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Synopsis

Mastering the customer journey is a crucial task across industries for the modern 
marketer, and a journey through the different capability levels will be shared today, 
including

• simple methods to test and learn across customer journeys, such as A/B testing of 
the journey; 

• more complex analyses such as algorithmic attribution to cut through the noise and 
discover the successful journeys that exist

• more complex algorithmic approaches, driven by latest AI and ML techniques
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Walk, Run,……Fly?
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D E T A I L E D  I N S I G H T  – K P I  H i e r a r c h i e s

Marketing strategies, and customer strategies are nuanced 
– different products / segments of customers may have 
different digital strategies for example.  One attribution 

model may not be enough

SAS enables multiple attribution 
models to be run, across different 

hierarchies

PurchaseLeadsInterest

New Customers Prospects
Product A Product B

Allowing you to compare and 
contrast across KPIs, segments 
and product types if required
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How are we feeling?



E M P O W E R I N G  V A R I O U S  
P E R S O N A S

“Do-it-for-me” “Do-it-yourself”

Marketer Analyst Data Scientist

Forrester CAT Wave

https://www.sas.com/en_us/news/analyst-viewpoints/forrester-names-sas-leader-in-customer-analytics-technologies.html?utm_source=linkedin_company&utm_medium=social-sprinklr&utm_content=3571577476&utm_term=3571577476




E M P O W E R I N G  V A R I O U S  
P E R S O N A S

“Do-it-for-me” “Do-it-yourself”

Marketer Analyst Data Scientist

Let’s ask the first polling question!



C U S T O M E R  J O U R N E Y  O P T I M I S A T I O N
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Or, more simply……

Hint: (Choose the Big One)

St
at

es

Actions

KPI(s)

Decision?
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Example

Story Cookie+Milk Pyjamas GotoBed

• None
• Story Told
• Cookie+Milk Given
• Pyjamas on
• Gone to Bed
• Story+Cookie
• Story+Pyjamas
• Story+Bed
• Cookies+Story
• Cookies+Pyjamas
• Cookies+Bed
• Story+Cookies+PJs
• ……

• We will know the new state (i.e. actions taken, and 
outcome)

• For that new state, we will have the same set of options 
(although there may be some eligibility rules)

• Thus this matrix isn’t changing, we just need to learn 
and discover the best action each time….

• …..which is done by assigning a value to the end 
action….and then the probability of that occurring helps 
us get a net value of previous actions.
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Or see here

https://go.documentation.sas.com/doc/en/casdlpg/8.3/p0ab5zn5mq3vx3n1xswn8atljclg.htm
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Ready for Take Off?
Let’s ask the second polling question!
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Questions?
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