


WHAT IS SEGMENT OF ONE PLATFORM

SEGMENT-OF-ONE PLATFORM
SEGMENT-OF-ONE MARKETING

SEGMENT OF ONE MARKETING







1:1 MARKETING PLATFORM

IN THE COMING YEARS, EVERY BUSINESS {
HAS TO HAVE A |:1 MARKETING PLATFORM :
TO SOLVE CUSTOMER PROBLEMS

AND OPTIMIZE GROWTH

CUSTOMER2 CUSTOMER4
CUSTOMER1 CUSTOMER3

DATA
CONNECTORS

SEGMENT OF ONE
PLATFORM




Every member will
have access to

updated customer
insights at all time

SINGLE WORKING ENVIRONMENT

EVERY CUSTOMER FACING BUSINESS
MEMBER WILL WORK ON A COMMON
COLLABORATIVE CUSTOMER PLATFORM

BUSINESS MARKETING SUPPORT SALES

CONTENT BRAND



SINGLE PLATFORM TO BUILD & ENGAGE

TECHNOLOGY VENDORS CAN CONNECT MARKETING SERVICE VENDORS LOG

APPLICATIONS AND DEVICES TO INTO CLIENT ENVIRONMENT TO

GET/POST DATA AND BUILD APPLICATIONS EXECUTE CAMPAIGNS FOR THEIR

OVER PLUMBS5 UNIFIED DATA CUSTOMERS OR CONDUCT SOCIAL
ADVOCACY

™~ SEGMENT OF ONE
PLATFORM

SERVICES

DATA SYNC

TO MAINTAIN [ eyictinG MARKETING CREATIVE/AD  SALES/SUPPORT
UNIFICATION APPS AGENCIES AGENCIES AGENCIES

Vendors will
access the same
customer data for
engagement and
analysis

Build Apps over
the platform to
maintain data
unification. No
more data silos
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SINGLE PLATFORM TO PLUG & PLAY

ACCESS TO ALL KINDS OF APPS THAT REACH OUT FOR PROFESSIONALS
IS PLUGGED TO THE PLATFORM AND FREELANCERS TO EXECUTE

APPS | ANALYTICAL MODELS
DASHBOARDS | CHARTS DESIGNERS | DEVELOPERS
DEVICE CONNECTORS ANALYSTS | CAMPAIGN STRATEGISTS
TEMPLATES | Al LIBRARIES CONTENT WRITERS | FREELANCERS
CONTENT GENERATORS CHAT AGENTS | DIGITAL SALES

Third party apps Access to

can be plugged ‘ consultants to
over customer ' execute tasks

data to generate \ requiring human
desired outputs skills & intelligence
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Using Plumb5 Unified Stack,

Retail Stores can improve customer
experience in real-time by
providing offers and
recommendations based on
browsing behavior in the store

images from google search

S

# Instore Behavior and Personalized Offers




Using Plumb5 Unified Stack,
Healthcare Service Providers are
successfully engaging patients
with prescriptions and advices
based on progress, schedule and
diet of their patients:

e S
‘@z&erso-nalizatgg ‘

- images from google search
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Using Plumb5 Unified Stack,

Car manufacturers engage with
their customers with timely alerts
and notifications énhancing

customer satisfaction and product

usage

SERVICE DUE IN 300 kms
BOOK YOUR SERVICE SLOT

REDEEM
POINTS

MENU [




Using Plumb5 Unified Stack,
Restaurant businesses using
humanoids for customer service,
can identify customers and
recommend based on past
perferences

images from google search




# Personalized Learning

Using Plumb5 Unified Stack,
Online Education businesses are
creating bespoke programs based
on past behavior and learning
abilities

images from google search
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Using Plumb5 Unified Stack,
Content Publishers can personalize
and recommend programs based
on watching behavior to enhance
delight and usage

Om ROOgie search




Check out
what Gartner
has to say >>
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System Era Business Analytics Era  Personal Era Ecosystem Era
' (2000-2010) (2010 - 2014) (2014 - 2020) (2020 - ?)

