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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 Al and ML techniques
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Walk, Run,......Fly?

Copyright © SAS Institute Inc. All rights reserve d.



SAS® Customer Intelligence 360 - prdfin’

= i=  SAS For Finance CX Demo Journey

B

= Start

Homepage - Hero...

— Moment: Abando...

[EP Frospecting Cam...

¢

w

w

©

A Split on Action

Primary Metric

Immedistely

Did not Click Thru

2 hours

Wait
4 hours

Wait

1 week

+2

Loans A/B (Damo .|

Abandoned Form ...
- o

A/B Test Node

Summary

Path Performance

Conversion Rate Per Path

Conversion Rate (%)

Active

6,435

CHALLENGER PROCESS

-7877%




SAS® Customer Intelligence 360 - prdfin

i= & Signs up for Landing Page Offer ¢ ¢ B | Closs

[

G Conditions bl Attribution L& Orchestration

]

Analysis parameters: Most recent 30 days - Traffic Sources - 7 days maximum # @ First Touch Linear

Filter Madels

Bl Custom Recent with Exclusions
Overview & c . n

Traffic Source Attribution Share

B 00 Apply

[=*=]
=

=

a
[ =]
£
%

=
<3 - i - B B — - ] B

Referra Drganic Search Emai Direct Facebool e Diaplay Ad Banner Ad Paid Search

Copyright © SAS Institute Inc. All rights reserved.




Copyright © SAS Institute Inc. All rights reserved.




DETAILED

SAS enables multiple attribution
models to be run, across different
hierarchies

INSIGHT — KPI Hierarchies

Marketing strategies, and customer strategies are nuanced

model may not be enough
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How are we feeling?
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Analytic Targeting
Enable analytics to develop a model that can be used to predict and target which users are most likely to convert, @

@D Enable analytic targsting  Analytic targeting activated: Jan 18, 2021, 5:00:00 AM

. Model fitness @ Target users most likely to convert @
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Select the cutoff threshold for this model. ®
Automatic based on a strategy:
© Minimize the cost of delivering marketing treatments by minimizing non-conversiens - (3rd decile)
(O Balance the number of conversions with the ability to exclude non-converters - {Sth decile)
(O Maximize the difference in conversion rate between targeted and excluded groups - (4th decile)
(O Maximize confidence that there is a difference in conversion rate between targeted and excluded groups - (2nd decile)

Manual:

(O Select a decile to preview and set the cutoff threshold for this model:
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Let’s ask the first polling question!
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CUSTOMER JOURNEY OPTIMISATION

Historical Data

‘\_

Current Possible Decisions | '
Data Marketing-Actions mpac

\ l‘lﬂ . T .n.@;S\ *
0_{/6’* /’

‘0\ [ NeED,

Osas



States

Or, more simply......

Actions

KPI(s)
Decision?

Hint: (Choose the Big One)




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

Example

Story Cookie+Milk  Pyjamas GotoBed
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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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Ready for Take Off?

Let’s ask the second polling question!




Questions?
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