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Industry Stats

* Gartner
— enterprise data . . . is expected to grow by 650% in the next five years
— 80% of that the 650% growth will be unstructured data

* Pricewaterhouse Coopers

— 75 to 100 million blogs and 10 to 20 million Internet discussion boards and
forums in the English language alone

e |IDC study

— world’s data is doubling every two years

— businesses will manage 50 times more data

— files will grow 75 times more in the next decade
e McKinsey & Co

— estimates that an organization using the full potential of its data could increase
its operating margin by more than 60 percent

e Data sources
— RFID, wireless networks, social networks, POS, etc.
 Forrester Research

— thereis Sin all the data
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Industry Statistics
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Analytics Correlates to Performance

Organizations that lead in analytics
outperform those who are just
beginning to adopt analytics

Top performers are more likely to use
an analytics approach over intuition

Source: The New Path to Value, a joint MIT Sloan
Management and IBM Institute of Business Value study
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Social Media Analysis
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Challenges

L Global electronics firm, experiencing 86%
growth year over year, reaching nearly $1
billion in revenues

L No single version of truth or visibility into
their social media strategy/data

O Investing heavily in social media with no
ability to assess ROI from investment
relative to online marketing mix

U Need for better understanding, targeting
and engaging social media users
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Solution

Q
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Developed a consolidated marketing analytics
database to organize and filter social media feeds
Tracked the interest of buyers to predict warehouse
inventory, using social media to predict demand
Implemented Tableau Software, a powerful interactive
data visualization tool that brought the social media
data to life, enabling users to have a conversation with
their data

Results

o0 O OO0 OO0

Created a single version of truth across the enterprise
Integrated data from disparate systems by creating a data
mart for all social media data

Enhanced online customer experience through user profiling
Established a linkage between social media channels and
campaign results allowing for more targeted marketing
Increased client conversion rates and reduced abandoned
carts by 32%

Revenue grew 86%

Online orders increased 40%
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Customer Acquisition and Retention

Solution

Challenges

L Conglomerate in sports merchandising

O Visibility into the collective business units of
retail outlets, direct sales to big box and
department stores

L Real-time monitoring of stocking and
distribution of merchandise, food and beverage
operations and others right up to the owner’s
box

O Seeking increased customer acquisition,
conversion and retention of users

L Needed a way to integrate customer and
prospect data and use it for insights and drive
segmentation
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Invested in a technology overhaul that included purchasing
point-of-sale, manufacturing logistics, Web and financial
systems with Microsoft Dynamics AX intended to be the font
of information for unified reporting

L Teknion deployed a Proof of Concept using the Tableau
visualization tool to extract production data from the
organization’s back-end systems into a data cube for analysis

L Automated data collection across channels for the
utilization of fulfillment and promotional purposes

Results

O Built the actual data cubes for analysis by the Tableau front-
end tool, providing consulting for requirements gathering,
data quality, and data governance functions

L Developed a data mart with its own repository and structure
to perform fast

L Teknion provided a Bl solution that had ease of use and self-
service allowing IT to move on to new projects and avoid time
consuming work building reports

O Implemented an execution strategy that drives:

v’ Efficiency and cost effectiveness across the enterprise
v" Maintains reliability and availability
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Visualizing Marketing Analytics
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Overall Marketing Dashboard
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Campaign Metrics Dashboard

Campaign Metrics Dashboard
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Email Campaignh Dashboard
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Email Campaign Effectiveness
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Customer Satisfaction Dashboard
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Top Client Dashboard

Top Account Activity | Current and Previous Quarter
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Web Traffic Dashboard
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Web Advertising

Click an Ad Group to highlight relevant data Ad Group Time Trends
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Creative/Adgroup

AdWords Analysis

Adwords Creative Analysis
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Internet Customer Care

Internet Customer Care Emails by Subject Change From Before to After Category
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Summary

 Thank you for joining us to explore the world of
marketing analytics
* You will receive the following helpful information:
— Webinar Presentation

— FREE complimentary marketing assessment
— ENHANCED trial version of Tableau for evaluation purposes

{
[ 4
a world of opportunity... ;

— Articles
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To request a personal demo please contact:

PJ Hoke Christy Baze
Teknion Data Solutions Tableau Software
phoke@teknionusa.com cbaze@tableausoftware.com

214-614-7604 214-697-1748
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