Centralized Decentralized Individualized Optimized/Synthesized

Descriptive Diagnostic Predictive Prescriptive

Top-down Design/ Bottom-up Bimodal Bottom-up design [ VEETEEE

Performance Experimentation/ data the highlighted
Management discovery concepts are

already
applied or

' ) available as a
Governed Loosely-coupled Disconnected Synthesis platform

25% of users 50% users 75% of users 100 % users |

“the access to right The business analyst & “information Workers” “workers with 3

information” her/his ecosystem Information” !




Before that, let me walk
you through the problem .
solving nature of the
segment of one
platform

N\
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Lets classify the
problems faced
by the business
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Notice how unified
customer data can
solve problems by
applying tags across
your data




S[ng|e Customer
View is the
biggest
Cha”enge

Report: 83%%0 fM
With Cros&Channe\

Linkage Is The

Anew study ohows that date
and their cross channel markefing efforts




ANALYTICS

SEGMENTS &

ISIGHTS

USER SEGMENTATION

CONTENT TAGGING & ENGAGEMENT TRIGGERS

MAIL

MARKETING

OFFLINE

STORE




SINGLE CUSTOMER VIEW

360 DEGREE CUSTOMER OUTLOOK
ONCE CONNECTED, THE PLATFORM GENERATES A UNIFIED
FILE THAT COVERS EVERY ASPECT OF THE CUSTOMER

A complete view
by touch-point
tags and insight

indicators




Scoring allows to
generate
indicators and
add a segment
tag to the profile
based on score

ranges




SINGLE CUSTOMER VIEW |

360 DEGREE CUSTOMER VIEW gt
CUSTOMER MARKETERS VIEW TO ANALYZE AND ‘
UNDERSTAND THE CUSTOMER TO ITS DEEPEST POINT i

Dashboard FILTERS vISITORTYPE  customers v seements  high-frequency v SEArcH

CUSTOMER HISTORY E

Audience .
B [ U es h brijesh.paul@mutesys.com [

| Tran Marg A tenti ] 2 nt Value = Target Value

Visitors 120.111.88.76, 4.111.56.23

Browser Local ) 4 Touchpoi A c Show from first action 4
Staten Island, USA v iy A g
quency ’ § : bt . urba o March 23 2012
Google Adwords 5130 PM

k
Recency Telnor Telecommunications
Location

Language X April2 2012
Direct 6:36 PM
Devices

Network .
Source ttp: .urbe | x7pts April 5 2012
Direct 8:112PM

data - All in one
place

Traffic

Content

5 Source t g ckde April 6 2012
Conversions ' : Mail 6:59 PM
tions in 207 days

Custom Reports — ttp: .urba infsigni turnURL="

PROFILE INFORMATION i
Discount Redeemed @ Transacted

TRANSACTION SUMMARY

CRM Database 3:29 PM

Source e April 17 2012
In . R 1 AST

SENTIMENTS

June 16 2012

Positive N Sentiment Source
o egal Sentiment asen

Se ie +125 Direct
Advocated
Source X Aug 82012
Store Database 4 411 PM

Source ttp:/ ct: 2 Aug 26 2012
Mail : : 7:33PM







ENGAGEMENT

CONNECTED TOUCH-POINTS
THE PLATFORM CONNECTS TO ALL TOUCH-POINTS AS ALL
CUSTOMER ENGAGEMENT HAPPENS AT ANY OF THESE

TOUCH-POINTS

MOBILE IoT DEVICE

CUSTOMER

TOUCH
POINTS

WEBSTORE

Tracking every
touch-point for
interactions and
responses for
continuous insight
generation

CUSTOMER CARE

LOYALTY
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ENGAGEMENT

USER IDENTIFICATION FOR TARGETING

THE PLATFORM CREATES A UNIQUE TAG BASED ON 4 !
CUSTOMER STATUS WHICH IS EXTREMELY IMPORTANT FOR '
CONVERSION ENGAGEMENT )

a ANONYMOUS n LEAD a LEAD a CUSTOMER CUSTOMER CUSTOMER

& ﬁMILD ﬁuor ‘ COLD REPEATS i . HOT REPEATS . PROFITABLE

/ s by /" CUSTOMERS WHO \,\
BOUGHT 30 DAYS
CUSTOMERS WHO % /
B o ( “BuriNhiH ) /“'/—l_\‘ o 4
el S % voLuMe  / / CUSTOMERS WHO —

