actions rules

Response|| Expected

Margin probability[| value

. v 200 32% 64




> Profitable Growth: cpee
Predicting Opportunities for Up-Sell/Cross
Sell

@

L
=iy

=

Customer Knowledge oducts and Offers
How: Use feedback, offers and customer data
to predict best offer during customer call




> Customer Retention

s

Capture

Who are my customers
(segments)?
Why are people leaving?
Why are people staying?
What are social networks
saying?
What is the value of my
customers?
What is the risk profile?

Predict

Who is most likely to leave?
Which customers should be

retained? &
What customer segments are most
receptive to cross-sell/up-sell
offers?
Act
Retention campaigns to profitable
customers

Customer Dialogue

Maintain customer
relationship
Demonstrate feedback is
being received and acted on
Measure satisfaction
Monitor issues proactively
Respond to issues
proactively

Cross sell up sell opportunities
Deliver key insights and segment
to marketing teams
Business process optimization




> Retain Profitable Customers: Business
Process Optimization

Profitable Customers At-Risk Profitable Customers Non-Customers

. Segmentation by Customer
Lifetime Value, use feedback
to identify intervention
opportunity.

Customer Knowledge




> Use the Customer Voice to Maximize Profit

Retention

Growth

Acauisition

Be proactive—
identify and
minimize churn
pefore it happens

Identify
your
best prospects

Identify best
ppportunities for
ross-sell/up-sel

More Profit

Revenue




> Cablecom
Improves Retention of Profitable Customers

Background
= Swiss Telco and TV operator

= Qver 54% of Swiss television households cablecom
receive cable service from Cablecom
Results

Business Goals

= Reduce the number of profitable customers

who defect to competitors = Identification of key business

issues from customers’ own

= Understand customer behavior through words
anally.3|s of open-ended responses . Improved effectiveness of
= Anticipate market trends predictive models
) = Now keep retention rates high
Solution o . = 51% of Cablecom dissatisfied
= Added text mining to data mining through customers became company
Text Mining for Clementine to better promoters (very satisfied
understand the reason for churn customers) after two months  __|

i



> Yamaha
Lets the Market Drive Design

Background YAM A H A

= Founded in Japan, 37,000 employees

= QOver 57% of sales are from motorcycle Results
business

= Proactively address changing

Business Goals market needs in a timely

= Provide cutting-edge motorbike fashion
= Be product choice of motorbike enthusiasts = Optimized ongoing product
across Europe development for maximum
market impact
Solution - Achieved enhanced
- Supplement “formal” market research with competitiveness

fast, focused online surveys - Improved process with

- Use “feedback portals” where customers el ]y
and prospects share feedback on
motorbike design and options —

= Incorporate feedback throughout the
development process \j




> Anderson Analytics
Measures Brand Equity On Blogs

Background

= U.S. MR company specialized in qualitative
data analysis

= Keep on developing new techniques and
methodologies for big companies, such as
Unilever, Mastercard, etc.

Business Goals

= Comparing brand equity of 5 top hotel
chains from post written on FlyerTalk.com

= Monitoring customers’ satisfaction
= Discovering unknown issues

Solution

= Use of SPSS Clementine and Text Mining
for Clementine

= A booking maintenance issue

Anderson
Results

= Top issues were categorized
= Text mining allowed to create

a new satisfaction index

= Brands were scored against

the satisfaction index along
time

was detected as responsible
for a drop in the satisfaction
index




> SPSS Supports the New Voice of the
Customer

Trend” SPSS Support

> Text analysis and categorization along with text mining to structure
the unstructured

»More unsolicited, unstructured
data

»Integration with social media »Ability to synthesize data from a variety of sources while leveraging
monitoring social networks for targeted data collection initiatives

»Faster response to customer | »Integration of feedback and predictions into operational systems
feedback

»>Wider access to customer »Ability for users at all levels to collaborate on analysis using a variety

insights of techniques, from simple cross-tabulation to sophisticated data
mining, within a framework for communicating results across the
enterprise

»Shift focus from metrics to »Deep analytical capabilities that span from reporting focused on

diagnostics significant differences, to advanced statistical analysis, and data mining
that incorporates all data types, including text

»More continuous feedback »Ability for users for all abilities to initiate and monitor customer

mechanism feedback programs in a collaborative framework

* From Voice of the Customer: The Next Generation
Bruce D. Temkin, Forrester, February 26, 2009




> Questions?

Speaker information:

Jane Hendricks

Product Marketing- Dimensions
SPSS Inc.

Chicago, IL

P. 800.543.2185 extension 3026
e-mail: jhendricks@spss.com
website: www.spss.com




> Training

Search |SPSS

Home Solutions Software Customers Training Services Store Support Partners Hews Events About SPSS

Welcome to $P$S.com. Click here to login or register on SPSS.com.

T

> Training

“ou have made a zood decision and chasen the Hght
softwars, Mow learn how ta maximize the valus it provides to
¥ou and your organization. 5P5S Training will help you
accomplish this,

L] L]
. WWW m r I n I n SPSS Training Maximizes Value
" n SPSS Training offers you & wide rsnge of opkions far lesrning how to optimize your use of SPSS saftuare.

Wiith mare than 60 coUFses on topics ranaing from statistical analysis and survey research to data mining
and predictive analytics, you wil find courses that will help you provide greater value to your organization
and further develop your own skils.

Chaose the method of delivery that best fits your needs:
= Public courses taught at our training facilities
= Private training customized ta meet your organization's requirements
= On-site training at your lacation
= Ons-to-one, in-persan training
= Live instruction via the Web for individusls or 2roups
= Web-based training for on-demand learning

Owr courses $PSS Training Services

= Schedule = R
= http://www.spss.com/training/schedule.htm

= Course Descriptions
= hitp://www.spss.com/training/descriptions.cfm

Global Training Resources
Chanze your country to find an
array of training eptions in your
region,

United States

Select a Training Course
Chaose from our extensive
Selection of training courses.

"iz"-Ualizing Your Data - 01l ¥

Contact Us

ide OFfices

Customer Service
Other Departments

Resources

special Offers
FAQs

Tips from Trainers
Training Updates
Customer Quotes
Mewsletter - sPSs Direcr
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> Questions?

- Sales questions and pricing
1.800.543.2185
sales@spss.com

= Speaker Information
Jane Hendricks
Product Marketing
SPSS Inc.
800.543.2185 x 3026
lhendricks@spss.com
Website: www.spss.com
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