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How Data Onboarding Drives Better
Customer Experiences and More Revenue
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Discussion Topics

(1) The New Customer Journey
(2) Onboarding Data

(3) Benefits

(4) Best Practices

(5) Use Cases

(6) Key Takeaways

(7)) Q & A
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The New Customer Journey
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Moment of truth then...

Panel based research told
marketers why people
choose Brand A over
Brand B

Brand feelings drove
purchases.



Moment of truth NOW...

The mobile phone which
contains the collected
knowledge of the universe
IS used to decide.

Data (reviews, pricing
info) drive purchases.



The price of getting customer
experience wrong can be staggering

According to Harris Interactive,
89% of customers who have an
unsatisfactory experience will take
their business elsewhere. And winning
them back...costs 7X more than
It does to keep them in the first place.

89

OF CUSTOMERS
WILL GO ELSEWHERE
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To get the customer experience right...

...you need to understand the holistic customer journey

Krux

94% Customers

discontinue engagement with a
company after an irrelevant
experience.

And yet...
97% Amazon’s

customers return for repeat
purchases within eight weeks.



The old “AIDA” funnel

TV, Print, Branded Display Ads
WEarned Media, Social Sites, Your Blog
WOwned and Operated Website

M Bingo! A Sale. Now into the CRM

Xrux



Today’s customer journey is continuous and
dynamic

Awareness

Loyalty
Consideration

Retention
Purchase

Xrux



n a digital world, software is the
chief means of engaging
prospects and customers. A
marketing team’s choice of
software and how to configure
and operate it...materially affects
how the firm influences its
audience and how the audience
sees the firm.




Technology Complexity For A Marketer

MARKETING EXPERIENCES
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Onboarding:
Unifying Offline and Online Data

13



Onboarding Is the transfer of offline data to
the online realm...

...for a complete profile
of people and their
customer journey.
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Onboarding Process

Upload.

Customer data files
are imported via a
Secure process.

Xrux

Anonymization.
Customer records
are anonymized and
personally identifiable
information (PII)

is removed.

n
1

Matching.
Anonymized customer
records are matched
to online devices

or anonymous

digital IDs.

Distribution.

Data segments are
activated for use in
marketing applications
and media platforms.

= ""'



Step #1: Data Unification

Call
Social Search Mobile CRM POS Center
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Step #2 Data Analysis

Desktop

Handheld
|P

: address
Devices

Tablet

Publisher
ID

CRM
records

Browsers

Web v
behavior

Techno-
graphic
Data

Safari




Step #3: Data Activation

RECOMMENDED
ACTIONS

MOBILE

SOCIAL

Activation is the use of data to advise the serving of ads,
purchase of media and the behavior of apps or web sites.
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Unknown to known consumer mapping

Unknown Known Identify and Target
Unstructured and Identify high-value Brand/KPI-specific
structured data segments and target Targeting for engagement

Xrux



Onboarding Benefits
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Benefits

* Holistic customer
journey

 Insights on audience
attributes

Purchasing patterns
Spend waste reduction

Krux

ROl increase
More precise targeting

Relevant content:
personalized and timely

More engagement
Higher conversions



Use Cases
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Global campaign management to
reduce waste and increase ROI
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Map the consumer journey to activate
and amplify lifetime value

@ GARDEN CLUB

?Gard en
7 Club
~" Members
irst Exposure Dads 18-49 @ DIY Lawncare
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Develop Test Discover Validate Fortify
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Consumer and media overlap analysis to
Increase unduplicated reach
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Audience based attribution through

flexible modeling .
o ~ CHANNEL,

(]
. y ‘ CUSTOMER CROSS-

MOEILE ° JOURNEY DEVICE
. . D ATTRIBUTION
OFFLINE p

)

DESKTOP ™ @ @ s o
0 , REPORTING
oTT/CT 2 4 attocation I ANALYTICS &
- INSIGHTS

APPLIANCE

Last Interaction, First Interaction, Linear,
Position, Time Decay, Custom Model

Conversion Attribution
Inputs > Events > Models > Outputs

Xrux



Conversion path analysis to drive
better ROI
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Discover new relevant audiences to
drive new customer acquisition

Q00
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7 000
plely
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Data Fuels Content Customization

 Need: Custom Website
Experience

 Dynamic 1-1 Experience:
Red Car in configurator-
that car is waiting for them
when they come back

 No current ability to
segment visitors for
custom content

Krux
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Customize offers to drive high value
conversions without waste
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Search conversion improved by
re-targeting high conversion audiences

likely search

converters __ GO()SIQ
Blue Skirt =) AD

e Google
@ Blue Skirt #@

Customer Segments

unlikely
search
converters
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Summary
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The Path to Onboarding Success

Measure and
respond

Activate data
across every

Analyze data to channel at right

identify & time & real time

understand
individual
preferences
Unify people data
from multiple
screens & sources

Xrux



About Krux
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Krux helps businesses improve
consumer engagement through

activation of people data

History

Founded in 2010, HQ in San Francisco,
offices in Boston, London, New York City,
Tokyo, Los Angeles, Singapore, and

Sydney

Xrux

2.3B

devices and browsers

5PB

analytic environment on-
demand

100B

Impressions/month

1.5B

CRM records/month
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Thank you!

lan Martin
Imartin@krux.com
(917) 455-9880
@iantmartin
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