g il ( BOUGHT MORE
THAN 10
PRODUCTS

,/ CUSTOMERS WHO p,
BUY HIGH MARGIN | ( CUSTOMERS WHO )
) PRODUCTS  / BUY TWICE A

Itis important to N L RO
quickly identify > -

the users status

and segment to

engage in real-

time

USERS WHO
HAVE ADDED
PRODUCTS TO
\_  CART P
/“'—\

/ SERS WHO

FREQUENT THE
STORE OR THE //
WEBSITE A
USERS WHO P4
VISIT THE S
WEBSITE

/
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ENGAGEMENT

ENGAGEMENT EDITOR
A DO-IT-YOURSELF ENGAGEMENT EDITOR FOR MARKETERS
TO QUICKLY PUBLISH 1:1 PERSONALIZATION

& < > LIVEPREVIEW QU Customize form

Know their choices
Poll Question
Answers

Styles

TITLE

A quick editor e v
amily Font Color Font Size

tO change SourceSans ¥ 18 v

engagement
UL apply rules Family Font Color Font size

and pUbliSh SourceSans ¥ 16 v

Button

LABELS

BgColor Font Color Font Size

From your experience, which F 8 > b Settings
traffic source brings true e ;
leads? 3 OSSR ' " S Display Rules

J  Surelyitdoes
0 Kinda useful Embed now
2 Happy withoutit

Too intrusive




ENGAGEMENT

CONDITIONS OVER SEGMENT-OF-ONE DATA
THE PLATFORM PROVIDES AN INTUITIVE VISUAL INTERFACE H
TO CREATE SEGMENTS OVER MULTIPLE CONDITIONS

By Audience If the visitor is a customer

Select By Behavior
If the visitor is unknown
If the visitor is a lead or a prospect Condition
If the visitor is a customer
If the visitor belongs to segment x
By Interaction Ifthe does not belong to segmen

If the visitor's session is
If the visitor's page depth is
By Interaction Ifvisitor's pageviews are

set E ngagem If the visitor's frequency is
rules based on isitor's source is

. By Profile If the customer/prospect's productrating i ¥ . isi s direct
beha‘"or' ByiGrofile ‘s is a mail respondent
interactions, Select Rat Embednow L\ thevisitor's search keyword is
responses,
transactions and

sentiments

Greater Than ¥ 1

Greater Than ¥ 1 .. .
By Interaction If the visitor responded to the previous forr ¥

If the visitor responded to the previous forr ¥ ) , P
By Profile If the customer/prospect's product rating i ¥

Select Rules
If the visitor clicked a specific button
If a visitor clicked a specific price range
esponded with chat agent
response to your mail campaigns are

Select Rules

If the customer/prospect’s online sentiment is
If the customer/prospect's social statusis

If the customer/prospect's influential score is
If the customer/prospect’s offline sentiment is
If the customer/prospect's product rating is

If the prospect’s nurture status is

If the customer/prospect's genderis

If the customer/prospect’s marital status is

If the customer/prospect's profession/industry is
If the visitor is not connected socially

If the customer/prospect's loyalty points are
If the customer's RFMS score is

If the visitor added these products to the cart

If the visitor viewed but not added these products to the cart
If the visitor dropped a product from the cart

If the customer purchased any of these products

If the customer has not purchased any of these products

If the customer total purchaseis

If the customer current value is
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Continuous targeted
automation can be
set to converta
unknown visitor
resulting from an
ad, all the way till
their purchase

AUTOMATION

GROWTH AUTOMATION

THE PLATFORM ALLOWS THE MARKETER TO SET

AUTOMATION TILL A PARTICULAR GOAL IS MET, LIKE

TRANSACTIONS, LEAD CAPTURE

‘..L.', TAGS SOCIAL
s o

EMAIL CAMPAIGN
EXECUTED

o] starrs
T BEHAVIOR MONITOR
% >

VISITOR COMES TO WEBSITE/LP

\4

o+ ] starts

mm. BEHAVIOR SCORING
; CHANGE IN DEPTH SCORE
v ¥ AND PAGE SCORE
| vARGETED EMAIL -
Q COMMUNICATION VISITOR CLICK-THROUGH

1 R ’ j CHECKS FOR RULES

-
ﬂ AND STARTS ENGAGEMENT

‘ o3 ,. 1 WITH UPDATED SCORES, CHECKS

A FORRULES
" AND STARTS ENGAGEMENT

o, ::::';:’gk R, ) j WITH UPDATED SCORES, CHECKS
+ CHANGE IN DEPTH SCORE FOR RULES AND CONTINUES
- > “ EVENT SCORE AND PAGE scome | |°  ENGAGEMENT

‘ e P
-,"": @ VISITOR CLICK-THROUGH

DEVIATION FROM
TARGETED SOCIAL DESIRED PATH
MESSAGING
1F PUBLIC VISITOR DROPPED OUT
FROM THE SITE

AUTOMATION 0 VISITOR CLICK-THROUGH
MILESTONE ACHIEVED T

VISITOR CLICK-THROUGH

MAYSE BTCOMMEND AN OFFER

o_+ 7 ALERT IN DEVIATION
« OF GOAL PATH
S 3 CHANGE IN GOAL PATH

=9

\ -'_,‘ RETARGET AND BRING BACK
VISITOR TO GOAL PATH
Y TARGETING BANNER




AUTOMATION k

RETENTION AUTOMATION 1
WITH SINGLE CUSTOMER DATA, THE PLATFORM ALLOWS '
THE MARKETER TO CONFIGURE 1:1 PERSONALIZATION

AUTOMATION BASED ON AFFINITY OR AVAILABLE

INVENTORY TO IMPROVE RETENTION ENGAGEMENT

Set automation

based on purchase

frequency or

product affinity, to

increase repeat
purchases and

loyalty

mail campaign

IF DROP-OUT
ENABLE MAIL WORKFLOW

LOOP TILL FIVE ATTEMPTS
TO ESCALATE

< IF UNOPEN >

SEND CAMPAIGN WITH
NEW SUBJECT LINE

< IF OPEN >

SEND CAMPAIGN WITH
NEW TEMPLATE

< IFOPT OUT >
ESCALATE

product page

0O
59
—7'9

IF DROP-OUT
ENABLE ONPAGE &
MAIL WORKFLOW

LOOP TILL FIVE ATTEMPTS
TO ESCALATE

< IF BOUNCE >
SEND MAIL CAMPAIGN WITH
NEW TEMPLATE

< IF CLICK NON-GOAL PAGE>
ENABLE ONPAGE TARGETING
IN ROUTING TRAFFIC BACK
TO GOAL PATH

< IF EXIT>
SEND MAIL CAMPAIGN WITH
NEW TEMPLATE H ADDED
BEHAVIOR INSIGHTS

login

\ payment
® ‘ Qi@)

IF DROP-OUT
ENABLE ONPAGE, SOCIAL &
MAIL WORKFLOW

LOOP TILL THREE ATTEMPTS
TO ESCALATE

< IF EXIT>

SEND PRODUCT RELATED
OFFERS/ TACTICAL MAILS

IF IDENTIFIED

o
IF DROP-OUT
ENABLE MAIL WORKFLOW

ESCALATE AFTER 3 ATTEMPTS

< IF UNSUCCESSFUL PURCHASE>
SEND FOLLOWUP EMAILS

success

=

GOAL
ACCOMPLISHED




Lifecycle Automation
can ease out tasks of
the marketer.
Automation needs
intervention if an
escalation is
triggered

AUTOMATION

CUSTOMER LIFECYCLE AUTOMATION

CONFIGURING ENGAGEMENT AUTOMATION ACROSS THE
CUSTOMER LIFECYCLE IS EASY ON THE SEGMENT OF ONE |
PLATFORM. KEY CONVERSION MILESTONES OR SCORES |
CAN BE SET TO PROMOTE CUSTOMERS TO THE NEXT STAGE

A 2

View of an online customer's journey by stages

), O
g 7N 2109

O Lead Generation Cycle Lead Conversion Cycle Repeat Purchase Cycle

—
CAMPAIGN

(Y eeespaie
UNKNOWN PROSPECT CUSTOMER PROFITABLE
O CUSTOMER



Scores can be
configured for
recency, frequency,
events, page depth,
content, responses,
and many more data
parameters

AUTOMATION

HOW AUTOMATION WORKS

&l

EACH INTERACTION TYPE AND MAINTAINS A REAL-TIME
SCORECARD. WHEN A USER REACHES A PARTICULAR

|
THE AUTOMATION ENGINE REFERS TO THE SCORE SET FOR k!
|

SCORE, A SPECIFIED ACTION IS TRIGGERED TO DRIVE THE

USER TO THE NEXT STAGE

HOW DOES THE BOT CREATE SEGMENTS

AUTOCREATES 160 LIFECYCLE SEGMENTS TO EFFECTIVE TARGETING

INTENTSCORE

w
[
]
O
a
e
o
(]

INTERACTION DEPTH
PROSPECT SHOWING HIGH INTENT
AND HIGH ON INTERACTIONSTOO

USER SHOWS HIGH INTENT SCORE

BUT LOW ON INTERACTIONS
CUSTOMER LOSING

INTEREST INTHE PRODUCT
AFTER FIRST PURCHASE
ANONYMOUS USER LOSING INTENT
BUT HIGH ON INTERACTIONS

* + « | PROFITABLE
. . | CUSTOMER

CUSTOMER LOSING
INTEREST EVEN AFTER REPEAT
PURCHASE.
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COLLABORATION

FOR BUSINESS LEADERS
CMO DASHBOARDS AND PERFORMANCE MONITORS

ps PERFORMANCE DASHBOARDS wock screens ’

Period: Half Year v Current v || Choose Segment

@ | TOTAL NEW CUSTOMERS B TOTAL REVENUE El | TOTAL SPENDS

™ 5678 ™ $6,720,356 ™ $365,000

CUSTOMERS PRODUCTS CONVERSIONS REVENUES “

TOTAL SPENDS E; ADV + LEADGEN ﬁnﬂ& ON CONVERSION g ON RETENTION

365,000 *285,000 %28,000 52,000

Keep a tab on
everything in
real-time

SPENDS BY STAGE SPENDS BY CAMPAIGN

50
)

200
©
0
jun Jul Aug Sep oct May Jun Jul Aug Sep «



http://mm.plumb5.com/p5.html
http://mm.plumb5.com/p5.html

Dashboards to
quickly control
and configure
next actions

Prescriptive Views
Actionable insights based on past behavior and. fremds

26

anonymous visitors (repeat)

are now online

o CHAT WITH THEM

o POP AN OFFER

16

customers have negative
opinions

ACTIONS

o ADVOCATE

o CHECK INFLUENCE SCORES

COLLABORATION

FOR MARKETERS
PREDICTIVE AND PRESCRIPTIVE INSIGHTS FOR NEXT ACTIONS

345

anonymous users have
more than 4 visits on
products page

ACTIONS

o POP AN OFFER

216

customers do not have
opinion data

ACTIONS

o ENABLE SURVEY

o ENABLE ONPAGE OPINION FORMS

Analytics Leads | Engauge

46

leads need follow up
communication

o SEND EMAIL

o AUTOMATE FOLLOW-UP

1600

customers have not been
communicated in past 60
days

ACTIONS

o SEND EMAIL

o SEND COUPON THRU EMAIL

QuanT5 Multimedium

267

drop-outs before
purchase page

ACTIONS

o POP AN OFFER IN GOAL PATHS

1%

is the conversion rate of
banner x on homepage

ACTIONS

o CHANGE BANNER

o RUN SPLIT TEST




A platform for
every one in
the ecosystem
with access to
insights at all
times
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PROFITABILITY

SPEND INTELLIGENCE

THE PLATFORM PROVIDES PROBABILISTIC ATTRIBUTION
MODEL WHICH ATTRIBUTES THE RIGHT CHANNEL 4
RESPONSIBLE FOR CONVERSIONS AND HELPS IN MAKING ‘
THE RIGHT MARKETING INVESTMENT ‘

COMPARISON

WTION MODELS

POSITION BASED
U TURN
TIME DECAY

4.
o I P5SALGO

FIRST
INTERACTION

session 7 Flow Analysis TotalScore-12

EMAIL ttpe fplun
httpef plu wend bkl Purchase ®

Most existing
single source
and fractional
attribution
models are too
generic and is

http ! plumb
session 6 Flow Analysis
FaC

session 5

EMAIL

session 4 Flow Analysis b : TotalScore-2

inaccurate

DIRECT http:dfplumbs. o trm Pag
session 3 Flow Analysis 4 0 TotalScore-4

EMALL Jplumb, com| tr Pac
Depth

session 2 4 7.14 TotalScore-22

P

r bl

k. bkl

TotalScore-5




PROFITABILITY

REVENUE & SPEND MONITORING |
A REAL-TIME MONITOR TO KNOW HOW YOUR MARKETING u
INVESTMENTS ARE PERFORMING 4 |

BY CHANNELS

Hlu!ulrhh llu\ﬂluhm hllu nMHl |||n |||I|||H"

Monitor each
channel and
make
decisions in
real-time

N
[ v | BTL [ v ]
8% 12%

m I’I N| |_t_|.|p| B » m M m |_1|.|;| l Ill |.II |“ |_1‘|.|1| i |



PROFITABILITY

MARKETING ROI |
EXACT MEASUREMENT OF RETURNS ON EACH CUSTOMER
INVESTMENT AND THEIR PROFIT PROXIMITY i

Marketing

Revenue

Calculating ROI
or customer
value can be
derived from the
single stack

Retention

= 3 ‘
| : .
Campaigh Conversion

{ Channels
\ Conversion ‘
Campaign
Channels

ck for each '\ndiv'\dua\ user

unified interaction sta




PROFITABILITY

MARKETING ROI
MANAGING DYNAMIC CONFIGURATION FOR SPENDS AND

TAGGING ACQUISITION AND RETENTION MARKERS

ACQUISITION RETENTION

STAGES ANONYMOUS LEAD CUSTOMER )
Input margin amount

A

ONLINE TRAFFIC WEBSITE / ESTORE WEBSITE / ESTORE :| Transaction data for

revenue and margin
calculation

OFFLINETRAFFIC SALES/MKTGLEAD FFLINESTCRE

MAILINGLISTS C OMER RELATIONS
Interaction, Response
ACTS Cl IWMER COMMUNITY Data for Retention Cost

REFERRAL SYSTEMS LOYALTY SITES Behavior and Sentiment
Data for Retention Rate

SOCIALSPACES

Spend data of each campaign
for acquisition calculation
Customer Value

Calculations

RECORDING POINTS FOR DERIVATION OF INPUT
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PROFITABILITY

MARKETING ROI |
EXACT MEASUREMENT OF RETURNS ON EACH CUSTOMER
INVESTMENT AND THEIR PROFIT PROXIMITY # |

Customer Statement [ contributing prafit

Customer Statement

Date IAID Txn Remarks Source |Currency| Credit Debit Balance

13th Mar 2007

26th Mar 2007

13th Apr 2007

A complete
statement of
transactions
between the
business and a
single customer

17th Apr 2007

RETENTION

13th I

ACQUISITION

13th Jun 2007

13th Jun 2007

Customer Transaction Cards is a customer profitability application

29th Jun 2007

designed to create statement of transactions of each customer to

3rd July 2007 i effectively manage customer spends.

13th July 2007




Set Alerts for
drifting
customers and
quickly
strategize to
win them back

Churn Alerts




That's the kind of
difference that a
segment of one
platform can do

Now the platform>>




SEGMENT OF ONE PLATFORM

D5




PLUMBS IS A
SEGMENT-OF-ONE PLATFORM
WHICH MAINTAINS A SINGLE

CUSTOMER IDENTITY STACK
TO GENERATE INSIGHTS AND SERVE
NEXT ACTIONS IN REAL-TIME,
ACROSS ALL TOUCH-POINTS

o




THE PLUMB PERSPECTIVE WTE im0

oR [3 £ HIM WITH SURVEY:
UUUUUUUUUUUUUU IFFERS. ORD
SSSSS NT
SSAGE:
UNTRACEABLE TRACEASLE NSITO
COLLECT
WHERE ARE THEY COMING FROM
SEARCH REFERRAL  sMARt “i,“ s hicn D AN W - -~~~ RESPONS €S customer doto
i | R INPAGE PERSONALIZATION o
WEBSITE WHAT ARE THEY LOOKING AT WEBSITE IDENTIFY VISITOR NLUINE BEMAVIOR
FIRST VISIT KNOW WHICH PAGES T WSET SUBSEQUENT VISITS WITH EMAIL , INTEGRATE
Ll SANI oy ONPAGE DIALOGUE OFFLINE STORE DATA
TRAFFIC TRAFFIC  TRAFNC WHEN DID THEY EXI

We tag customer
interactions across
all touch-points and
stack them based
on time, to create
customer journeys




UNIFIED DATA (SEGMENT OF ONE) STACK

INBUILT APPS CONNECTORS DATA ANALYSIS

WEB/MOBILE ANALYTICS SOCIAL

 SITE CHAT VIDEOS DASHBOARDS

ECM PRODUCTS

POS PRODUCTS

LEAD MANAGEMENT COMMUNITIES We are just
CTI PRODUCTS ‘ making sure
‘ | that we have all
the customer

data covered




HOW DOES IT WORK?

TOUCHPOINT LAYER

DELIVERED FJO
TOUCH-POINTS

A

v e
DATA COLLECTED \/
B . w

ACTIONS TRIGGERED
BASED ON RULES

PLUMBS
SEGMENT OF ONE
DATA STACK

g

DATA COLLECTED
FROM TOUCH-POINTS
e

-

DATA TAGGING + SCORING
+ SEGMENTS

KPl DASHBOARDS

BUSINESS INTELLIGENCE

Unified Stack



SALES AND
MARKETING
TEAMS
ON CUSTOMER
GENERATION

I
DATA COLLECTED

DELIVERED 7O CUSTOMER

TOUCH-POINTS

ANALYSTS, DECISION

SYSTEMS, CUSTOMER

VALUE, MARKETING
({o]

A SUPPORT TEAMS
' WORKING ON
_ ACTIONS TRIGGERED CUSTOMER
BASED ON RULES RETENTION
/\/ PLUMBS
SEGMENT OF ONE
DATA STACK
How data is
distributed to  ASEIAISHER
respective ¢
members based
DATA TAGGING + SCOR on roles AUTOMATION
+ SEGMENTS
v
: "’5' = DASHBOARDS AND
. (3 PERFORMANCE
KPI DASHBOA \ O MONITORS FOR
LEADERS

BUSINESS INT
>
(4
7.
A
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l CSTOMER LIFECYCLE AUTOMATION

Automate 70% of your marketing tasks
automate conversion workflows across the customer lifecyle

30% of human jobs l 1 1 1 1

WOUl(_j account to SRl prospect customer valuable
creative and tactical customer customer

content and overall |
monitoring and ACQUISITION RETENTION

configuring
automation




ENGAGEMENT INNOVATION

We have implemented
Plumb5 to serve in-store
personalization using
Estimote Beacons

Beacon Marketing is good

With the rise of the mobile-empowered consumer, innovative marketers
are using beacons to create more compelling, personalized customer
experiences at the store and department level. Every in-store mobile
experience that is delivered to a shopper must be relevant to the

interests and behaviors of that shopper, and must provide clear value to
the consumer




NO
REDUNDANT
DATA

~

(

FASTER
QUERYING

NO
COMPLEXITY

VAN

/

ON-PREMISE

\

\_
(

NO
INTEGRATION
REQUIRED

\_

J
~

-

UNIFICATION
MAINTAINED

~

g
(

J

\_

REAL-TIME
MONITORS

/
\

ON-DEMAND




ORKS FOR ALL KINDS
BUSINESS

ANY BUSINESS THAT HAS A CUSTOMER

B2B B2C

OR ALL BUSINESS SIZES

.\:{c] MEDIUM




s VERTICALS WHERE IT WORKS BEST

RETAIL ][ BANKING ][ INSURANCE ]

HEALTHCARE ][ HOSPITALITY ][ ELECTRONICS ]

EDUCATION ][ REAL ESTATE ][ AUTOMOBILE ]




SEGMENT OF ONE PLATFORM




THE HUMANOIDS




